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Sen. Pastu.. ~*ides ‘Dedication’... 


Affiliates, Large and Small, Rally 


‘Round the Nets ir S 


WASHINGTON, June 20—In an un- 
precedented display of 
spokesmen for 28 network-affil- 


iated tv stations of all types and) 
sizes went before the Senate com-| 


merce committee this week and 


testified that any curtailment of| 
“de- 


networks might result in 
graded” programming, particularly 
in medium and small-size markets. 

Lawrence Rogers II, of WSAZ, 
Huntington, W.Va., phrased it this 
way today: 

“Stripped of option time and 
must-buy, the networks will prob- 


ably do very well by redoubling | 


their stake and efforts in program- 
ming and film production; but the 
rap will be taken by stations that 
have thrived under the network 
system, and the biggest loss will 
invariably be suffered by the pub- 
lic.” 


@ While proposals of 
Moore, KTTV, Los Angeles, to 
limit the amount of evening time 
optioned to networks might help 
the film production business—and 
the independent stations in Los 
Angeles and New York—Mr. Rog- 
ers said, they would degrade the 


unity, | 


Richard | 


*quiry 


servic “Tr 
numbers yut the country” 
or so s@€vc.ciy limit the scope of 
their operations “as to make them 
merely juke boxes for the film 
producers to display their wares to 
a disillusioned public.” 

A. C. Meyer, WCIA, Champaign, 


wholesale | 
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prous ts food froen mencta, dirt, and 


Ill., testified that there doubtless | aim 


are mariets »°#® non-network 


stations - iably good 
job, but -¢ 20—A.twork, we 
could indicatetively, if at 
all. Aas accel+ 

“Neivwe fig ons have made 


it possible ivr sinall and medium- 
market stations to survive,” he 
said. “It has not been easy to per- 
suade network advertisers to order 
medium and small markets, and, if 
the network system is disrupted, 
small and medium markets will 
| suffer.” 


® Affiliates explained that, left to 
pick-and-choose, advertisers would 
channel the bulk of their money 
into big markets. 

“Once an advertiser has com- 
mitted himself to purchase the 
basic network,” H. Mood Mc- 
| (Continued on Page 110) 


‘Not ANA’s Spirit or Intent’... 


ANA Probe of 15% 
Aimed at Making 


Kraft Exec Denies 
Gamble Thesis; Calls 
‘Proper Climate’ Vital 


New York, June 19—The Assn. 
of National Advertisers’ newly 


formed special study committee on | 


advertising agency compensation 
methods held its first meeting here 
and expressed concern over a con- 
jecture by Fred R. Gamble, presi- 
dent of the American Assn. of Ad- 


vertising Agencies, that advertisers | 


‘Client Should Pay 
Agency,’ Ryerson’‘s 
Evans Writes Little 


Cuicaco, June 21—The basic and 
most important change that could 
take place in the agency-client 
relationship is to have the adver- 
tiser, rather than the publisher, pay 
the agency. 

This is the gist of a letter writ- 
ten last week by Keith J. Evans, 
marketing consultant for Joseph 
T. Ryerson & Son, Chicago steel 
sales organization and warehouser. 

Mr. Evans addressed his letter 


Agency Pay Isn't 
Cuts: McLaughlin 


|are raising the commission ques- 
tion because they want to reduce 
|commissions (AA, June 4). 
| John McLaughlin, committee 
| chairman and director of sales and 
jadvertising for Kraft Foods, said 
'the committee wanted to make it 
clear that “this was not ANA’s 
spirit or intent, nor that of adver- 
tisers generally.” The committee 
stressed that the discussion of 
agency compensation methods 
“would be most productive if un- 
dertaken in the proper climate.” 
| Then Mr. McLaughlin continued: 
“While advertisers feel that 
jagency compensation, generally 
| speaking, has not been excessive, 
they are at the same time well 
| aware that there are inevitably 
|situations in relation to specific 
: - . - 
|services in which a 15% commis- 
|sion can represent either excessive 
‘compensation or, on the other 


| hand, insufficient compensation. 
| 


|@ “These situations have increased 
|and have become intensified as the 
scope of advertising has broadened 
and the amounts spent in advertis- 
ing have greatly increased. Hence, 
|it is the responsibility of the ANA, 
and of advertisers individually, to 


ig 
Fe 


Franks n rolls are at their best in Cellophane 


the paclage att you set wt you bay! = 


| 
BACKYARD CHEF—This cellophane ad| 
in Du Pont’s consumer advertising | 
series will appear in The Saturday 
Evening Post for June 30. It has 
been scheduled for tie-ins with 
outdoor eating promotions. Batten, 
Barton, Durstine & Osborn, New 

York, is the agency. 


Fuzz Flies... 


17-Year-Olds 
Snap Up Shavers; 
Schick Is Happy 


LANCASTER, Pa., June 21—Schick 
Inc. is somewhat jubilant over the 
success of its promotion offering 
Schick “25’s” to every young man 
who reached his 17th birthday dur- 
ing the week of April 22 (AA, 
April 30). 

“Our birthday gift,” according to 
O. A. Petty, vp in charge of sales, 
“got spectacular results from the 
sampling of the youth market.” 

Though figures as to the number 
of electric shavers distributed were 
not revealed by the company or its 
agency, Warwick & Legler Inc., 
New York, estimates run well in 
excess of 2,500. 

“It was a calculated undertak- 


(Continued on Page 110) 


THE NATIONAL NEWSPAPER OF MARKETING 


_Manufacturers’ Threat: Direct Sales... 


Sell to Survive; Other Outlets Exist, 
Polk Tells Home Furnishings Dealers 


Swim with Automation or 
Drown, Chicago Retailer 
Tells Summer Market 


Cuicaco, June 20—“If we as re- 


tailers cannot achieve the volume | 


of business to move the goods our 
manufacturers produce, those man- 
ufacturers are going to solve their 


own sales problems... if we do not | 
demonstrate our ability to carry | 


our end of the load, manufacturers 


Atomic Power Will 
Not Revolutionize 
Marketing: Shepherd 


PITTSBURGH, June 22—The elec- 
trical and electronics industries 
had a futuristic field day at the 
American Marketing Assn’s 38th 
annual conference this week. 

Amid the analyses of consumer 
behavior and long-range econom- 
ics, special attention was given to 
electronic devices as the busy la- 
borers of the new future and to 
electrical power as the whip to 
keep them moving. A major ad- 
dress at the meeting, delivered by 
W. Dee Shepherd, sales manager, 
commercial atomic power activi- 
ties, Westinghouse Electric Corp., 
was titled, “Marketing in the 
Atomic Power Industry.” 


@ Mr. Shepherd said he was sure 
that the marketing of atomic pow- 
er will not revolutionize marketing 
practices and principles. “While 
many materials and specialty prod- 
ucts will be designed for sale in 
the atomic power industry, they 
will undoubtedly be handled in the 
commercial avenues that are de- 
veloped for similar items in other 
industries,” he predicted. 

As for Westinghouse itself, “we 
plan to use our regional sales peo- 
ple in much the same manner that 

(Continued on Page 111) 


Last Minute News Flashes 


Kellogg Tests New Soft Drink Tablet 


Los ANGELES, June 22—Kellogg Co. is testing Fizz-Ade, a carbonated 
soft drink tablet, in this market. The tablets, which make a soft drink 


when dropped into a glass of water, 


come three to a package and in six 


flavors. Advertising breaks next month with color pages in eight local 
newspapers, color comics, tv spots, outdoor, and theater ads. Leo Bur- 


nett Co., Chicago, is the agency. 


K&E Names Petterson to Merchandising Post 


Cuicaco, June 22—Jack Petterson, director of merchandising at 
Norge, has been named to a top marketing and merchandising post at 


Kenyon & Eckhardt. Mr. Petterson, 


whose title is still undecided, will 


headquarter in Chicago. He will devote much of his time to the RCA- 
Whirlpool-Seeger account but also will work on other accounts. Before 
joining Norge, Mr. Petterson was an account exec at Leo Burnett. 


F&S&R, Holst & Cummings Join in San Francisco 


to Henry G. Little, chairman of | Study this complex matter so as to 
the board of Campbell-Ewald Co.,|be sure that agency compensation 
Detroit. Mr. Evans comments on | arrangements are sound and as 
Mr. Little’s remarks about the | Productive as possible. 

15% commission system, made in| In its meeting, held last week 
his farewell speech as retiring|but made public today, the com- 
chairman of the American Assn. of | mittee took the view that the com- 


Advertising Agencies (AA, June|Pensation question “was not a 


San Francisco, June 22—A reorganization involving a new setup 
here for Fuller & Smith & Ross, Cleveland, and Holst & Cummings & 
Myers, San Francisco and Honolulu, will be announced Monday in 
connection with the retirement of David W. Cummings, vp and treas- 
urer of H&C&M. Taking over as San Francisco manager of H&C&M 
is William P. Dumont, vp of F&S&R, and the latter agency also will 
begin doing business here at the H&C&M address. Milton O. Holst con- 


|matter for hasty or emotional ac- 
|tion but for calm, dispassionate 


(Continued on Page 20) 


4). 
Copies of the letter were sent 


(Continued on Page 111) 


tinues as president of H&C&M, in Honolulu; Mr. Cummings will con- 
tinue on a consulting basis. 
(Additional News Flashes on Page 111) 


will find another way out of the 
problem—which nine times out of 
ten will be to sell direct.” 

This unadorned warning to home 
furnishing retailers was made here 
today by Sol Polk, president of 
Polk Bros., Chicago home furnish- 
ing retailer extraordinary. He told 
a news conference today at the an- 
nual international home furnishing 
summer market, “The real ques- 
tion is what we as retailers are 
going to do to stimulate product 
movement into the hands of the 
final purchaser... We can swim 
with the fast new stream of auto- 
mation and distribution or be 
drowned by it... Literally, the 
choice is up to us.” 


® Mr. Poik’s statements were the 
first clear-cut predictions heard 
during a market that has other- 
wise been characterized by buyer 
uncertainty, only mild optimism 
from manufacturers and a cloud of 
apprehension about the over-all 
fall market prospects. 

For himself, Mr. Polk said he 
was doing extensive buying at the 
market, particularly air condition- 
ers and other steel appliances, the 
price of which he said would 
doubtless go up soon. He is buying 
heavily in color tv and predicts 
Polk Bros. will sell 10,000 color 
sets before the year is out. 

“It’s been my experience,” he 
said, “that the only way to solve a 
sales problem is to sell your way 
out of it.” He chided retailers who 

(Continued on Page 107) 


Critic Knifes 
Admen, 15% Plan, 
Agencies, Press 


‘Life’ Ex-Editor Uses 
Bitter Language to Hit 
World of Advertising 


New York, June 21—David Cort, 
novelist, free-lance writer and 
veteran of ten years at Time Inc. 
(as foreign editor of Life), has 
been reading the advertising trade 
press, particularly ADVERTISING 
Ace. On the basis of his reading, 
he takes a look at the “Madison 
Ave. Jungle” in the June 23 issue 
of the Nation. 

He tells Nation readers they are 
missing a lot, because the press, out 
of deference to advertisers, ignores 
such “sensational” stories as the 
recent Ruthrauff & Ryan-Pete 
Willis imbroglio. 

Mr. Cort finds that the present 
foundation of the advertising busi- 
ness is “constant flirtation by agen- 
cies with the accounts of other 
agencies.” He explains: 

“The ‘kickback’ is a very seduc- 
tive form of flirtation. Every week 
several accounts change agencies; 
yet there is rarely any sensible ap- 
parent reason for the change. 
However subtle the flirtation, in 

(Continued on Page 8) 
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Stocked Up, Summer Mart Visitors 
View Portable, Color TV with Caution 


Cuicaco, June 20—Despite col- 
orful arrays of portable tv lines, 
a plethora of new convenience fea- 
tures in both radio and tv and the 
unveiling of the first color tv re- 
tailing for less than $500, most 
buyers and manufacturers at the 
home furnishing market here this 
week were not expecting tv and 
radio retail sales to make any 
significant gains within the next 
six months. Neither did anybody 
expect that portable or color tv 
would significantly disturb stand- 
ard size b&w tv's domination of 
the receiver market, at least with- 
in the next year or so. 


Coupon Redemption 
Service Expands on 
Coast; May Try East 


San Francisco, June 20—Label 
Bank, brand label! redemption 
service, has invaded San Francisco, 
starting in that area with 23 prod- 
ucts, and is eyeing populous east- 
ern markets. 

Organized in 1953, Label Bank 
now has 50 member brands in Los 
Angeles alone, with a total of more 
than 1,000 products, many of them 
national brands and leaders in 
their fields (AA, June 13, ’55; Feb. 
6, 56). Total individual member- 
ship in Los Angeles alone is more 
than 425,000. 

Of this total, 5,600 clubs make up 
nearly half of the membership; in 
December, °55, more than 500,000 
labels were received at Label Bank 
for redemption. 


| As was the case throughout the 
home furnishing market, radio and 
tv retailers had fairly heavy in- 
ventories at their home bases and 
weren’t in a position to do much 
more than browse. Their attentions 
were largely focused on promo- 
|tional merchandise—of which 
there was a fair amount—and on 
jtrends that might influence their 
| buying in the fall. 


|tv with mixed emotions, the more 
optimistic of them foreseeing a tre- 


where a second set would be both 
a convenience and a solution to 
disputes about channel 
Others, however, feel that porta- 
bles will cut into sales of standard 
size sets and will result in a dollar 
volume drop. There was general 
agreement that portable tv will 
become a seasonal item—spring 
and summer—but that it won't 
(Continued on Page 113) 


FCC Examiner Says 
Local Interest Is 
Key to Permit Award 


WASHINGTON, June 20—Federal 
Communications Commission 
Hearing Examiner Thomas H. 
Donahue proposed today to decide 
a three-way contest for Channel 
2, Oakland, in favor of Channel 
Two Inc. 


® Retailers are viewing portable | 


mendous market in two-set homes | 


choices. | 


CARTOONS BY THE 
CAS &E—Rainier 
beer’s Jubilee 
cans bear lively 
cartoons by 
artists Virgil 
Partch, William 
Steig, Irwin Cap- 
lan, Robert Os- 
born, Bob Cram 
and Ray Patin. 
Shown here is a 
newspaper ad 
promoting the 
new designs. 
Rainier beer is 
produced by 
Sick’s Seattle 
Brewing & Malt- 
ing Co. Miller, 
Mackay, Hoeck & 
Hartung, Seattle, 
is the agency. 


Outdated Medals, African ,Nuances 


Pose Problems in Relska 


New York, June 19—A national|in The New Y¢ 


a Ads 


will also be 


ladvestionr will feature, for what) used in b&w in newspapers in 
‘is believed to be the first time,| about 15 major markets. 


a negro model as a statesman of 
the world. 

“His Excellency, the delegate 
from West Africa,” will tell of 
his first encounter with Relska 
vodka in the July 14 issue of The 
New Yorker. 


He said he preferred Channel| Prepared by Scheideler & Beck, | 
Two over other applicants because | agency for L. Relsky & Cie., Cock- 
it proposed to program the station | .y-ville, Md., the four-color page | 


solely for the Oakland side of the 
® This year the organization plans|bay. Two competing applicants 
to expand northward to other West | planned to serve the entire Oak- 
Coast cities. By mid summer it | land-San Francisco area. 

plans to move eastward, establish-| The examiner said he felt spe- 
ing its first bases in Chicago and |cialized service for Oakland is 
New York. It is shooting for a goal | preferable, since there are already 
of 10,000 clubs and 1,000,000 indi- five tv stations serving San Fran- 
vidual members. | cisco. 

Label Bank publishes a 36-page| Channel Two Inc. was organ- 
catalog, offering a choice of 500 ized by Stoddard P. Johnston, 
premiums to its members. Betty | president, with Howard I. Cher- 
Moore is managing director, and|noff as exec vp. The decision is 
Terrea Lea, a tv and radio folk subject to review by the commis- 
singer, is vp. | sion. 


Lentheric ‘Lifts Hair Spray Out of Beer Can 
Status into Boudoir Status,’ AA Is Advised 


New York, June 19—Jack Mohr, | not want to be linked in the same 
general manager of the Lentheric| perfumed breath with Curtis and 
division of Olin Mathieson Chem-| other cosmetics. 
ical Corp., today objected to AA’s| AA reported that as a result of 
June 18 report that Lentheric had|/an_ out-of-court settlement in 
been forced by Helene Curtis In-|a trademark infringement suit, 
dustries to stop using the name) Lentheric had: 

Spray Hair Net on one of its prod- 1. Recognized Curtis’ exclusive 
ucts. rights to the name Spray Hair Net. 

Mr. Mohr says that Lentheric is| 2. Agreed to dispose of stocks 
in the “boudoir status” and does bearing this name. 

| 3. Decided to market its product 
under the name, Spray. 

In a bristling 16-line telegram to 
AA, Mr. Mohr asserts: 


=" RELSKA 
on 


LEGAL PROBLEM—How to make a dip- 
lomat look official but unidentifi- 
able was solved in this ad for L. 
Relsky & Cie. Scheideler & Beck is 
| the agency. 


| Radio Is Booming 
in Houston: KXYZ 


Refuses More Ads 


@ “Have never used ‘Spray Hair 
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BIG DEAL—Four southwestern Con- 
necticut Chevrolet dealers are of- 
fering new cars with no payment 
due for a year. This ad appeared 
June 17 in the Bridgeport Post. 


Net’ singly. Have always used 


Houston, June 19—The radio 


*‘Tweed Perfumed Spray Hair Net.’| business is mighty good here these 
|Agreement arrived at amicably |days, podner—at least for one ra- 
| with Curtis merely calls for drop-|dio station. 
ping of word, ‘Net.’ Present labels 
jalready changed and now read,|ing Co. affiliate owned by the 
|*Tweed Perfumed Hair Spray.’ Glenn McCarthy enterprises, yes- 
| “Have taken constant precau-|terday announced it would accept 
| tions to avoid being pegged in the/no additional commercial an- 
|same class with Curtis or other! nouncements this week. 
| Similar type products in cans. Have| An ad that appeared yesterday 
|stated repeatedly our Tweed Per-|in the Houston Post read: “Notice 
|fumed Hair Spray product is dis-|to advertisers: In the interests of 
tinctively different from conven-| good listening, KXYZ is accepting 
tional hair fixatives in cans. ino additional commercial 
“Ours is in a beautiful plastic nouncements this week. Announce- 
coated glass bottle and is perfumed ments will be available for broad- 
with the world’s most famous and | cast after Friday, June 22. We feel 
widest used fragrance, Tweed. | this policy will enable us to con- 
“We have lifted the product out|tinue producing outstanding re- 
of the beer can status into a truly | sults for our advertisers. Sincerely, 
|boudoir status where it belongs.” |KXYZ.” 


KXYZ, an American Broadcast- | 


an- } 


The model is Ellsworth Wright, 
a stage, movie and television actor 
and baritone, who has appeared in 
the “Joe Louis Story,” “Go, Man, 
Go,” “The Long Grey Line” and 
the current hit, “‘The Harder They 
Fall.” 

William J. McKenna Jr., vp and 
creative director of the agency, 
explained some of the problems 
involved in this type of advertis- 
ing. 

When the decision was made to 
illustrate Relska ads with diplo- 
mats, the problem was how to sim- 
ulate authentic diplomats and still 
keep the ads legal. 

What the law allows isn’t very 
much. Care had to be taken to 
avoid any combination of medals 
and uniform which might point 
directly to any particular person. 


® To overcome the handicaps has 
called for the combined talents and 
experience of Lester Rondell, the 
agency’s art director; photographer 
Irving Penn; S&B’s legal advisor, 
Richard A. Tilden, and a protocol 
expert attached to the United Na- 
tions. 

“The results,” according to Mr. 
| McKenna, “are all that they should 
|be, except to the most sharply 
|trained eye. All the uniforms, 
for instance, come from the ward- 
robes of actual diplomatic per- 
sonages. For photographing, each 
is minutely doctored—just enough 
to prevent sure identification with 
its owner. 

“Then, to muddy the waters a 
bit more, copy is angled to make 
positive identification difficult. 
The phrase used in every ad— 
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Small Volume Is 
‘Luxury’ in Drug 
Stores: Knight 


Walgreen Official Asks 
Fewer Products, More 
Volume in Cosmetics 


Cuicaco, June 19—Shelf space, 
for a long time the biggest mutual 
problem of food supermarkets and 
their suppliers, is also approaching 
the painful stage in today’s drug 
| stores. 

That was the word last night 
from an executive of Walgreen Co., 
which does a $200,000,000 annual 
business operating 392 drug stores 
in 41 states. 

Max Knight, Walgreen’s direc- 
tor of merchandising, complained 
that the cosmetics industry, for in- 
stance, “probably 
has the greatest 
duplication of 
products of any I 
know.” 

He conceded 
that perhaps this 
duplication gives 
the cosmetics 
makers “the op- 
portunity to use 
their research,” 
but he added that 
to the retailer 
“it’s an increasing problem, and at 
the point of being serious.” 


Max Knight 


a “We have limited space, and we 
find that the carrying of some lines 
of cosmetics is becoming a luxury,” 
he declared. 

As an illustration of what hap- 
pens tcday, Mr. Knight cited the 
case of pancake makeup—‘“devel- 

(Continued on Page 42) 


‘57 Market Data 
Issue of ‘IM’ Will 
Be Published June 25 


Cuicaco, June 21—Featuring 
latest official government statis- 
tics for more than 400 industries, 
the 1957 edition of Industrial r- 
keting’s Annual Market Data- & 
Directory number will be puljfighed 
June 25. 

The special listing, made_avail- 
able only two weeks ago through 
Department of Commerce release 
of preliminary figures resulting 
from the 1954 Census of Manu- 
factures, includes for each indus- 
try (1) value added by manufac- 
ture during that year, (2) cost of 
materials, (3) total value of ship- 
ments and (4) new capital ex- 
penditures. 

The issue discusses in detail, for 
each of 68 basic U.S. and Canadian 
industries, business and technolo- 
gical trends; statistics of manufac- 
ture, employment and geographic 
concentration; capital expendi- 
|tures, actual and projected; 


‘the diplomatic drink’—is lettered|amounts and types of materials, 
in Dutch, for example, and the | equipment and services pur- 
locale referred to is Holland. But |chased; and buying influences and 


the ‘diplomat’ is shown in the un- 

iform of a British soldier-diplomat, 

adorned with medals in a com- 
(Continued on Page 6) 


Hyde Named Publisher 

Hugh M. Hyde has been named 
publisher of Automotive World 
and vp of American Exporter Pub- 
lications, which publishes. the 
magazine. Mr. Hyde first joined 
American Exporter Publications in 
1947 as an editorial assistant, tak- 
ing a leave of absence in 1948 to 
become an official of ECA in Paris 
where he served for two-and-a- 
half years in the industry division 
of the office of the special repre- 
sentative under Ambassador Har- 
|riman. 


| procedures. 

Market and media data offered 
|without charge by hundreds of 
business publications, trade asso- 
|ciatlons and professional societies, 
| totaling some 1,800 to 2,000 pieces, 
lis listed according to industry; 
names and addresses of leading 
associations in each of the 69 cate- 
gories are included. 


s About 2,800 business publica- 
tions also are listed in the issue, 
with pertinent data of interest to 
advertising and marketing execu- 
tives, such as circulation and au- 
dit figures, page sizes, basic page 
rates and closing dates. A series 
of six indexes makes it possible 
for the reader to locate with min- 


(Continued on Page 113) 
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Sunlite Ads Call 


Its Bread ‘6 to 8 


Hours Fresher’ 


San Jose, June 19—Sunlite Bak- 
ery is putting heavy emphasis on 
the freshness of its bread in a cur- 
rent advertising campaign that will 
run until the end of the year. 

The campaign is built around 
the theme “Sunlite Bread is 6 to 
8 hours Fresher.” Sunlite bread 
is baked at dawn and comes from 
the oven 6 to 8 hours later than 
other breads delivered in the same 
market area, it is explained. 

Sunlite is using outdoor, news- 
papers and tv and radio spots. The 
newspaper copy features slogans 
including: “Baked nearby . . . now 
new-baked at dawn,” “Baked lat- 
er, delivered Sooner” and “Sun- 
lite’s oven-fresh.” 

A sundial symbol has been creat- 
ed to remind shoppers of the 
freshness angle. The sundial is on 
both ends of the bread wrappers 
and in all the ads. Batten, Barton, 


EARLY TO BREAD—Sunlite Bakery, San Jose, is wrapping its new cam- 


paign around the theme that “Sun 


More than 60 outdoor posters in 19 northern California cities point 


out the “fresher” theme. The then 


newspaper advertising. Batten, Barton, Durstine & Osborn, San 


Francisco, is 


| 


lite bread is 6 to 8 hours fresher.” 
ve is also featured in tv, radio and 


the agency. 


Use of Color in Re 
Life Span from 11 


Durstine & Osborn, San Francisco, 
is the agency. 


Philip Morris Digs 
Up Old Brand, Sets 
Debut Push for Spud © 


New York, June 20—“Menthol, 
filter-tip, king-size.” That’s the 
description Philip Morris Inc. is 
using today to tell of its new-old 
brand, Spud. 

Spud, additionally, comes in a 
“newly designed crush-proof pack-| 
age.” It’s being introduced in Ha-! 
waii and Alaska, beginning July 2. | 
Ogilvy, Benson & Mather will use 
newspapers and tv spots to bring 


REBIRTH—This is the new package 

for Spud cigarets which Philip 

Morris is testing in Hawaii and 
Alaska. 


Spud through a market-by-market 
bow. Ads start the week of July 23. 

Spud was first marketed in 1928. | 
In 1944 the brand was purchase 


Axton-Fisher Tobacco Co., with 
All-American, Twenty Grand and | 
Fleetwood. Kenyon & Eckhardt) 
once handled Spud, later resigned 
it, and when Philip Morris picked 
up the product, the Biow Co. was 
called in to do a job. Spud never | 
really shaped up well, and it has 
been non-existent, as far as ad- 
vertising is concerned, for some 
years. 

The Spud package—with a hori- 
zontal panel design in turquoise, 
red and white—was created by 
Frank Gianninoto. 


Canada Cuts Newsprint Tariff 

A long-standing Canadian duty 
of 22%% on newsprint is to be 
eliminated under the country’s 


new tariff agreements. Canada is 
the world’s leading newsprint pro- 
ducer and turns out about five 
times more than any other coun- 
try. About 92% is exported, with 
all but a small amount going ad 
the U.S. 


. Other executives of the ex- 


| Voss, board chairman and treas- 


Hotpoint Marketing Chief 
Hails Effect of Tints in 
Speeding Obsolescence 


Cuicaco, June 20—A survey by 
|Hotpoint Co. indicates that color 
‘apparently has accelerated obso- 
lescence in refrigerators. 

The survey was made among 256 


Merger Creates 
Woodard, Voss & 
Hevenor Agency 


ALBANY, June 20—Two Albany 


agencies will merge July 1 to pro-| using them as second refrigerators. 


duce one of the largest organiza- 
tions of its kind in upstate New 
York. 

Tedford L. Woodard, president 
of the new agency, Woodard, Voss 
& Hevenor, said the present Hev- 
enor Advertising Agency and 
Woodard & Voss will consolidate 
their staffs and billings in ex- 
panded office space at 15 Elk St., 
site of the current Woodard oper- 
ation. 

Billings will be well in excess of 
$1,000,000 annually, Mr. Woodard 
said. 


panded agency will include: Philip 


frigerators Cuts 
to 7 Years: Scaife 


owners of tinted refrigerators— 
both Hotpoint and competitive 
models—in 18 major cities 
\throughout the U.S. Following are 
Some of the findings: 


'e A total of 79% of the owners’ 
jold refrigerators were not worn 
jout prior to purchase. About 28% 
isaid their refrigerator was less 
| than five years old, and 37% stated 
that their refrigerators were less 
\than ten years old. 


e Asked what they did with their 
jold refrigerators, 39% sold them; 
38% kept them; 16% traded them 
in and 7% junked them. Of the 
| group who kept their old models, 
27% reported they were currently 


e A large majority—72%—bought 
their colored refrigerators at retail 
appliance stores. 


e A total of 83% of the owners 
made their purchases without ben- 
efit of urging by friends—even 
without viewing a colored appli- 
ance in a kitchen. The remaining 
17% indicated their friends had 
colored appliances before they did, 
but only 2% said suggestions of 
friends prompted them to get in- 
terested in colored machines. 


e The most popular colors were 
yellow, pink, green, brown and 
blue. 


e The most desired colored appli- 


urer; Horace L. Hevenor, exec vp, 
and Paul S. Twitchell and Edward 
T. Loveday, vps. 

The agency will employ 20 per- 


ances were listed in this order: 
Refrigerators, ranges, dishwashers, 
entire kitchen or line. 

The study disclosed that 74% of 


sons and will serve accounts in 
both the consumer and industrial 
fields. 

Department heads of the new 
firm will include: Douglas C. War- 
ner, copy director; Berthold Hey- 
man, production manager; Robert 
D. Fertig, radio-tv director; Joseph 
A. Farrar, radio-tv time buyer; 


q| Ann M. White, media director, and termined and pre-sold on particu- 
by Philip Morris & Co. from the| uth M. Decker, assistant treasur- lar colors, 65% said they did not 


er. 


the owners had decided on the col- 
jor they wanted before they went 
shopping. As for specific reasons 
\for liking a particular color, 75% 
| said they bought a particular tint 
‘to match a color scheme; 41% “just 
liked a particular color.” 

Lending support to the survey 
finding that prospects are pre-de- 


| 


(Continued on Page 53) 


‘Keep Pace or Fail’... 


ce 


Plans, Flexibility Are 
Marketing Musts: Gillis 


Change Is ‘Geometric,’ 
Monsanto Marketing VP 
Tells AMA Convention 


PITTSBURGH, June 22—Faced with 
what one of them called the “geo- 
metric” rate of change in Ameri- 
can technology, a number of ex- 
perts at the American Marketing 
Assn.’s 38th annual conference 
struggled with the problem of 
putting the new developments at 
the service of sales and corporate 
growth. 

What they appeared to come up 
with was a complex and delicate 
combination of “flexibility” and 
long-range planning. 

John L. Gillis, vp of marketing, 
Monsante Chemical Co., keynoted 
the question at a luncheon yester- 


FTC Complaint Hits 
Dolcin’s ‘Restrictive’ 
Co-op Allowances 


WASHINGTON, June 20—The Fed- 
eral Trade Commission charged 
today that Dolcin Corp., New York, 
uses a promotion allowance con- 
tract which tends to discourage 
drug retailers from accepting co- 
op advertising allowances from 
distributors of competing products. 

FTC’s complaint is aimed at two 
of the eight provisions of Dolcin’s 
“X-Con” contracts, providing 5% 
promotional allowances to retailers 
in return for performance of cer- 
tain services. 

One of the restrictions chal- 
lenged by the commission specifies 
that the retailer is to refrain from 
cooperative advertising with any 
Dolcin competitor unless the co- 
operative program of the competi- 
tor is offered to all retailers in the 
same trading area. FTC says this 
tends to prevent Dolcin’s competi- 
tors from working out co-op ad- 
vertising deals. 


s FTC also attacked a provision 
which requires contracting retail- 
ers to pay “push money” on the 
sale of Dolcin to their clerks at 
their own expense, at the same rate 
paid to these clerks by Dolcin’s 
competitors. FTC said that as a 
result of this restriction, retailers 
are reluctant to permit Dolcin’s 
competitors to pay “push money” 
to clerks. This is particularly true, 
the complaint states, because the 
volume of sales of Dolcin is twice 
that of any competitor. 

One of the provisions of “X- 
Con” cited in the complaint read: 

“You [the retailer] will pay at 


(Continued on Page 65) 


Highlights of This Week's Issue 


Fashion “ambassadress” to be 
chosen in Seamprufe con-| 
test Page 22) 

FTC cracks down on “dust-proof, 
dependable” claims for Cressine | 
watches 

Retiring space salesman reminisces 
about 50 years with Popular 
Mechanics 

Canadian Broadcasting Corp. cre- 
ates problems for advertisers, 
ACA says 


mix 
Members of food plan actually pay 
more for groceries, FTC com- 
plains 


Business Week ads ....Page 32 | 
Commerce Department’s Williams 
cites consumer progress since 
a ee Page 41 
Schlitz, Anheuser-Busch, Ballan- 
tine led brewers in 1955 Page 48 
Reynolds ad on aluminum foil 


Sgt. Bilko heads cast for Amana| 
refrigerator whing-ding at Polk 
eee aS Page 92 

Sheep wool as mouton is still wool, 

Canadian court de- 


Starch to probe 450 readers of 


Newspaper executives get word on 


| Coming Conv wall 
| Creative Man's Corner ...................... 


| Empleye Communications 


photocomposition, advice on ex- 
pansion Page 102 
Russian wolfhounds, llamas, Se- 
mantha the goose, keep well- 
Re eee 
REGULAR FEATURES 


Advertising Market Place ....... 
Chain Store Sales 


Editorials 


rT} 


Farm Publi 
Getting Personal 
Looking at Retail Ad 
Magazine Linage 


Linage 


not fur , Se 
EA ey Be wee ore Page 99 On the Merchandising Front . 

OAI’s M tells teachers to| a ieee SED citunindinntuminasesianeenscncl 
stress advertising’s indispensable | Salesense in Advertising 2.0.0.0... 
Bo See Page 100 This Week in Washington .... 


Tips for the Production Man . 
Voice of the Advertiser 


day. “Every one of us here today,” 
|he told the 600 marketing men, 
“has been born into a generation 
and age of technological revolu- 
tion. Its pace is faster this year 
|than it was last, and last year it 
| was many times faster than it was 
ten years before. 


s “Nevertheless, every one of us 
can think of the companies which 
have not chosen to keep pace with 
this technology or which have not 
come up to the challenge which it 
presented. They are the ones which 
are gone, the companies which 
have failed or have been absorbed. 
It would not be charitable to list 
such companies.” 

Instead, Mr. Gillis turned to 
those companies which have man- 
aged to keep abreast of technolog- 
ical change—‘“largely through a 
flexibility of management and a 
refusal to be hobbled by any set 
pattern of development and 
growth.” 

One of the first he thought of 
was Sears, Roebuck & Co., “the 
traditional mail order house which 
has been molded to changing times 
and has become one of the great 
chain store merchandising and 
manufacturing industries of the 
world.” 

Others mentioned include: 

(Continued on Page 52) 


FC&B Names Miller, 
Remington as Ford 
Account Executives 


Cuicaco, June 22—-Foote, Cone 
& Belding will announce Monday 
the appointment of two top auto- 
motive advertising managers to 
serve as account executives on the 
Ford Motor Co.’s special products 
division account. 

The two are Bruce E. Miller, di- 
rector of advertising and merchan- 
dising, Plymouth division, Chrysler 
Corp., and Albert F. Remington, 
until recently ad manager of the 


Bruce Miller 


A.f F. Remington 


Packard-Clipper division, Stude- 
baker-Packard Corp. 

FC&B is opening a Detroit office, 
for the first time, to handle the 
special products division account. 
The Ford unit is designing and en- 
gineering a new automobile. 

Mr. Remington was ad manager 
at Packard for nearly two years 
until his recent resignation. Before 
that he was coordinator of passen- 
ger car advertising for the Ford ai- 
vision of the Ford Motor Co. for 
five years. His background also in- 
cludes four years as an advertising 
representative in Detroit and Chi- 
cago for American Weekly. 


@ Mr. Miller headed Plymouth’s 
advertising and merchandising for 
two years. Before that he was 
manager of local area advertising 
for the Hudson Motor Co. for four 
years and a member of the ad de- 


|}partment of the Packard Motor 
| Car Co. for four years. He a'so was 


with the Libby-Owens-Ford Glass 
Co., Toledo, as editor of the com- 
pany’s employe magazine, and in 


the sales department from 1936 
until 1941. 
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Cuicaco, June 21—Dr. Schneider, 
your couch is out of whack, but 
you needn't worry. At least one ad- 
man will be happy to lend you his 
and will even toss in a free head 
examination. 

Last week, ADVERTISING AGE pub- 
lished a story about an interview 
with psychiatrist Daniel E. Schnei- 
der in which he asserted that 
“early psychic injury,” a “deep 
need for masochism, compulsive 
preoccupation with words and a 
pervasive, although consciously de- 
nied, belief in magic” are among 
the important reasons people go 
into the advertising business. 

Well, some of the “magic-| 
minded-masochists” have been! 
prompted to leave their compul- | 
sions and psyches lying on the 
couch long enough to reply to the 
good doctor. As a result, he has an 


Doctor, Your Couch Is Out of Whack, 
Say Admen to Charge of Masochism 


invitation to switch his couch for 
one that has closer contact with the 
Madison Ave. mind, a suggestion 
that the couch is teetering, an as- 
sertion that some of his statistical | 
premises are invalid, a “so what,” | 
and a gruff, “He’s crazy as hell,” 
comment. 


® Walter Weir, vp in charge of 
client service for Donahue & Coe, 
replied as follows: 

“Recent comments by qualified 
medical men have indicated that 
most human ills could be consid- 
ered psychosomatic in origin. If 
this is so, then Dr. Schneider may 
well be correct in assuming that 
coronary disease results from psy- 
chic injury in childhood. However, 
his declaring that masochism—or 
pleasure in being abyssed—causes 


people to select advertising as a 


career is purely an opinion, unsup-|one night or one weekend since | 


ported and wholly unsubstantiated 
by fact. And I can think of many 
occupations considerably more ef- 
fective for indulging ‘a pervasive 
belief in magic’—psychiatry for 
example. 
“For a long time I have felt that 
psychiatrists could probably ob- 
tain more practical help from the 
couches of an advertising man than 
advertising men obtain from their 
couches. In fact I have a comfort- 
able couch in my office any time 
Dr. Schneider would like to come 
in and have his head examined. 
Hours are from 9 to 5 daily.” 


® Creative man Bill Bernbach, 
president of Doyle Dane Bernbach, 
thought the piece was practically a 
“complete untruth.” To the asser- 
tion that adman-type personalities 
feel a “need for kow-towing to the 
whims and caprices of clients—an 
aspect of the work which often de- 
prives the profession of the sus- 
taining satisfactions of real cre- 
ative activity,” Mr. Bernbach re- 
plied jauntily, “I haven’t worked 


THE OMAHA WORLD-HERALD 
SELLS NORTH PLATTE, NEBRASKA 


No. 9 ina Series ~ 


Coverage — 55% Daily — 97% Sunday 


Just J of the 650 Nebraska and Western Iowa Communities 


Where The World-Herald can make 
your sales and advertising effective. 


Get the details on how you can use this single medium—The 
World-Herald—to sell this 2 billion dollar market . . . contact 
O’Mara & Ormsbee, or write the National Advertising Depart- 


ment of the World- 
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287 Miles from Omaha 


Herald. 


I've been in business.” 

“The coronary man,” which the 
story describes as the result of 
“early psychic injury,” and an ap- 
pendage of the ad business, is a 
figment of imagination, Mr. Bern- 
bach replies. “The very symptoms 
he’s talking about don’t exist 
here,” 


® Advertising placement specialist 
Walter Lowen labeled Dr. Schnei- 
der’s opinions as “poppycock,” 
consisting of a “modicum of truth 
blown up out of all proportions.” 
Mr. Lowen said he can’t think of 
“anyone” of the many men he’s 


Schneider’s characterization would 
apply. “I try to visualize men I 
know,” he said, “and they don’t 
match up with this analysis at all.” 

Mr. Lowen said admen are “nor- 
mal American business men with 
talent,” some of them brilliant 
enough to have made their mark in 
any field they chose. 


® “Interesting, but deeply biased,” 
commented Roger Purdon, vp of 
Bryan Houston Inc., asserting that 
the article was “kind of hard to 
swallow,” and the doctor’s couch 
“a little rocky.” 

“An advertising man is really the 
same as almost anyone else. We 
are well-adjusted, sane, happy peo- 
ple,” he said, and slyly put his 
fingers to his lips and went... 
“B-R-R-B-R-R-B.” 

The Chicago Tribune’s Pierre 
Martineau, who has done consider- 
able spouting about psychology and 
advertising, growled, “I think he’s 
crazy as hell,” when asked for an 
opinion of Dr. Schneider’s theory. 
“Lots of business people are maso- 
chistic,” said Mr. Martineau, “lots 
of newspaper people, for example, 
like to get someone in at a conven- 
tion to give ’em hell. How can he 
say this about advertising people? 
There’s no proof that they’re any 
more masochistic than anyone 
else.” 


s “So what?,” said Kenyon & Eck- 
hardt’s Stuart Siebert, who in the 
past has tangled with motivation 
research, skull digging, et al. 
“Sure, there’s a grain of truth,” 
said Mr. Siebert, “but I suppose the 
same thing might be said about 
any other profession. I’ve heard it 
said that you’ve got to be a neu- 
rotic to be a good salesman. So I 
say, so what? 

“What difference does it make if 
Dr. Schneider is right? As long as 


placed in advertising to whom Dr. | 


Advertising Age, June 25, 1956 


| DR. W. R. G. BAKER, vp and general 
manager of the electronics division 
|of General Electric Co., Syracuse, 
|has been elected president of the 
Radio-Electronics-Television Man- 
ufacturers Assn. 


all advertising men aren’t malad- 
justed, it’s not important. What’s 
that Pierre Martineau said? Oh, I 
agree.” 


s Campbell-Mithun vp, Bowman 


Kreer, turned loose his copy 
psyche and came up with a 
new medical term. “Dr. Schnei- 


der,” said Mr. Kreer in his most 
scathing tone, “appears to be suf- 
fering from a disease which is 
spreading alarmingly among the 
pedants who preach the evils of 
advertising—‘coronary trombone- 
sis’. Let’s quit paying attention to 
bleats of discordant horns like 
this, and let AA quit wasting our 
reading time by printing them.” 


® A much calmer view of the 
whole issue was taken by Edward 
H. Weiss, president of Weiss & 
Geller. Said he, “I think Dr. 
Schneider is making a big thing 
about admen. Although he’s prob- 
ably basically right, advertising 
men are no different from any oth- 
er professional group. 

“Take doctors themselves. Phy- 
sicians show the highest coronary 
thrombosis mortality rate of any 
single group, according to their 
own studies. So Dr. Schneider 
just doesn’t tell the whole story 
when he singles us out. 

“I believe that the admen who 
speak up and take a lead—the ones 
who like their work and really be- 
lieve they’re making a contribution 
—stand a much better chance of 
survival than the ones who become 
frustrated. Hard work never hurt 


anybody.” 


| 
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Publisher's Statement for March 31, 1956 
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264,886 Sunday 


You get more impact for less money 
with SCOTCHLITE 


REFLECTIVE SHEETING 


Yes, you can put real punch into your advertising with highway 
signs of SCOTCHLITE Reflective mp FE ghee: by surveys to give 


one of the lowest cost-per-thousand o 


ny medium you can buy! 


Signs of SCOTCHLITE Reflective Sheeting give your product the appe- 
tite appeal—the brilliant fu/l-color impact that reaches the customer's 
mind and stays there! For a free demonstration on how you can put 
more sock in your advertising ~ am—write Minnesota Mining & 


Mfg. Co., Dept. AA-6256,St. 


aul 6, Minn. 


“SCOTCHUTE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 
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Milwaukee’s Super Supermarket 


where 9 out of 10 families shop every day 


In this great food market of a million people, 9 out of 
10 customers shop in the pages of THE MILWAUKEE 
JOURNAL. Food news here is big news served in a setting 
of appetite-appealing, natural color food illustrations 
unmatched in any other newspaper in the land. The 
big, separate food sections are a ‘““‘who’s who” of na- 
tional grocery advertisers, with the third largest volume 
of linage in the nation. And the fresh, timely food news 
and features have repeatedly won the food industry’s 
top awards for the best food pages in the nation, and “for 
outstanding and colorful presentation of food news.” 


1. Food store sales per family in Milwaukee—and income per 
family, too—are fifth largest among the nation's 25 largest metro- 
politan areas. (U. S. Census.) 


2. A score of active retail food advertisers provide powerful sell- 
ing support for national food advertisers. These retail grocery 
advertisers invest over 90% of their newspaper advertising 
dollars in The Journal. 


3. Because of the low cost, one-paper coverage of The Journal, 
you can give your advertising the extra impact of color, plus 
package identification and greater appetite-appeal, for less than 
equal coverage in black and white in most large markets. 


4. The Milwaukee Journal Consumer Analysis gives you an 
up-to-date picture of grocery buying habits and trends in brand 
preference, product usage, store preference and dealer distribu- 
tion in this top-ranking food market. The 1956 edition is now 
available. 


5. The Milwaukee Journal alone offers the complete coverage 
to do a thorough selling job in this big metropolitan area—and 
no combination of media can match it. 


THE MILWAUKEE JOURNAL 


Read in 9 Out of 10 Homes in the Metropolitan Area 


National Representatives—O'Mara & Ormsbee, Inc. 
New York Chicago Detroit San Francisco Los Angeles 
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International Chain 
Store Group Elects 
Grand Union’s Shield 


Rome, June 19—Lansing P. 
Shield, president of the Grand} 
Union Co., has been elected to a/ 
three-year term as president of the | 
International Assn. of Chain Stores. 

The chain store group is meeting 
here in conjunction with the 3rd| 
International Congress on Food 
Distribution. One of the features of 
the congress is the exhibition of a 
10,000 sq. ft. supermarket, de-| 
signed and equipped to represent! 
the “typical American supermar-| 
ket.” 

Mr. Shield succeeds Henri Tou-| 
louse, of France, as head of the 
25-year-old organization. Mr. Tou- 
louse is a founder of the associa- 
tion, which now has chain store 
members in 25 countries. 

The Grand Union president an- 
nounced that one of the aims of his 
administration will be the estab- 


. lirhment of a service bureau to 


help food chains in countries 
throughout the world to develop 
supermarkets. 


“With the worldwide demand for 
increased standards of living,” Mr. 
Shield said, “there is a great oblig- 
ation for food merchants every- 
where to organize and develop ef- 
ficient and economical production 
and distribution systems which can 
deliver the merchandise to the 
consumer at a lowered cost.” 


Nevins Names Arthur May 


Arthur May, formerly an ac- 
count executive of Burke Dowling 
Adams Inc., Montclair, N.J., has 
been named to the new post of 
director of marketing and promo- 
tion of Nevins Co., Clifton, N.J., 
maker of folding cartons and la- 
bels. 


Two Add ‘Family Weekly’ 
The Sunday Journal, Sioux City, 


|Ia., will begin distributing Family | 


Weekly with the Oct. 7 issue; the 
News, Enid, Okla., adds the sup- 
plement on Jan. 6, 1957. 


j 


WILLIAM F. MILLER has joined Rut- 
ledge & Lilienfeld, St. Louis, as a 
vp. Mr. Miller, recently with 
Screen Gems also has been sales 
manager of WCBS, New York, and 
WBBM, Chicago. 


Kircher, Helton Adds One 
Kircher, Helton & Collett, Day- 

ton, has been appointed to handle 

advertising for Lowe Bros. Co., 


Dayton paint manufacturer, effec-| 


| tive Sept. 1. 


" | (Continued from Page 2) 
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Outdated Medals, African Nuances 
Pose Problems in Relska Vodka Ads 


| Pennsylvania, said, “Giving the 
bination which cannot be identi- | diplomat the worst age break, he 
fied with any living human being.| must be around 70, but from his 
“Nevertheless,” Mr. McKenna| medals he should be at least 115 
admitted, “readers do detect the years old.” Then he added, “But 
small discrepancies. A Swedish | it’s a good picture, and I think I'll 
agency executive who subscribes| get a bottle of Relska—it’s embel- 
to The New Yorker recently wrote | lished with 22 medals itself.” 
from Stockholm that he had nar-| The extent of this correspond- 
rowed one model to two possibili-| ence, the status of the writers and 
ties, and asked, in confidence, who|the character of their remarks, 
the gentleman in the ad was. |Mr. McKenna said, “are regarded 
‘by the management of Relska as 
# “A British diplomat in Wash- convincing evidence of strong and 
ington, after itemizing the medals |favoruble impact by the advertis- 
shown, noted, ‘The ribbons are ing campaign on its audience-at- 
worn on a coat that can hardly be | large.” 
that of a British ambassador, by} A somewhat different problem 
reason of the pattern of the gold) was encountered in the forthcom- 
embroidery on the sleeve.’ |ing ad. For the first time a Negro 
“This, of course,” Mr. McKenna|is shown in the role of a world 
said, “was altered on purpose.” | Statesman—as a West African dip- 
Another letter, from a doctor in|lomat. The agency’s major prob- 
|lem here was language. 


Opportunity no longer knocks... it telephones! 


Day and night, every day in the year, few things give you so much for so 
little as the telephone. It takes you to people and it brings people to you. 


Day after day, year after year, for nearly half a century, the telephone 
business has told the story of its services, its character and its people. 


Serving the Bell System has been one of our most honored assignments 


since the first magazine advertisement was published in 1908. 


N.W. AYER & SON, INC. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


'® The intention, as usual, was to 
show the “Diplomatic Drink” head- 
line, lettered in the proper high- 
level dialect—which happens to be 
ja spoken language only. 

| After consulting local sources, 
| the consultant interpreter admitted 
|to so much confusion that it was 
| felt necessary to ask the help of a 
leading West African university. 
|The reply is unusual. 

“Aberampon Nsa means ‘Drinks 

for the elders.’ In the Twi sense, 
however, ‘elders’ or ‘aberampon’ 
also implies royalty of the ruling 
type. Okyeame (pronounced Och- 
eame) or Akyeame means linguist. 
Traditionally the linguist is spokes- 
man for the king or chief, and 
only he is accredited to address the 
king directly. 

| “He interprets, and he modifies 
in tone whatever is to be said to 
or by the king. He is the historian, 
the logician, the lawyer, the wise 
pacifist, etc. Hence, only he carries 
word to or from his country in 
|inter-country or international re- 
lations. 

“Chiefs of lesser importance than 
| the king but higher than the ling- 
| uist may accompany the latter, but 
jonly the linguist may deliver or 
accept messages. The others in 
the retinue act as advisers and ob- 
servers or alternates. 


|= “After consultation,” the Afri- 
|can university advised the agency, 
|“we can only say that Aberampon 
Nsa means ‘drinks for the rulers 
(by birth) and the royalty.’ But 
| Akyeame Nsa appropriately means 
| ‘drinks for diplomats or envoys.’ ” 
The agency decided that Akye- 
'ame Nsa best suited the nuances 
lof the situation, and this was let- 
tered into the layout’s headline. 
“But the solution still had an- 
other round to go,” Mr. McKenna 
|said. “An expert on West African 
| dress, brought in by the UN con- 
‘sultant, after long delibration in- 
| sisted that Aberampon Nsa was 
| the correct head for the ad. 
| “Since she had only two college 
degrees,” Mr. McKenna said, 
“while the West African university 
expert had four, the issue was 
finally decided on those merits.” 


Agency Awards Scholarship 

Ray Farrer, an employe of Far- 
rer’s Central Market in Salt Lake 
City, has been awarded a $1,000 
scholarship sponsored by Erwin, 
|Wasey & Co., Los Angeles. The 
scholarship is one of 28 awarded 
for Michigan State University’s 
| food distribution curriculum, spon- 
sored by the National Assn. of 
Food Chains. 


Dodge Promotes Harding 

Donald Harding, with the com- 
pany since 1950, has been promoted 
to retail merchandising manager 
for Dodge passenger cars and 
trucks. 
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How to come up with an ad that 


£ a ihe WT PRE 4 Dye 


gets close to your customers 


A famous advertising man once said, ‘“‘Write the 
ad as if you were writing a letter to a friend.” 
And this advice was never followed more widely 
than it is today. More than ever, copy writers 
and art directors are striving to establish greater 
rapport with their audience. But all too often a 
final step is overlooked. 

For just as important as how an ad reads is 
where it is read. The same ad may fail in one 
magazine yet sell in another. The difference is 
the type of attention a magazine attracts and the 
confidence its readers have in it. 

The Saturday Evening Post gets hours—not 
minutes—of attentive reading. It gets really 
close to millions of families. As a result, it has » 
turned more brand names into household words 
than any other magazine or advertising medium. 
It gets to the heart of America. 


“It’s one of New York's great 
shows-—and still only 5¢!” 


HENRY Lt. BROWN, V. P. and Acct. Exec., Doremus & Co., N. Y. 
previews Spectacular Boat Ride” from this week's Saturday Evening Post. 
“Whether you call it a sea voyage, a $3 million is lost every year. But who 
sight-seeing tour—or just the coolest cares? What else can you buy for a 
commute to Manhattan... arideon nickel that compares with it?” 
the Staten Island Ferry is one of our . . ° 
greatest spectacles. Even blasé New jp ai}, 8articles, 4 short stories, 2 serials 
Yorkers enjoy it! Of course, a boat is and many special features in the June 
lost in the fog occasionally and 30 issue of The Saturday Evening Post. 


Pr Steven . Seen 


Te Saturda, Peew 
nS ie 
PO ‘ Yh Stsinnatl's Kay Pose 
N CAN CHem is 
Jane te, sone~—2, CONQUER > 


he a <Le eraaaes : 


F ad il 4, ~ i 
Fits i 5° it . 
e? ii ; ‘5 a ‘ ay 
— _. AT 
SS ‘ fos so SG * [ee 
sad A = , 2 é. x - “ea y S = . 4 ‘ M ys x | 3 
_ 4 Ss x a . 3 \ pee © 
TRS U~S “ 
a , <S/ SS ; A + ; ay es 
si | IBS Pci! | : 
a SS at > 
ul it ee. - S 
. . \\\ : hae ‘ee s 
} mi mh \\\ ) ; a % Me nx é A 4 : 
se ££ — 2) Sint Zl 
i . ™ m 4 fe ee : : | a ee 
_ a. a ™ a x ‘ ; 
Ite es 4 Bi - i e ¢ 3 ex af } Ny i ‘ 
ab ’ a ei) , Ne “ae % | ; i ’ if 
ue Beate a: 
— ay fo : =, a , % ,. * . es ay 7 & ; 
~ = - x ft i Beth]; i; > ws od yo a bi 
My! yf * yyy : ; = eer <2 2, Re: 4 Pet. 
SS Sf) | a Cf ; “iq 
—— ——— Wi / “~ M,* ee ae >\\ ae ie 
Simaee SSS eee I : z= Vee iy ah Se . fy - ” ee ye 
= 4 oS, i’ Meee eo Er ie ~ S dap oe a ‘ he aa 
eS << - im eS ey | 
: , - ie ea 3 EN F bans Ti a, Beg i ‘ ‘ ii 7 . 
a A sf » Yt oy ak aS r , Me: a, g om — 
a, ate es ee ae awa: 
¢ — > Se [e— —~— — ee es, af ‘ 
. «* = Vv - ; as = Byles ~ ‘ = ~~ E. ‘ 
| ’ a ”_< 2 eam el a R. ; 
‘ y ects ° N YY 7 2 ‘a ~ > “4 \ » “A wit ; oh - Md cada 4 ; = = yh 
. = : ‘ V a ; ee “ ay . aie : lie. | eae. ’ ‘ 
oo. q ‘ Y : , i% & es @ . ‘ AS - i, " de ae rd 
SSB 4 \e 2. Es ee — ma 
i I So NS 2 ree ta 
Ld | VOWS WW et EE 
<8 | | + : > £ ™ —— : — orga a mex = - ’ “ 
* Ts —-. gl , d : *= RE 4, - : ri Wl ele ve. Ye | & ar t 
S Aw 4 ; ai “oy il P v: P Y> = q 4 my ‘ i af “4 = 4 Be. , < ’ ie? ) one, we Ps ; 
er = = Bera * ' it fl 4 < “dl Fn . | 7 ne a | - * 
——————- i = ——_— @3586©=S hl , >) Y~ ee eag Se an Cs 
ee ) le ; a. <9 Die ; 
= i. =a : a ‘ wy , a. ae , ‘ a _ aS ~ : Ke — % 
V/s Sic, . ™ reel! OE 
en ; ie. Side — m *. 3? G ae eS 
oe i: i OE a ‘a0 ae 
star: | Sj). eS ees ee 
 —a — : ; Ss aS a 
Th RM EPL AMIEL A TT oan = aos ‘ rf 
Am d th Post | 
' a 
4 _ : * <2 ae ‘ “em 2. Bs cae ” me * a 
: eae re Pa : - = oa sae fam Pi A 
Tees o ORO. » OE rn : 
: cae : A : Fr > Stem sl if 4 4} L : 
—_— om il a é, os, , f iy fF 
| i at Ps ae baa a. ‘ = J Z es x 7 wae Ge c iF oj ¥ 7 ; ; 2 
“ bs 2S k, ee Ve i ad ee , as A eee mh at ees ae: gad, 


8 
s,s m 
Critic Knifes 
jin America today, advertising of-| 
Admen, 15% Plan \fers more scope, more research, 


jent in the advertising business. 
|Compared to other editorial work 


4|more challenge and more money. 


“Make no mistake about the tal-| 


Agencies, Press — 


(Continued from Page 1) | 
the minds of the two parties in- 
volved, it has all the dignity of a 
trollop’s wink. 


® “The reason for this unattrac- 
tive and unnecessary relationship | 
is an odd one, and the whole vice of | 
the advertising business. It is just! 
the opposite of the trollop’s prac-| 
tice of getting paid. In this case, 
the client—the advertiser—never 
pays the strumpet. He pays the 
business man at the other end—the 
newspaper, magazine, tv or radio 
network. The poor trull gets to 
handle the money briefly and takes | 
off her huge commission; but it is | 
not morally her money for real) 
services rendered. She passes it on 
minus her cut. and may even give 
back some of that to the heartless 
client to keep his favor.” 

Mr. Cort says this system “is the 
disease that turns men into huck-| 
sters.” Agencies, he asserts, “con- 
stantly advise the manufacturer 
how to get more and more out of 
the consumer. 

“The current conspiracy against 
the American consumer, disguised 
as a shower of free enterprise) 
blessings, is quarterbacked by the 
agency,” he writes. 


® Mr. Cort, author of two novels 
(“The Big Picture” and “The Calm 


Man”), reports that there are} 
“many real friendships” in the ad} 


business. “The social pal-ships,” | 
he says, “flourish between the)! 
client’s sales manager and the 


agency’s account executive, or, at) 
a lower level, between the agency’s | 
media buyer and the magazine’s| 
sales manager. 

“In New York, they can all be) 
found lunching at Twenty-One, | 
the Stork Club, the Ritz bar, the| 
Cloud Club, the Waldorf men’s! 
bar, Christ Cella’s, the Divan Pa-| 
risien and the Park Lane—often at} 
their own expense. 

“They may be telling the joke, | 
six months late now, about the ac-| 
count executive who lost his ac-| 
count and whose hair turned char- | 
coal gray overnight. Not a very| 
good joke, it is hilarious to agency 
men because they read the agony | 
beneath it. 

| 
®s “An account executive in the. 
same situation, telling his hundred 
subordinates about’ the lost ac-| 
count, choked up and burst into| 
tears. 

“The best story right now is) 
about Milton Biow, who, on dis-| 
solving his great agency and! 
throwing hundreds out of work, | 
told them: ‘I’ve saved my money, | 
old friends. Please don’t worry 
about me. I'll be all right.’ This) 
was really funny because Mr.) 
Biow’s whole career had clearly) 
told everybody they need never} 
worry about Milton Biow.” 

Mr. Cort characterizes the press) 
as “primarily a vending machine,” | 


responsible to advertisers, not 
readers. This is why, he says,| 
“American newspapers’ seldom 


identify the criminal as an em- 
ploye of any large corporate adver- 
tiser, department store or, partic- 
ularly, any advertising agency.” 
He points out that the $1,000,000 
lawsuit filed by Pete Willis against 
R&R for back commissions on the 
American Airlines account was re- 
ported fully “in only one American 
publication, ADVERTISING AGE.” 
Continuing his panoramic ac- 


“It draws some of the best peo- 
ple in the U.S., along with the dull 
boys and connivers. They certainly 
deserve an honest day’s pay for an 
honest day’s work. 

“But the commission on billing is 
not an honest day’s pay. The only 
reason it exists now is that the ad- 
vertising business started that 
way, under circumstances very 
different from the present ones.” 

Mr. Cort charges that advertiser 


i 
culture.” He says this is most ap- 
parent in radio and tv. 

“The advertiser knows as much 
about entertainment as I know 
about dressing hogs,” he declares. 
“Until the medium throws him 
bodily into the street, he is going 
to dictate what the people want as 
long as he can.” 


8 “Meanwhile,” Mr. Cort adds, “I 
must go on getting my pleasure 
from the advertising trade pub- 
lications. The Ruthrauff & Ryan 
story, which started all this, is not 
the only good one. 

“In recent weeks Colgate-Palm- 
olive and Mennen lost a patent 
case to Carter Products on the 
pressurized shaving cream they 
have been selling; Toni and Hud- 
nut are at war; Liggett & Myers 


changed agencies to blended agony | 


domination of media has resulted} 
in a “demoralization in American) 


Advertising Age, June 25, 1956 
) Newsprint Mills 
Maintain Narrow 


+ 


Stevens, corresponding secretary, 
tractors, 


= 
= 
— 

. 
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ELECTED—Robert L. Dellinger (left), Grant Advertising, is the new 
president of the Los Angeles Junior Advertising Club. Shown with 
him is Paul Willis, vp and director of advertising of Carnation Co., 
and speaker at the club festivities at which Mr. Dellinger was in- 
stalled as president. Other new officers are Kae Algyer, Western 
Advertising, lst vp; Ed Ryan, Westways, 2nd vp; Sue Jones, J. Wal- 
ter Thompson Co., recording secretary; Sally Thayer, Marshall & 


and Chuck Brewer, Tri-Way Con- 
treasurer. 


Max Banzhat Heads 
Expanded Armstrong 
Cork Promotion Unit 


LANCASTER, Pa., June 19—Arm- | 
strong Cork Co. has created a pub-| publishers of international maga-| jing to ANPA at the end of May 
lic relations department to coor-|zines this week made full-scale|}aq 23 days’ supply of newsprint 
dinate and éxpand present infor- | presentations for Monsanto Chem-| on hand and seven days’ supply in 


11 International 
Magazines Make 
Pitch to Monsanto 


New York, June 22—Eleven 


and jubilation, and Lucky Strike| mation activities of the company |ical Co. on their coverage of for- 


won its case against a man who 
claimed to have invented ‘Be Hap- 
py—Go Lucky.’ 

“Above all, in April there was 
the crash of the once-mighty Biow 
agency that had once handled $50,- 
000,000 in billings and lost half of 
that in its last six weeks. Its trou- 
ble went back to Mr. Biow’s testi- 
mony in 1953 in a tax evasion case 
against one Arthur Samish. But 
Mr. Biow went down fighting, ob- 
streperous and inscrutable to the 
last. 

“You miss these great stories in 
the newspapers and news maga- 
zines.” 


Loew’s Cuts Loose 
Films for TV; May 


Produce, Telecast 


New York, June 21—Loew’s 
Inc. is making plans “to become 


}an important factor in television.” | 


The motion picture company’s 
tv aspirations were spelled out 
here this week following a meeting 
of the board of directors; the pro- 
gram calls for activity in three 
directions. 

As a starter, 770 Metro-Gold- 
wyn-Mayer features and 900 short 
subjects of pre-1949 vintage will 
be released to television stations 
throughout the U. S. and Canada. 
Previously there have been nego- 
tiations for the sale of this library 
to tv film distributors, but Loew’s 
now plans to distribute the movies 


ithrough its own tv organization. 


Many classics are stored in the 
M-G-M vaults, but tv will net 
get the most fabulous production 
of all, “Gone with the Wind.” 
This will continue to be held for 
theater presentation. 

Loew’s television future, which 
|is being charted under the direc- 
|tion of former NBC vp Charles C. 
| Barry, also calls for the company’s 
lentry into tv program production 
‘in the 1957-58 season. The third 
field being eyed by the film organ- 
ization is that of station owner- 
| ship. 


| 


\Intertype Boosts Haggerty 


count of the ad business, Mr. Cort} William F. Haggerty has been | 
writes: |named head of the sales promotion | 

“The advertising talent does its|department of Intertype Corp., 
work with such ease and enjoy-| Brooklyn. He joined Intertype five | 
ment that the business man finds| years ago as the first Fotosetter 
it somehow obscene, hardly worth| representative in the sales depart- 


paying hard dollars for. ‘ment. 


| with employes, stockholders, plant 
communities and the public as a 


Max Banzhaf 


part of its program of advertising 
| promotion and information. 

| Max Banzhaf, formerly director 
of the advertising and promotion 
department, heads the expanded 
unit as director of advertising, 
promotion and public relations. 
Named assistant directors were A. 
H. Forster, J. E. Holden and C. W. 
Moodie. 

In additicn to their over-all re- 
| sponsibilities, Mr. Forster will head 
the pr department, Mr. Holden the 
advertising creative department 
and Mr. Moodie the promotion and 
staff services department. Mr. Hol- 
den and Mr. Moodie formerly were 
assistant directors of the ad and 
promotion department, and Mr. 
Forster previously was assistant to 
the president. 

Also promoted were Leon L. 
Klaus, to manager of a new public 
information services section, and 
Clyde O. Hess, to manager of prod- 
uct information in the section. 


Strauss Edits ‘Companion’ 

| Theodore Strauss, formerly as- 
sistant to the editor-in-chief, has 
been named editor of Woman’s 
Home Companion, New York. He 


succeeds Wocdrow Wirsig, who has 


|resigned. John G. Trezevant, for- 
|merly a member of the staff of 
|Paul Smith, president and editor- 
in-chief of Crowell-Collier maga- 
zines, has been named to Mr. 
Strauss’ former post. 


Maloney to Ward-Griffith 
John A. Maloney Jr., formerly 
with the Ralph R. Mulligan Or- 
ganization, has joined the Chicago 
sales staff of Ward-Griffith Co. 


jeign markets. 
| The St. Louis company invited 
|the publications to make the pre- 


sentations, explaining that it want-| 


ed to take a “fresh look” at inter- 
national media before drawing up 
its 1957 advertising program. 
Braxton Pollard, director of 
international advertising for Mon- 
santo, came to New York to hear 
the presentations, which were held 
from Monday through today at the 


offices of Gotham-Vladimir Ad-| 


vertising, Monsanto’s export agen- 
cy. 

The agency said one of Monsan- 
jto’s objectives was “to evaluate 
results of company-conducted me- 
dia studies with the latest data 
offered by the publications.” 

Mr. Pollard told AA he also 
wanted to find out what the edi- 
tors of the publications were do- 
ing to serve their international 
audiences. The following publica- 
tions made presentations: 


® Agricultura de las Americas; 
American Exporter and El Farm- 
aceutico (Johnston Export Pub- 
lishing Co.); La Hacienda; Ingen- 
ieria Internacional, Industria and 
Management Digest (McGraw-Hill 
Publishing Co.); Life en Espanol, 
Life International and the interna- 
tional editions of Time (Time-Life 
International) ; Newsweek Interna- 
tional; Reader’s Digest (Monsanto 
uses 12 editions); Textiles Pan- 
americanos; Vision and Visao (Vi- 
sion Inc.); World’s Business; Guia 


European edition of the New York 
Herald Tribune. 


Bliss Adds Doxa Watch 

Ben B. Bliss Co., New York, has 
been appointed to direct advertis- 
ing and merchandising for Doxa 
Watch Co., Le Locle, Switzerland, 
|which is entering the U.S. market. 
'Two advertising campaigns are 
planned. One will include class 
|magazines with the theme “Doxa 
. the watch of fashion.” The 
lother will be directed toward ex- 
|ecutives in radio, tv and advertis- 
ling and the fields of science and 
|'medicine featuring Doxa “jump- 
| second timing.” The campaign will 
include point of purchase material. 


Collins, Loetf Merge 
Collins & Hart and R. M. Loeff 


(J. E. Sitterley & Sons) and the) 


Lead Over Users 


J 

| New York, June 21—Both pro- 
| duction and consumption of news- 
print continue to set new records. 
| For the first five months of 1956, 
|/newsprint production in North 
America is reported by Newsprint 
)Service Bureau at 3,366,051 tons, 
an increase of 202,858 tons over the 
production total for the first five 
months of '55, which was 3,163,193 
tons. 

Total U.S. newsprint consump- 
tion for the first five months of ’56 
is estimated by American Newspa- 
per Publishers Assn. at 2,857,883 
tons, an increase of 127,846 tons 
over the like period of '55, which 
was 2,730,037 tons. 

Thus production of newsprint is 
holding its lead over consumption 
by a margin of 508,168 tons, which 
mill representatives and newspa- 
per men agree is too slim for com- 
fort. 


® At the end of May, North Amer- 
|ican mill stocks of newsprint on 
| hand were 149,882 tons, compared 
|with 176,144 tons at the end of 
| May, 55. Daily newspapers report- 


| transit. This was about the same as 
a year ago, when newspapers had 
|23 days’ supply on hand and six 
| days’ supply in transit. 
| During the week the Canadian 
|board of transport commissioners 
|granted railroads operating in 
|Canada a temporary freight rate 
increase of 7%, effective July 3 to 
Oct. 31. It will be applied to gen- 
eral commodities, including news- 
print, pending the board’s study of 
the railroads’ request for a 15% in- 
crease. 
This increase, however, will not 
| be applied to shipments to the U.S., 
ANPA has been advised. Rates on 
| shipments to the U.S. were last in- 
| creased 6%, effective last March 7. 


'# A new $25,000,000 newsprint 
mill of 100,000 tons annual capacity 
| will be built by Hudson Pulp & Pa- 
| per Corp. at Palatka, Fla. It is ex- 
| pected to be ready for production 
}in 1958. 

| Hudson now operates a kraft 
mill at Palatka. It decided to enter 
| the newsprint field following nego- 
| tiations with a committee of news- 
|paper publishers in the South, 
headed by George C. Biggers, pres- 
ident of the Atlanta Journal & 
Constitution. Eighteen southern 
newspaper publishers attended a 
meeting this week in Atlanta and 
signed or agreed to sign contracts 
for newsprint with Hudson. 


Oldham Succeeds Ruth as 
Republic Steel Ad Head 
Harold H. Oldham has been 
|/named director of Republic Steel 
Corp., Cleveland, succeeding Ches- 
ter W. Ruth, who has retired after 
| 26 years with the company and al- 


Chester W. Ruth Harold H. Oldham 
most 40 years in advertising. 

Mr. Oldham, formerly assistant 
'director of advertising, also has 
been with Republic since its or- 


Advertising, Chicago, have merged. | ganization in 1930. Mr. Ruth be- 
Al Collins, former head of Collins came the company’s ad director in 
& Hart, becomes a partner in Loeff. | 1939. 
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“How we doubled sales 
in some of the nation’s 
biggest food chains!” 


WILLIAM (BILL) CASH 
Advertising Manager-Mixes 
General Mills Inc. 


Let me tell you about a promotion that nearly doubled om 
our sales in many supermarkets across the country. ~ A 

Last spring we decided to put on a Betty Crocker 
Spring Food Festival in the chains distributing Every- 
woman’s magazine. To launch the promotion we pub- 
lished an eight-page insert in Everywoman’s. 

Then we sought and received excellent cooperation 
from Everywoman’s and its distributing chains. Most: of 
them actively participated in placing end-island units, 
special displays, and our other point-of-purchase material. 
In more than half the cities checked, we received excellent 
newspaper tie-ins. 

All cooperating stores reported that sales of Betty 
Crocker Mixes greatly increased during the period of the 
promotion. And several of the largest chains claimed sales 
were double normal volume! 

As Everywoman’s covers 25% of the food chain business 
in the United States, you can see that this played an im- 
portant role in our expanding sales. 

This was an outstanding example of advertising and 
merchandising working together to produce good sales 
results. 


ee” J 


Ee . 


‘48 
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HUNDREDS OF THE NATION'S TOP SUPERMARKETS gave full cooperation 
to our Betty Crocker Spring Food Festival published in Everywoman’s. 


EVERYWOMANS 


EDITORS NOTE: To hear how you too can get results, 
call or wire Everywoman’s Magazine, 16 East 40th 
St., New York, N. Y. We'll be glad to tell you. 


—gets results in the fastest-growing food chains! 


NORTHEAST 

Almacs, Inc. 

Beaver Cash Markets 

By Rite Markets, Inc. 
Daitch-Shopwell 

Elm Farm Foods Co. 

Food Fair Stores, Inc. 
Fulton Markets 

D. Genetti’s Sons, Inc. 
Giant Eagle Supermarkets 
Giant Food Shopping Centers 
Giant Markets 

Gristede Brothers, Inc. 

J. E. Kelley Food Stores 
Loblaw Grocetarias Co., Ltd. 
Loblaw, Inc. 

Market Basket Stores 
Popular Markets, Inc. 
Riverside Markets 

Schaffer Stores Co. 


Steinberg’s, Ltd. 

Stop & Shop, Inc. 

Super-Valu Stores, Ltd. 

Thorofare Markets, Inc. 

United Public Markets, Inc. 

Weis Markets, Inc. 

Western Grocers 

SOUTHERN 

B & B Cash Grocery Stores 

Barrett Piggly Wiggly Stores 

E. Biel Grocery Co 

Brookshire’s Food Stores 

Checker Front Stores, Inc. 

Colonial Stores, Inc. 

Davis & Humphries, Inc. 

Delchamps, Inc. 

Food Mart, Inc. 

Autry Greer & Sons 

Handy Andy Community Stores, 
Inc. 


Henke & Pillot, Inc. 

Hill Grocery Co. 

H. G. Hill Stores 

Hom-Ond Food Stores 

Home Owned Black & White 
Stores, Inc. 

Liberty Cash Grocers 

McCartt Super Markets 

National Food Stores, Inc. 

Parker's Food Stores 

Piggly Wiggly Charleston 

Pipkin Wiggly Wiggly Stores 

Publix Super Markets, Inc. 

Setzer’s Super Markets 

Shoprite Foods, Inc. 

Webb's City 

White Stores, Inc. 

Worth Food Markets 

Wyatt Food Stores 


CENTRAL 

Albers Super Markets 

Benner Tea Co. 

Daniel Grocer Co. 

J. S. Dillon & Sons Stores, Inc. 
Eagle-United, Inc. 

Eberhard Foods, Inc. 
Economy Food Centers, Inc. 
Eisner Grocery Co. 

Evans Grocery Co. 

Fisher Brothers Co 

The Fleming Co. 

Foodtown Super Markets, Inc. 
E. W. Fulmer Co. 

John C. Groub Co. 

Hamady Brothers, Inc. 

Hinky Dinky Food Stores, Inc. 
Hyde & Vredenburg 

Liberal Markets 

Mammel's, Inc. 


Marchand Saveway Markets, Inc. 
G. W. Martin Co. 

(O. P. Skaggs Stores) 
Milgram Food Stores, Inc. 
National Tea Company 
Plumb’s Super Markets 
Rogers Markets, Inc. 

Save Way Super Markets, Inc. 
Standard-Humpty Dumpty 

Food Markets 
Stop & Shop, Inc. 

Thriftway Stores, Inc. 
United Food Markets 
Wieboldt Stores 
Wrigley’s Stores, Inc. 


PACIFIC 
Alexander's Markets 


A. J. Bayless Markets, Inc 

Fitzsimmons’ Thriftimart Stores 

Hagstrom’s Food Stores 

Lucky Stores, Inc. 

The Market Basket 

Fred Meyer, Inc 

Miller's Super Markets 

Prinster Bros. (City Markets; 

Purity Stores, Lta 

Ralphs Grocery Co 

Sage’s Complete Markets 

Shopping Bag Food Stores 

Sigman Food Stores 

Stater Brothers Markets 

Stop-N-Shop Markets 

Tradewell Stores, nc 

Von's Grocery Co 

D. D. Williams Piggiy Wiggly 
Stores 

Food Basket 
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Another true-to-life story about some make-believe characters 


What do people without children 
eat for breakfast 


in Chicago? 


Ws 


:° B. believed in big families. And had 6 little B’s at home™ = a 


= 


night he’d come home, dragging travail behind him. 


Mr. B. was beset and bedeviled by two big questions: (1) ‘‘Who’s been eating 


* 


my cereal?’’, and (2) ““How can I sell more?” Like most cereal manufacturers, his answer} 


to (1) was ““Small-fry.” To try and find the answer to (2), he’d scheduled cowboy 

1’ 
and Indian TV shows—and offered activated Aztec glow-in-the-dark masks ( 4) 
and square inches of Never-Never Land as premiums. 


But one day along came Joe from the Chicago Tribune advertising department. 


“Pardon me, Mr. B.,” said Joe, “‘It looks to me as though you and Corny have 


** he <ed 
been concentrating too much on the cherubs. & on ‘=*_ Unlike the B’s, there 
i ‘ 
Ny) 


are lots of families in Chicago who have no young children. But that doesn’t 


a keep them from gobbling up cereal.’’ 


And Joe went on to explain: Tribune Consumer Panel figures show that 41.9% of the 
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families buying ready-to-eat cereal in Chicago have nary a chick nor a child (under 15). 


And during the 6-month period covered by the analysis, these families 


accounted for 28.99%, of Chicago’s ready-to-eat cereal sales volume. 


If Corny could add this adult 28.9% of the market to its share of the children’s 


P—~e 


in terms of what they want—flavor and nutrition. 


guard cereal chompers 
This story is food for thought for you, too. If you want to sell more in Chicago, maybe 
it would be a good idea to know the age, weight and cereal numbers of your best 


customers and prospects. And Joe’s just the joe who can give them to you. 4 


Nobody knows Chicago like the Tribune. 
Who are your best customers in Chicago? Where do they live and shop, why do they 
buy? 7 Frwows| The Tribune has spent several million dollars to find out. 
: | Kee 
And all this valuable information is yours for the asking. 
Nothing sells Chicago like the Tribune. 
The Chicagoland market is worth $17.8 billion. Chances are it 


consumes more of what you make and sell than your company could supply. And the best way to 


sell Chicago is to advertise in the Tribune. Does it pay? Just ask advertisers like wore < 
Pat) 
/ a 


Northwest Airlines, Russeks, Republic Steel Kitchens, Community Builders. 


People may praise the Tribune, fuss about it or blast it—but reading the 


> ur 
Tribune in Chicago is just like wearing shorts “2X ay 7, in summer. Almost everybody 
BR yf 


does it. Everybody feels its impact. Seven out of 10 families in the Chicago metropolitan 
area read the Tribune. That’s more than 3 times as many as get the largest national magazine, 
more than 6 times as many as tune in the average evening TV show. (The Tribune’s 
also read by almost half of the families in 839 midwest cities and towns.) 

So if you want to know something about Chicago, call in a joe 


from the Chicago Tribune and put him to work finding out. 


P. S. Always remember... If you want to SELL Chicago 


TELL Chicago in the Chicago Cribune 


THE WORLD’S GREATEST NEWSPAPER 
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48,800,000 Households—Room for Deviates 


There are now, the Census Bureau reports, 37,000,000 married 
couples maintaining their own households. There are some 42,800,- 
000 families (groups of two persons or more, related by blood, mar- 
riage or adoption and residing together). There are, altogether, some 
48,800,000 “households” or occupied dwelling units. 

All of these figures are record highs, and all of them will prob- 
ably be broken by next year, and be little more than a memory five 
or ten years hence. 

Their importance to the marketing man is many faceted. Of course, 
they signal, first and foremost, an expanding market for all kinds of 
goods and services of such vast dimensions that its like has never 
before been seen. But secondly, they indicate a possibility for spe- 
cialization in product and marketing which thus far has not been 
realized, but which becomes more entrancing every day. 

It has been argued—even occasionally in these pages—that more 
rather than less product individuality has developed as the American 
economic scene has expanded. One writer, for example, asserted that 
the number of models and color schemes and combinations of models 
and colors now available in a single line of automobiles is so large 
as to be truly amazing. Yet we believe that no matter how many 
models and colors may be available, it is not easily provable that 
15 makes of autos provide as diverse a choice as do 30 or 45. And 
the same is true, largely, of most other goods and services. 

With relatively few exceptions, most product categories are dom- 
inated by four or five brands, most of which are indistinguishable 
from each other in operation, performance, taste, color, size or what- 
ever, and the trend toward sameness has been an impressive one in 
recent years. 

It has long been our contention, however, that the very size of 
the American market means that there is a growing market for prod- 
ucts and services which are deliberately designed not to compete 
with the popular mass products, but rather to appeal to small per- 
centages of the population who are inherently unhappy with what 
the mass wants. A 1% share of a 4,000,000 family market is only 
40.000 families, and this may be a thin market; but a 1% share of a 
49,000,000 family market is 490,000 families, and any number of man- 
ufacturers might find such a market a lush one indeed. 

So there is still hope for the nonconformist who likes dark beer, 
or bread with crust on it, or a house that has two honest levels in- 
stead of four semi-levels, or maybe even an automobile with com- 
fortable seats and headroom. And there is hope, also, for the market- 
er who is willing to cater to the odd 1%, instead of the conform- 


ing 99%. 


Keeping Fair Traders Unhappy 


Now that all the legal hurdles on the federal scene have been 
overcome, the battle over fair trade seems to have shifted to the in- 
dividual states. 

It had once been assumed thét the individual state fair trade laws 
would stand up without much trouble, once the federal problems 
were removed; but this does not seem to be true in all cases. 

The ruling this month by a federal district judge in a case where 
Colgate-Palmolive sought an injunction against Boston retailers for 
violating the Massachusetts law is a case in point. The judge refused 
the injunction, holding that issuing trading stamps is a form of price 
cutting, and that a manufacturer who allows retail outlets to issue 
trading stamps has no ground for complaint when non-signers of 
the state’s fair trade law cut prices on his products. 

If manufacturers who want to maintain resale prices are also going 
to have to police all retailers on the trading stamp issue, the fair 
trade statutes can become a really dead issue. 


—R. 8. Lyons, Gidea Park, Essex, England. 


“I did get him one for Father’s Day, but he won’t wear it until I 
get him an eyepatch to go with it.” 


What They're Saying 


Uncommon Man 
If I were faced with a choice be-| 
tween a society that sublimated| 
the good with the bad, I think I) 
would rather take my chances | 
with the scoundrels than risk losing | 
the creative force represented by | 
the gifted individual, or what we 
might call the uncommon man. I 
am sure the country’s long-term 
balance would sustain me here. To 
play Mark Antony in reverse, it 
seems to me that the evil that men 
can do survives them only a short 
time, whereas the good, far from 
being interred with their bones, 
goes on and on forever. And the 
good that all men accomplish can 
be no more than the sum of their 
individual accomplishments. 

Try as we will, we can create 
no synthetic genius, no composite 
leader. Men are not interchange- 
able parts like so many pinion 
gears or carburetors; genius, as 
John Adams said, is bestowed “im- 
periously” by nature upon an in- 
dividual. And behind every ad- 
vance of the human race is a germ 
of creation growing in the mind of 
some lone individual, an individual 
whose dreams waken him in the 
night while others lie contentedly 
asleep. 

—Crawford Greenewalt, president, E. 

I. du Pont de Nemours Co., speak- 


ing at the annual dinner of the Bu- 
reau of Advertising, ANPA. 


Something Old, Something New 

I hope the advertising agencies 
can pull some new rabbits out of 
their hats to make good times con- 
tinue considerably longer. Consum- 
ers, however, become immune to 
the same old advertisements pre- 
sented in the same old way. If I 
were forced to guess as to the next 
incentive to business, I would pick 
new style or packaging. This is 
best illustrated in the supermar- 
kets and in the “five-and-ten” va- 
riety stores now being put on a 
self-service basis. I forecast that 
the cheapest form, and one of the 


most effective forms, of advertis- 
ing during the next few years will 
be the attractiveness of the pack- 


|age. The Massachusetts legislature | 


is already being asked to permit | 
the sale of colored sausages. Here 
is a great opportunity for young 


people with both imagination and 
artistic sense. For a modern pull- 
ing package there must be a com- 
bination of the old trademark, up- 
on which millions of dollars have 
already been spent, and a new fea- 


ture which will catch the eye. . . 


—Roger Bab in the Bulletin, Nor- 
wich, Conn. 


May 26, 1864 

The ladies of Washington City, 
the wives and daughters of con- 
gressmen, and other ladies of 
fashion, have formed themselves 
into a society, and they agree for 
the space of three years, or for the 
war, to purchase no imported ar- 
ticles of apparel. The badge of 
this national covenant shall be a 
black bee, with wings enameled, 
according to nature, worn with a 
tri-color ribbon, a little in front of 
the left shoulder. This is a move- 
ment in the right direction. Ex- 
travagance in dress among the 
ladies is running the nation into 


ruin and bankruptcy. 


—A flashback in the May 24 issue of 
the Argus, Robinson, Ill. 


After Fair Trade, What? 

The whole fair trade cause is 
under heavy pressure in both fed- 
eral and state courts and there is 
some evidence that it is los- 
ing ground even among some of its 
former friends and adherents. 

None of which, let it be said, has 
the least bearing upon its funda- 
mental value or its basic relation- 
ship to orderly competition. The 
time has come to ask just what do 
we fall back on if fair trade goes 


down the drain? 
—Editorial in Drug Trade News. 


How Does the Grapevine Go? 

Dr. Keith Davis of the School of 
Business at Indiana University, 
whose life work is studying “ru- 
mor,” says: 

“The grapevine works horizon- 
tally. That is, you don’t usually 
‘grapevine’ or gossip with people 
you think are below you in status, 
or too high above you. You are 
more likely to spread news on the 
grapevine if it’s something that 
affects you personally. Everybody 


does this—I do, myself.” 
—Marketing Memos, No. 56-4, issued 
by Macfadden Publications, Division 
of Marketing Research. 


Advertising Age, June 25, 1956 


Rough Proofs 


Fitz-Gibbon accuses direct sell- 
ers of timidity, reports the world’s 
greatest advertising journal. 

Every red-blooded Fuller Brush 
man will resent that. 


Charlie Grimm, with his team 
in the thick of the National League 
pennant fight, was fired as man- 
ager of the Milwaukee Braves. 

Probably didn’t order his hired 
hands to hit enough home runs. 


An FTC hearing examiner has 
come to the same conclusion as 
everybody else in the advertising 
and publishing field: It’s too late 
to unscramble Farm Journal and 
Country Gentleman. 


“Ads whet consumer’s appetite 
to buy, but don’t close the sale,” 
says Weir. 

Well, you have to leave some- 
thing to the salesmen and the 
vending machines. 


The 15% commission will con- 


|tinue, the Journal of Nursing has 
‘advised advertising agencies. 
Like other media, it will con- 
tinue to nurse the system with 
tender, loving care. 


John McCormack, House major- 
ity leader, is “out to derail postal 
rate bill,” the story says. 

Otherwise a 4¢ letter rate might 
derail the party and its candidates. 


Keith Funston points out that 
23% more people own listed stocks 
now than in 1952. 

And instead of a Pied Piper 
|leading the procession, it’s a bull 
|rampant on a field of gold. 

7 


“Living by the book,” remarks 
| Better Homes & Gardens, “is dad 
| fixing a leaking faucet.” 
| And if dad isn’t the handy man 
_around the house, mother prob- 


bly is. 
a i 


Floridians objected to the Du 
Pont statement implying that sum- 
mer temperatures down thataway 
|sometimes reach 105°. 

If they did, they’d merely equal 
some of the hot spots located in 
the North and West. 


The Diners’ Club, keeping me- 
ticulous account of the spending of 
business executives, now rates tv 
producers, directors and network 
reps right at the top. 

That seems to be one of the by- 
products of “The $64,000 Ques- 
tion.” 

* 


The female consumer, opines 
Charlotte Montgomery, resents im- 
possible advertising claims. 

Like the story of the facial 
cleaning preparation which is said 
to penetrate six layers of skin? 


Prospective employers advertis- 
ing for help show great interest in 
the price tag, but they should re- 
member that there’s always con- 
siderable difference between sal- 
ary “desired” and “required.” 

Copy Cus. 
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more advertisers 


place more linage 


\ in THE INQUIRER 
than in any other 


Exclusive Advertising Representatives: 
NEW YORK CHICAGO DETROIT 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE 5S. DIX 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


Philadelphia newspaper 


Advertising linage is the final measure 


of a newspaper’s sales power 


Che Philadelphia Mngquirer 


Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives: 
SAN FRANCISCO LOS ANGELES 
FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
155 Montgomery St. 3460 Wilshire Boulevard 
Garfield 1-7946 Dunkirk 5-3557 
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— ARE HOME OWNERS 


“Survey of U. S. Markets, 1956,” a new study conducted for LOOK by Alfred Politz Research, 
Inc., provides new data on families who: 


Own or rent homes 

Took title to homes in 1955 

Are seriously considering buying or building a home within the 
next 12 months (from February, 1956) 

Are planning home improvements in next 12 months 

(from February, 1956) 


The study also provides data on people who visited a real estate agent or model home and gives 
detailed breakdowns on planned home improvements. “Survey of U. S. Markets, 1956” fur- 
ther shows how the home-owner market is covered by the four top magazines in ad revenue. 


To show the relative efficiency of each of the four major magazines in 
reaching the home-owner market, LOOK has applied current black and 
white page rates to each magazine’s audience figures as determined by 
the survey. You will note in the tables below that LOOK is the most effi- 
cient vehicle for reaching the home and home improvement markets. 


In addition to giving detailed information on the home-owner market, “Survey of U. S. Mar- 
kets, 1956” provides the same information for appliances, automobiles and travel. As later 
tabulations are completed, these data will be broken down by: income level; families with 
children under 10; family size; metropolitan vs. non-metropolitan areas; geographical areas. 


THE HOME AND HOME IMPROVEMENT MARKETS 
: : : HOME-OWNING 
' Percent | igor ooned Percent | gop Onnned) 
2 is Planni k more of the 
: Families which own homes 59.4 28,800 © Bt — A+, 644 + - 
i e Q next 12 months (from February, 1956) 
_ Families which rent homes 40.6 19,700 : _ Structural Alterations 
zp 2 New roof 
Z 2 Install rtitio 
Families taking title to homes : aaa 
in 1955 6.0 2,900 = i Combine room(s) 
i e “Finish basement 
Families considering or talking Ba. --Pe 
about buying or building a ; 
home in next 12 months =e vce Gea ghinine’ ian 
aint or r one or re r 
(from February, 1956) 9.3 4,500 | [Paint outside of house 
Home will be new 4.6 2.250 | seas Chongqing Meer 
Home will have been lived in before 8. 1.200 : : = a — = 


\ $ s Add or change tile 
't know i i Add or change linoleum 
ag 2.2 1.050 4 e Add or change hardwood floor 
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YOUR MARKET? 


COVERAGE OF PEOPLE WHO OWN, RENT, TOOK TITLE IN 1955 


Readers in families that: 


Own Their Homes 


Rent Their Homes 


Took Title to Their Homes in 1955 


Number 
(000’s Omitted) 


Readers 
Per $ 


Readers 
Per $ 


Number 
(000’s Omitted) 


Number 
(000’s Omitted) 


816 
836 
548 
506 


12,300 

18,200 
9,950 | 
4,900 


478 
450 
331 


COVERAGE OF PEOPLE PLANNING TO BUY OR BUILD A HOME 


Readers in families: 


Considering or Talking About © 


Who Consulted a Real Estate Agent 
in Connection with Buying a Home 
During the Past Three Months 

(Preceding February, 1956) 


7,200 
9,800 
6,000 
2,700 


Readers 
Per $ 


Number 
(000’s Omitted) 


Buying or Building a Home 
Readers Number 
Per $ (000’s Omitted) 
143 2,150 
129 2,800 Life 
105 1,900 Post 


67 650 


90 
73 
58 
a 


1,350 
1,600 
1,050 
400 


COVERAGE OF PEOPLE IN HOME-OWNING FAMILIES PLANNING HOME IMPROVEMENTS 


Readers in home-owning families considering: 


One or More Home Improve- 
ments As Shown in Table at Left 


1,400 
1,600 
800 
650 


Who Visited a New Mode! 
Home in Past Three Months 
(Preceding February, 1956) 


Readers Number 
Per $ (000’s Omitted) 


212 
Life 234 
160 


3,200 
5,100 
2,900 
1,950 


Wien, fs 


Adding or Changing 
Floor Covering 


Readers Number 
Per $ (000’s Omitted) 


Number 


Per $ (000’s Omitted) 


465 7,000 
455 9,900 
333 6,050 


331 3,200 


Watch for other messages on the new Look-Politz “Survey of U. S. Markets, 1956”’ 


For more information about the study—how it was conducted and its findings—contact your LOOK 
representative, or write Dept. EE, LOOK Magazine, 488 Madison Avenue, New York 22, New York 


209 
216 
154 
165 


3,150 
4,700 
2,800 
1,600 
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; Post 135 2,450 240 4,350 2. 
| Time 150 1,450 263 2,550 ts 


Advertising Age, June 25, 1956 


TV Is Making Mental 


Patients of Viewers. Getting Personal 
‘Health Group Warns © 


Toronto, June 19—Television | 
|programs can drive viewers to) C. B. Lindeman, publisher of the Seattle Post-Intelligencer, who 
doctors for mental treatment, ac- first served on the board of trustees of the Seattle Chamber of Com- 
;cording to the Canadian Mental| merce in 1948, has been elected to another three-year term. Harry 
Health Assn. H. Cahill, general manager of the Seattle Times, a trustee for three 

“Analyzing the negative impact | years, has been elected to another term... 
|of tv programs,” the association | Arthur C. Kaufmann, executive head of Gimbels-Philadelphia, 
said in a brief to the Royal Com-| received an honorary degree of doctor of humane letters from Tem- 
|mission on Broadcasting, “we have| ple University at the college’s June commencement exercises. . . 
been impressed with the fact that | Two men in the newspaper and publishing fields are among 
not only is psychiatry often mis-| seven prominent persons who received honorary degrees from Mar- 
represented in dramas intended for| quette University at its commencement exercises in Milwaukee. 
entertainment, but some of the| They are: Harold G. Kern, general manager of Hearst Newspapers, 
programs seem to capitalize on the| New York, doctor of letters; Harry J. Grant, board chairman of the 
public’s fascination with the evil,| Milwaukee Journal Co., doctor of letters. Others honored included 


morbid and twisted patterns of; Franklin J. Lunding, Chicago, board chairman of the Jewel Tea Co., 
psychopathic behavior. doctor of laws, and Chester O. Wanvig Sr., president and board 
| “Occasionally, the portrayal of| chairman of Globe Union Inc., Milwaukee, doctor of laws. . . 
‘mental hospitals in these dramas David R. Daniel, publisher of the Times, Hartford, Conn., was 
|is very misleading, indicating that honored at an employe party June 12, marking his 40th year with 
* 9 |patients are badly treated or| the newspaper. Joseph L. Woods, production manager, served as 


locked up when they should not} toastmaster... 
it’s not the extra buying power of 1,152,497 Elks (Dec. 31, |have been. .. 
1955 ABC) we're talking about, even though their incomes ® “Clinicians report that after one 
are far above the national average. The vitally important of these programs there is often an 
‘ : ‘ ; : increase in telephone calls and 
extra is readership loyalty. Elks believe in the magazine visits to the office on the part of 
they own... and give preference to products advertised in patients who have been disturbed 
4 and made worse by these pro- 
it. For extra sales results, reach the receptive, stabilized grams.” 
H The association also said that} 
audience of The Eks. /some Canadian Broadcasting Corp. | 
| presentations designed as “mental | 
health” programs have had a var- | 
|iable impact. | 
| “Predominantly regarded as use- | 
‘ful and helpful programs,” the} 


brief said, “in some parts of Can- 
'ada—for example, Nova Scotia—| ARF, ARF—Capt. Will Judy, head of Dog World and American Spec- 


: ; jsome of these programs were! tator, Chicago, and Mrs. Judy board their homebound plane at 
New York * Chicago + Detroit » Los Angeles thought to be definitely ‘anxiety! Johannesburg, South Africa, ajter a dog show-judging junket 
arousing.’ ” through the African continent. The Judys average 38,000 miles a 

year on such judging missions. 


At the 20th anniversary award banquet of the Chicago Area 
Camera Clubs of America, held in Chicago June 7, Harry K. Shi- 


geta, of Shigeta-Wright Studios, was presented a stunning bowl, 
ARE suitably inscribed, for the most distinguished service to the CACCA 
over the past 20 years... 


Thomas F. O’Neil, head of RKO-Teleradio Pictures. has been 


named radio-television-films chairman of the United Community 
HALF-COVERED Campaigns of America... George H. Allen, director of McCall’s 
sales promotion, has been reelected national vp of the Alumni Assn. 
of the Harvard Graduate School of Business Administration. . .Uni- 
versity of Detroit has conferred honorary doctor of laws degrees 


upon two alumni, Arthur Hull Hayes, CBS-Radio president, and 
J. P. Falvey, president of Electric Auto-Lite, Toledo. .. 


— 

— 

NEBRASKA’S OTHER BIG MARKET? — 
os: — 


| AREA 

eae 
LINCOLN- 
Biieibe. e LAND 


——-—-—-—-—-— — 
rors 


ie [ Say, |? sh pomene i eee KOLN-TV covers Lincoln-Land — a rich 42-county area, 

m0 UESUS LAND Moy haemo 3 | es ana ies ne ere Oe ADE “B” SERVICE PLAQUE—Fred H. Walsh, board chairman of Cunningham & 

nie pons 0M crn oma 2 ot Pe Walsh, New York, presents a 25-year service plaque to his secre- 

af _woun-ty | wee | ver | so" Lincoln-Land has over 200,000 families — 125,000 of tary, Eleanor Ross. Twenty-four other C&W employes were also so 

ris | ilies duis Toits ‘ them unduplicated by any Omaha TV station! Actually, honored. 

i 1:00 — 6:00 p.m | 50 21 13 le Lincoln-Land is as independe nt of Omaha as Hartford is 

PO Tog steam } 33 18 | 14 WW of Providence . . . or South Bend is of Fort Wayne. Edward L. Wertheim, president of Wertheim Advertising Asso- 

1:00 — 6:00 p.m 52 1S | 15 8 Latest Telepulse credits KOLN-TV with 194.4% more | ciates, New York, who has “hated swearing ever since I heard = 

600—11.00pm * 50 13 1s 7 ightti "ei r ; , 7 | first big dose of it during Spanish American War service,” has 

nighttime viewers than the next station — 138.1% more i j i i i 
SUNDAY: | << e started an anti-cussing crusade aimed primarily at youngsters. So far 
| afternoon viewers! / - b 

| 1:00 — 6:00 p.m 34* 36 13 16* | he’s sent letters to 1,000 youth leaders, enclosing stickers which he 

6:00 — 11:00 p.m 33 | 22 14 | 23 | Let Avery-Knodel give you the whole story on KOLN.TV, | hopes will be pasted up where they'll do the most good. The stickers 

[ Mies aoe Meakdees Eee euitidis pated end Gs hoe | the Official CBS-ABC Outlet for South Central a carry such slogans as “Swearing is the crutch of conversational 

of eudicnte is enadiveled fer this sitvstion and Northern Kansas. cripples” and “Swearing is conversation’s cesspool”. . . 

10 © 316 WATTS © 1 Paul C. Smith, head of Crowell-Collier, has been named chairman 

wen gt, Behan ¢ . CHANNEL 10 * ,000 WATTS * 1000-FT. TOWER of the 1957 Brand Names Week, set for April 28 through May 4... 

She Hel yer Hations | "The “Advertising Song,” which Harold Rome penned in the early 


ero oe CaLaeaatOOSATHE CHER ’40s for Milton Berle and the Ziegfield Follies, has been taken out 
i I ey 5 of the Rome private files and recorded for the first time by Heritage 
KOUN TY —— wee Productions Corp. Now everyone can hear how ad slogans sound 
WMBD RADIO — PEORIA, ILLINOIS chanted on one long note, combined with a jazzy listing of brand 


Avery-Knodel, Inc | names and a toe-tapping recitation of agency names. It’s all part of 
se : 4 ‘ a new album, “Rome-Antics,” songs of “biting and tender” senti- 


Exclusive National Representatives COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET = nents. 
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NUMBER FIVE IN A SERIES 


eae See ae eae 


BATTLE OF GETTYSBURG, 1863 + The Library of Congress 


Though less than one hundred years old, our nation was faced 
with its greatest crisis in the 1860’s—when brother fought 
brother, neighbor fought neighbor, in the terribly wasteful 
War Between The States. The ties that bound Americans to- 
gether were strained almost to the breaking point, and the 
vultures were already hacking at the corpse. 


Then came a lone voice from the wilderness of destruction 
and despair, speaking on the site of one of the bloodiest battles 
of the war. It was Abraham Lincoln, voicing the hopes and 
desires of everyone—‘“a new nation, conceived in liberty and 
dedicated to the proposition that all men are created equal... 
that this nation, under God, shall have a new birth of freedom 
—and that any government of the people, by the people, and 
for the people, shall not perish from the earth.” 


A new birth of freedom ...a new cohesiveness of thought and 
action...a new goal for the future—that filtered down from 
the leaders and permeated every aspect of life in America, 
that acted upon and penetrated into the lives and actions of 
every American. It is this identity of purpose that holds us 
together, that has made us fight to preserve the ideals of 
freedom and union that have become identified as traditional 
Americanism. 

AMERICA’S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


Still fighting for these ideals every day in the week are the nearly 
3,000,000 members of The American Legion. Joined together 
by the common bond of identity of purpose, they are men dedi- 
cated to the perpetuation of the American way of life...to insure 
that this country of ours follows the great tradition of Washington, 
Jefferson and Lincoln. 


ADVERTISERS are becoming increasingly aware of the immeas- 
urable value of this great body of Legionnaires. For where else 
can they find a market with its readers clearly and accurately 
identified, and with an identity of purpose that makes for the 
most loyal readership of any magazine. 


Nearly 3,000,000 Legion families buy the products and services 
advertised in The American Legion Magazine, and being re- 
spected and well-known opinion leaders, their own word-of- 
mouth, advertising doubles, triples, quadruples the effectiveness 
of your advertisements. That’s why it will always pay you to 
play follow the leader in... 


Vhe Simeican 
LEGION 
Magazine 


720 FIFTH AVENUE, NEW YORK 19, N. Y. 
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The 
“SEE-POWER 
of Outdoor 
Advertising 


delivers 
mor 


Put your Advertising Outdoors and Watch America Go Buy! 


When customers can SEE your product... your package and name in giant size 
and full color... you have the kind of SALES POWER only OUTDOOR pro- 
vides. And the cost is low...in an average national campaign the cost per 
thousand is only L5e. 


T.A.B.* Studies show that in a typical market 93% of people see OUTDOOR ... 
average person sees it 22 times per month. This high repetition adds up to greater 
impact for your message. You get more SALES POWER from the “SEE-POWER” 


of Outdoor Advertising. 
*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17,N. Y. 


ATLANTA © BOSTON « CHICAGO « DETROIT * HOUSTON * LOS ANGELES 
PHILADELPHIA * ST. LOUIS * SAN FRANCISCO © SEATTLE 


Copyright 1956 Outdoor Advertising Inc. 


Pia : 
Osh. ae ~~ ‘ 2 wee s : 
eter of . 2 ; ' a 
: Sars . - t. Y es | "ee a 
Himes Sk . aie * ey ae a: piel = > % 
oe =» - “aa Be ga v5. See aa 25 a fs 2 
an: 2 . aoe aia ae “ pat + in nak: ee He Taos ae ae x Eo ety ae Se ae 
oa eee . 4 isis a dieliaeenimeaie ae “kg a 
iia. 1 ae pitts 
KE , . 
re - ‘ 
Re: — 
9 i 
os | 
zd pit ' 
es 
ag tis Sina ry 
al pe ee ee : 
oes 4 } ‘ = 
4) 8 4 
MES = ; s\ 
ie toes (a ‘ . . 
a : 4 . 
Rs ager a y x> 
Be 8S. natal Fr Z a 
hs Z Sed :.> 
ot : - ’ ‘5 r ‘ 
™ : “ 
at 2 bea oa a Oy 
“Ha “oh ee aay Sat : 
rial , dl yer a ¥ 
eect 4 FS ed ya 
ait 4 > 4 om e A é 
4 oy + OTIS es ae , 
ne a we : a - oa ’ 
1 A ae a Seer fe? 7 
af Cee Sata OF , 
/ r4 * > BS, ¥ ae ¥ a ~ ” Ps . . 
is SEEM i pt ge, ~~ ; ahd 
ie lll a ia ag.” 
we a ¢i° ff > ¢ be ; 7 
ati gp ge . - 7 f 
‘ae e “uy 8 ' 4 
a “ad “ “ f : ‘ *. * s 
io OE ti EAA iia Se 
ae ‘ ep re ; A i, * “+ 4 
oe , rt . ; % a 
oor ee ae u 5 > P h ’ 
Es 2. ye 7%, A : 
roe te re pe th “ - “ 7 ° 
pee en Pfs 4 i “ ¥ - 
A . rt 4 : . a P ‘ 
rat ft fae j <4 
us el / i \ a ’ 
Sy 6e t « 2” ‘ A 7 - . 
a ALS : See tp 
gates “ae iat” abe £ é fy 
be ta “ite , # he "a 
jee oe pe . f * - i 
a ~~ ae 7 - “ - % 
a 7 ae - ‘A ? , - 
‘| Le 9 age 
co +. . . ’ 
Ree er nae : 4 
nae “ a ; ™ 
pi ‘, “ - : - | ‘ 
= ,: a ae 
pee , " “es Pe a fg . at 
} ih. 6 ek tale 
ig | Pets : : » . 
ee Me | y - 3. F a € 
f sie " ae ex , * Te fo at ; : 
a a 7 rs y * om * - “ F A ity ‘. 
ae — ~~ ** 1:4 foe «a ’ . 
cs : a SPS Aa, . ~ ‘ 4 . 
Be arr AE tag 
Nee Ge : aes ed § “ us - 
13 ‘SS 7 , way a, a 
ig * ROG ¢ P re ‘ 
4 r ; ; t L vt iam te) i . ~ 
a4 % NY re 4 P : : x 2 oe ~* s 
. F s # as a . E 
at ; Lae eae - Zz 
eo £ & ue *& \% LY iv 
ects, z a Ms . 
ee q ; \, pons ; ~~ . 
re! | meer 
mt * mf t 
Maas * : A . 
Nf Bou ee i 
es - : - ‘ 
ies) x . : R > | 
we ; ’ , > a 
jaar Me 4  * ; 
Ars A - : : , 
mays ' ra Be os. :. : fe 
fe) " 24s n 
aie Seocncin % x oa” j 
ae 7 > ae 
ton > fn, é , x. 
oh . + : ee 
Rida b P, ‘se TS . - x 
ial | : a * P 
wee}. oS . 7 - i 
Ee ob . ie: . 
or | >| < ‘¢ 4 ~ « - 
at ( tS in hae . ae oe * ae . 
fh Ee ¥y A aes : % ¥ . 2 
- ry a se . i 
eal 6 RR ; . » 
at Sone Nae “eee OAS ee PAS | 
ihe E Peas 7 uy, a % 
5 it > & * ‘ - me Ws, Sem > " 
head ff. a 
m: : oY. as 3 Ni, og oe eRe “ : 
Bs phos “— yy Ae i < t : ' 
Be ae: Sq, 4 fag Sie: + i s + é - : 
fil Y b> : mages “ax § $ mane 
pad Maes, Sen * a’ : dl : ‘ : | 
ee Core a hate be — - = , 
Zé ‘ 1 i . ae - th 
aah "Ser * : ; emi ’ i 
ta ar 4 ro . ¥. ' . ‘ . se | 
me >t tut c ‘ : 
mi - ma . 
ee =" >~ ’ 4% . 
€ re. vec? ale <i ‘ st | 
ie FORE Se rt Y& 7 
ies SS Mee Sg ae: 2 ee tar 
ae ¢ . ~~ tea . ; Sy 
ees ny > ie "nin . Nad ‘ 4 
Hate at A .. 
gs i - * 
ie - a ci eS, e® 4 
ee os. 5, 
3 >: ¥. 2 - 
ie | . re es : 
eet . , iy a \ oe ~ 
ie i. * ee & . “aq 
bon a Soe! ; X 
tyke : a 5 3 aes , 
ae “> “s % 4 a 
ar. aes a, & % : eee 7 
Bel’ si. * b« #5 mn 
es : ‘ % 
ae ei a 
bake va 
San ~ “y a = 
a - 
PE This be a. i 
= A. 4 
ie “ z 
is . Ce a 
, wy 
ee <tke:) ¥ ¥ | 
ree x. 
Sane oe a ae a ) 
Reise Ps Peart, i 
ae Nar t Esty ae : | 
es 63 Sodas Oe i t 
48 ct oe y he aE A 6 
Bate : 3 a : .. M 
an Ry tae ae Be f 
fohs ~ te ees Yb as ‘ 
ae 2S eagae Sa ib wicca ee: | 
ee ae Gow Se Phe EY 
in © : A. ek ic Ghe » ws oly we ; — 
ah Ay wh fs, RE sy ie! Re: Foes ng’ fig ait oy 
Tea ; * i = ae be * y 7, eee ae 4 i 
aber 7 A 4? =a a al 
ne oe an : . ye . id = Mae iS abe - in 
ag Re ee ts Woe a > — | 
Brat i> : ey ba + hh a ¢ a. -* we 
* Ss mer & | 
: W i CS ae aaa e R a 
aa Midis: Se SNS ee Gee, ; ee 
eS ae ate Sy ‘ 4 oes bite 3 Ps Nei hes é i 4 _ i 
ee | es cbt + ang agit ~ cme - - — i 
ne ‘ Sa a Ry fe al # aa ; 
hey ee fe EY “ty ery ONE : as hc, P f 
ary (oe oe \iokeeee : ‘ . Se 
5: aby Ge ee a | 
eee es. SM ere t. HOPS ot eee t, | 
irs gees RE ag . Ry ie Wee ee i b _ 4 
es SS eta ‘eh be a “ae! o <fage, Ee } 
“ie cs Aah ieee eae eae oe See ee 
a f y’ ‘ Se ea a! ERY ogee: 4 ‘ i 
a ae, : - *: Tee , 
are 
ei ib e / “ 
ee a SS oe Bi fa Saar : 
eg nee ae . eee 
Oe Nita te es Beas: ee See al . : 
Ls » —-. —" . a 4 Pig 


-if youre thinking 
ofa Ss 


eee 


me he 


Say Seagvam’s and be Sure 
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Poster designed by A. Asch, Inc. 
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IF YOU CAN FIND A BETTER BOURBON...BUY IT! 


Ancient Age Distilling Co.. Frankfort, Ky. 
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Poster designed by Doyle Dane Bernbach, Inc. 


When Nothing Else Will Do... 


| GRAND-DAD | 
Head of the Bourbon Family | . 
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DOUGLAS S. CLARK 


Advertising Manager 
Seagram-Distiilers Corporation, says: 


“We use outdoor advertising as a 


major medium to reach a great number 


of people—to make a vivid impression 
—and to keep that impression fresh.in  ~- 


people’s minds.” 


SIDNEY G. STRICKER, JR. 


Vice President 
Schenley Distillers, Inc., says: 


“I like 24-sheet poster advertising 
because it is flexible, it reaches a tre- 
mendous mass audience for a relatively 
small cost, it penetrates many areas, 
not just a few, and you are able to get 
true reproductions of your products 
through the use of lithography on 
paper, which you otherwise might not 
be able to obtain.” 


ALYNN SHILLING 

Vice President 

Director of Advertising 

National Distillers Products Corp., says: 
“We find 24-sheet posters in key 
bourbon markets provide a strong local 
link in our overall advertising plan for 
Old Grand-Dad, forcefully reminding 
consumers of this world-famous brand,” 
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ANA Probe of 15% Agency Pay Isn't 
Aimed at Making Cuts: McLaughlin 


,an important adviser and ‘working 
| partner’ of the advertiser.” 


(Continued from Page 1) 
discussion and a carefully consid- 
ered approach.” 

The committee also announced |g Following the meeting, Mr. Mc- 
that it recognized that “the evolu-|Taughlin issued a statement in 
tion and growth of advertising and | which he said the following consid- 
the resulting evolution and growth | erations would have “paramount 
m ag function bf acres agen- significance” for the committee in 
cles nave raise eep-rooted ques-| i i . 
tions about the traditional media a 
commission system of agency com-|¢ “With the growth of advertising 
pensation. This evolutionary pro- as the most important communica- 
cess has positioned the agency as|tions and selling force 


;the corresponding expansion and 
growth of agency services, adver- 
tising has evolved so that agency 
services are now, and should con- 
tinue to be, geared to serve the 
needs of advertisers rather than 
|advertising media. Thus compen- 
|sation of the agency is a respon- 
sibility of the advertiser, to be 
worked out with the agency. 


e “Following the signing of the 
consent decrees, advertisers and 
|agencies are now in a position to 


basis of compensation (1) which is 
equitable and profitable to the 
company, (2) which is equitable 
and profitable for the agency, and 
(3) which will lead to the highest 
|degree of advertising productivity. 


| 

e “Questions of service to be 
rendered and compensation to be 
paid are individual to each adver- 
tiser and agency. Thus the solution 
to these questions may not be 


| delegated and may not be best re- 
|solved through a blanket formula 


|evaluate and examine both the) applied by a third party, the ad- 
services performed and their com-| vertising media.” 


pensation arrangements. 
“In line with sound advertising 
'and financial management princi- 


| 
| 


and ples, they should do so to assure a/| for practical information concern- 


s Mr. McLaughlin added that “ad- 
vertisers are looking to the ANA 
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ing the steps individual advertisers 
can take to assure the full pro- 
ductiveness of their advertising 
through effective and equitable 
agency relations under the condi- 
tions which now exist. 

“The committee, therefore, in 
accordance with its directive from 
the ANA board, agreed that its 
first step will be to study agency 
compensation methods, and in this 
connection plans to solicit the 
views of all ANA members.” 


Harry Cohen Boosts Two 

Harry B. Cohen Advertising, 
New York, has promoted Alfred 
Goldman and Robert Goldsmith 
to copy group heads. 


It may seem unnecessary, today, to point out to adver- 


tising men the obvious importance of a circulation 


audit. Yet of today’s more than 2,000 business papers, 


only the 732 shown at right are audited by Audit 


Bureau of Circulations (ABC) or Business Publications 


Audit of Circulation, Inc. (BPA). Only these publica- 


tions have gone to the trouble and expense of providing 


you with an independent, open, complete accounting 


of their circulation. These publications deserve your 


support. 


HAYDEN PUBLISHING 


COMPANY, INC. 


19 East 62nd St., New York 21, N.Y. + Telephone: TEmpleton 8-1940 


Reprints available on request. 
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EE! Plans Fall Campaign 

Edison Electric Institute, 
York, has planned a range pro- 
motion for September, October and 
November built around the theme, 


New 


Minn. 


“Nothing measures up to electric | 


cooking.” Sales aids and materials Nelson-Willis Splits 
locally coordinated 

include a dealer dis-|¢y 
measuring | y, 
cups and spoons, and tape meas- 


designed for 
campaigns 
play kit, yardsticks, 


ures. 


Williams Joins ‘Poultry’ 


ing manager of Poultry Processing Bldg. 


& Marketing, Mount Morris, Il. 
Mr. Williams succeeds Pat Kellogg | 
who is now advertising manager, | 
A. R. Wood Mfg. Co., 


Nelson-Willis, Minneapolis agen- 
ince 1948, will split on July 1 
|with Lloyd W. Nelson, president, 
|resuming as Lloyd William Nelson 
| Advertising, an agency he created 
)in 1945. Herbert A. Willis, exec vp, 
is forming a new agency called 
T. R. Williams, former teacher |Herbert Willis & Associates. The 
of vocational agriculture and also| Nelson agency will remain in the, 
advertising copywriter, has been|Syndicate Bldg.; Mr. 


appointed promotion and advertis-| have offices in the Midland Bank 


Luverne, | 


Willis will 


Paeington Rant Urine 


FrOST Im ELECTRONIC COMPUTING svsTems 
OPtmines soe 


eee a a 


APPLY AT 1902 W. MINSERARA OVE. @ SarET PAUL 4 Sle eEEOTA 


CLASSIFiED—Univac division of Sperry Rand has taken to outdoor ad- 
vertising to recruit help for its new plant in St. Paul. Univac cur- 
rently is using two three-dimensional rotating painted bulletins in 
addition to two permanent painted bulletins and 24-sheet postings 
in the Twin Cities area. Naegele Advertising Co., Minneapolis, is 


the outdoor operator. 


manager 


Westinghouse Names Farrahy 

Thomas J. Farrahy Jr., 
ly division manager in charge of 
electric utility and defense activ- 
ities for the industrial advertising 
| department, 
| assistant manager of the industrial 
|and sales promotion department of 
| Westinghouse Electric Corp., Pitts- 
‘burgh. Mr. Farrahy succeeds O. C. 
Kebernick, who has been named 
administrative 
of commercial 
power activities of Westinghouse 


former- 


has been appointed 


assistant to the 
atomic 


Galloway Moves Offices 

Galloway 
moved to quarters ip 
Stender Bldg., Plainfield, N. J. 


Publishing Co. has 
the new 


Advertising Age 

Advertising Agency Magazine 
Aero Digest 

Aaroneutical Engineering Review 
Agricultural Chemicals 
Agricultural Engineering 
Agricultural Leaders’ a 
Air | eee and Refrigeration 


nine Conditioning, Heating and 
Ventilating 

Air Transportation 

American Artisan 

American Automobile (The) 

American Aviation 

American Boxmaker 

American Brewer 

American Builder 

American Business 

American City (The) 

American Druggist 

American Drycleaner 

American Egg & Poultry Review 

American Engineer 

American Exporter 

American Exporter Industrial 

American Exporter's Automotive 
World 

American Funeral Director 

American Fur Breeder 

American Gas Journal 

American Hairdresser and Beauty 
Culture 

American Journal of 
Gastroenterolo 

American Journal of Medicine 

American Journal of Nursing 

American Journal of Proctology (The) 

American Laundry Di 

American Lumberman 

American Machinist 

American Milk Review 

American Motel —— 

American Paint & Wallpaper Dealer 

American Painter & Decorator 

American Paint Journal 

American Paper Merchant 

American Perfumer 

American Practitioner 

American Press (The) 

American Printer and Lithographer 

American Professional Pharmacist 

American Restaurant Magazine 

American Roofer & Siding Contractor 

American pe yneney 

American Soft Drink Journal 

America's Textile Reporter 

Analytical Chemistry 

Appliance Manutacturer 

Applied Hydraulics 

Architectural Forum 

Architectural Record 

Arizona Beverage Journal! 

Arizona Builder & Contractor 

Arizona Grocers 

Army-Navy-Air Force Journal 

Army-Navy-Air Force Register 

A.S.T.A. Journal (The) 

A.S.T.A. Travel News 

Audio 

Automatic Control 

Automatic Machining 

Automation 

Automotive Chain Store 

Automotive Industries 

Automotive News 

Aviation A, 

Aviation k 


Bakers Review 
Bakers Weekly 
Baking Industry 
Bankers Monthly 


Bee: Distributor 
Better Farming Methods 
Better Maintenance 
Better Roads 
Beverage Bulletin & California 
Beverage Guide 
Beverage Dealer & Tavern News 
Beverage Industry News 
Beverage Media 
Sovereee Retailer Weekly 
Beverage Times 
Blast i urnace and Steel Plant 
3oat & — News 
3oatin ustr 
soot soot and Sh hoe Recorder 
Sottling industry 
Boxboard Containers 


Boxoffice 

Brake & Front End Service 

Brewers Digest 

Brewers Journal 

Brick and Clay Record 

Buckeye Tavern 

Buildings 

Building — 

Building Supply News 

porrenee learing House 
jucation World 


Business Publication Rates and Data 
Bus Transportation 

Butane-Propane News 

Buyers Purchasing Digest 


c 
California Oil World 
California Stylist 
Caminos Y Construccion Pesada 
Candy Industry 
Canner & Freezer (The) 
Canning Trade 
Casket and Sunnyside 
Catholic Building & Maintenance 
Catholic School Journal (The) 
Ceramic Industry 
Chain Store Age 
Chemical and Engineering News 
Chemical Engineering 
Chemical Engineering Progress 
Chemica! Processing 
Chemical Week 
Chicago Electrical News 
Civil Engineering 
Cleaning Laundry World 
Club Management 
Coal Age 
Coin Machine Journal 
College and University Business 
Combustion 
Commercial Bulletin 
Commercial Car Journal 
Commercial Refrigeration & Air 
Conditioning 
Compressed Air Magazine 
Concrete 
Concrete Manufacturer 
Concrete Products 
Confectioners Journal 
Connecticut Bevera 
Conover-Mast Pur 
Construction 
Construction Bulletin 
Construction Digest 
Construction Equipment 
Construction Methods and 
Equipment 
Construction News Monthly 
Constructioneer 
Consulting Engineer 
Consumer Magazine Rates and Data 
Contractor (The) 
Contractors & Engineers 
Contractors’ Electrical Equipment 
Control Engineering 
Cooperative Merchandising 
Corsets & Brassieres 
Corset and Underwear Review 
Cotton Trade Journal 
County (= & Vo-Ag Teacher 
Credit & Financial Management 
Crockery and Glass Journal 
Croplite— Weekly 
Croplife— Northeast Dealer issue 
Croplife— South Dealer Issue 
Croplife— Midwest Dealer Issue 
Croplife— West Dealer Issue 
Current Medical — 
Curtain & Drapery Dept. Magazine 


Journal 
sing Directory 


0 
Daily News Record 
Dairy Record 
Dental Laboratory Review 
Dental Surve 
Department Store Economist 
Design News 
Diesel Power 
Diesel Progress 
Diner-Drive-in 
Distribution Age 
Display World 
Dixie Contractor (The) 
Domestic Engineering 
Drillin ing 
Drug & Allied Industries 
Drug and Cosmetic Industry 
Drug Topics 
Drug Trade News 
Dun’s Review and Modern Industry 


E 

Earnshaw’s Infants’, Boys’ and 

Girls’ Wear 
Editor & Publisher 
Efectos De Escritorio 
El Automovil Americano 
Electrical Construction and 

Maintenance 
Electric Light & Power 
Electrical Dealer 
Electrical Equipment 
Electrical Manufacturing 
Electrical South 
Electrical West 
Electrical Wholesaling 
Electrical World 
Electrified Industry 
Electronic Design 
Electronic Equipment 
Electronics 
El Mundo Azucarero 
Engineering and Mining Journal 
Engineering News 
Equipment & Py Reporter 
Esquire’s = 
Excavating ah 


} mee ys Engineer 
Export Buyer (The a 
Export Trade and Shipper 


Factory oe & Production 

Factory Management and 
Maintenance 

Farm Chemicals 

Farm Equipment Retailing 

Farm Implement News 

Farm Power 

Feed A 

Feeds Illustrated 

Fibre Containers and Paperboard 
Mills 

Fire E 7 

ire Engi 
Fleet Owne 
ome Covering Profits 


Florist Telegraph Delivery News 


Flow’s Material Handling Illustrated 
Food Business 

Food Engineering 

Food Fi 


1 News 
Forecast for Home Economists 


oundry 
Fountain & Fast Food 
Frosted Food Field 
Frozen Food Age 
Frozen Food Center 
Fueloil & Oil Heat 
Fuel Oil News 
Furniture Age 
Furniture Manufacturer 
Furniture News 
Furniture Production 
Furniture Retailer 


G 
} a Supply Merchandiser 
Gas Age 
Gas Heat 
Gasoline Retailer (The) 
om Dealer Topics 


and Art Buyer 
Giftwares 


GP 

Grain & Feed Review (The) 
Graphic Arts Monthly 
Grocer-Graphic 


Hardware Retailer 
Hardware World 


Hearing Dealer (The) 

Heating & Air Conditioning 
Contractor 

Heating & Plumbing Equipment ame 

Heating & Plumbing Merchand 

Heating, Piping and Air Conditioning 

Hobby Merchandiser (The) 

Home Comforts Wholesale 

Hosiery and Underwear Review 

Hosiery Industry Weekly 

Hospital Management 

Hospitals 

Hospital Topics 

Hotel Bulletin 

Hotel Greeter 

Hotel tn 


el M: 
notel Monthiy"(The nthe) 


House & Home 
Housewares ' 


Ice Cream Field 
ice Cream Review (The) 
ice Cream Trade Journal (The) 
INinois Beverage Journal 
Implement & Tractor 
Implementos Y Tractores 
Indiana Beverage Life 
Industrial and Engineering 
Chemist: 

Industrial Arts and Vocational 
indastrel Desh 

ustria ign 
Industrial Soutlepment 
Industrial Distribution 
Industrial Equipment News 
Industrial Finishing 
Industrial Heatin 
Industrial Labora 
Industrial Maintenance & Plant 

Operation 
Industrial Marketing 
Industrial Medicine and Surgery 
Industrial Packaging 


Industrial , pe 

industry & Power 

Industry & Welding 

Intants’ and Children's Review 

Ingenieria Internacional Construccion 

Ingenieria Internacional Industria 

Inland Printer 

Inplant Food Management 

Institutional Feeding and Housing 

Institutions —— 

Instrument & Apparatus News 

Instruments and Automation 

Insulation 

Insurance Field 

insurance Record (The) 

Insurance Salesman 

Interior Decorators’ Hand Book 

Interior Design 

Interiors 

tron Age (The) 

irri ation Engineering and 
intenance 

1S A Journal 


J 
Jewelers’ Circular 
News 


Jobber 

Jobber Product News 

Jobber Topics 

Journal of Accounta 

Journal of American Oi! Chemists’ 


Society 

Journal of Commerce- international 
Edition 

Journal of Osteopathy 

Journal of Plombing. " eating & Air 
Conditioning _ 


Frank Kane's Licensed Beverage 
Review 


Kansas Beverage Journal 
Kansas Business 
Kansas Construction Magazine 
} pemmeny Bo Beverage Journal 
Knitter 

L 


Lamp Journal 


Life Insurance Sellin 
Light Metal Age 
Linens and Domestics 
Lingerie Merchandising 
Liquor Store 


Luggage and Leather Goods 
Lumberiand 
Lumberman (The) 


M 
Machine and Tool Biue Book 
Machine Design 
Machinery 
Macrae's Blue Book 
Maine Coast Fisherman 
Maintenance 
Management Methods 
Manufacturers Record 
Manufacturing Confectioner 
Marine Engineering 
Marine News 
Mariner (The) 
Maritime Reporter 
Market Growers Journal 
Mart 


Maryland-Washington-Delaware 
mp Journal 
u 


pee and Food Merchandising 
Mechanical Engineering 
mechamzation 

Medical Economics 

Medical Times 

Men's Wear 

Merchants Trade Journal 
Metal Finishing 

Metal Progress 

Metal- Working 

Michigan Beverage News 

Michigan Contractor & Builder 
Michigan Food News 
Michigan Roads & Construction 
Mid-Continent Banker 
Mid-West Contractor 

Milk Dealer 

Milk Plant Monthly 

Milk Products jeurnal 

Mill & Factory 

Mining and Quarrying 
Mining Congress Journal 
Mining Engineering 

Mining World 

Mi ppi Valley Contracto 
Missouri Bevera — 


Modern Hardwaring 
Modern Hospital 

Modern Lithograph: 
Modern Machine 

Modern Materials Handling 
Modern Medicine 

Modern Miss 

Modern Packaging 

Modern Plastics 

Modern Railroads 

Modern Sanitation 

Modern Textiles Magazine 
Modern Windows 
Monopoly State Review (The) 
Motion Picture Exhibitor 
Motion Picture Herald 
Motor 


azine 
Motor Transportation in the West 
Motor West 
Motorship 
— | South (The) 
rades (The) 


N 
N.A.R.D. Journal 


National Bottlers’ Gazette 
National Cleaner & Dyer 
National Engineer 
National Fisherman 
National Fur News 
National Furniture Review 
National Hearing Aid Journal 
National Jeweler 
National ~~ 
National Petr: 
National Photographer (The) 
National Provisioner 
National Real Estate and Building 

Journal 
National Roofer 
National Safety News 
National Underwriter 
Nation's Schools 
New Engiand Appliance & 

Television News 
New England Construction 
New England Electrical News 
New England Hardware 
New Equipment Digest 
New Jersey Beverage Journal 
New Mexico Beverage Journal 
Newspaper Rates and Data 
Northwest Beverage Journal! 
Notion & Novelty Review 
Nucleonics 
Nursing Outlook 

i) 


Observer 
Occupational Hazards 

ice (The) 

ce Appliances 
Office Executive 
Office Managemen’ 
Official Soenalipend Airways Guide 
Offshore Drilling 
Ohio Tavern News 
Oil and Gas Equipment 
Oil and Gas Journal 
Oil, Paint & Drug Reporter 
ey - te Journal & Review of 
optometi ¥ Weekly (The) 
oo ygiene Magazi 

regon Licensee ne 

Organic Finishing 


P 
Pacific Air & Truck Traffic 
Pacific Architect and Builder 
Pacific Builder and Engineer 
Pacific Coast Record 
Pacific Drug Review 
Pacific Factory 
Pacific Fisherman 
Pacific Laundry and Cleaning 


Pacific Mountain States Industrial 
ws 
Pacific Road Builder & Engineering 


Petroleum Week 

Petroleum World and Oil 

PF — The Magazine of Prefabrication 
Photo Dealer 

Photographic Trade News 

Pipe Line Industry 


Pipeliner (The) 

Pit and Quarry 

Pit and Quarry Handbook 

Plant (The) 

Plant Engineering 

Plastics World 

Playthings 

Plumbing & Heatin, ty ~ 

Plumbing-Heating-Air Conatboning 
Wholesaler 

Pocket List of Railroad Officials 

Postgraduate Medicine 

Post's Paper Mill Direct 

Poultry & Eggs pao y Abie! 

Poultry Processing & Marketing 

Power 

Power Engineering 

Power Equipment 

Practical Builder 

Practical Home Economics 

Practical Lawyer (The) 

Precision Metal Molding 

Premium Practice 

Printers’ Ink 

Printing Equipment Engineer 

Printing Magazine including 
“The Offset Printer’ 

Proceedings of the |. R. E. 

Produce News & Produce Barometer 

Product Design & Development 

Product Engineering 

Production 

Production Equipment 

Products Finishin 

Progressive Architecture 

Progressive Grocer 

Public Power 

Public Works Ma 

Publishers’ Auxiliary 


Purchasing 
Purchasing News 


Q 
ualified Contractor 
wick Frozen Foods 


R 

Radio & Television Journal 
Radio Television Service 
Railway Age 
Railway Locomotives and Cars 
Railway Purchases and Stores 
Railway Signaling and 

Communications 
Railway Track and Structures 
Recreation 
Refrigerating Engineering 
Resort Management 
Restaurant Equipment Dealer 
Restaurant Management 
Retailing Daily 
Revista Aerea Latinoamericana 
Roads & Streets 
Rock Products 
Rocky Mountain Construction 
R.N.—A Journal for Nurses 


rokng Sing ann and Insulation 


Roads 


Sales Mana 

Savings and Loan News 
Savings Bank Journal 
Scholastic Coach 

School Arts 

School Equipment News 
School Executive 


Juurnet 


Review 
Pacific Work Boat 
Package Store Management 
Packagi ng Pe Parade 
Packer ( 
Paint and Varnish Production 
Paint, Oil and Chemical Review 
Paper & Paper Products 
Paper& Twine Journal 
Paper, Film and Foil Converter 
Paper Industry (The) 
Paper Mill News-Feature Numbers 
Paper Mill News-News Issues 
Paper Sales 
Paper Trade Journal 
Park Maintenance 
Parts Jobber Magazine (The) 
Patterson's Calif. Beverage Gazetteer 
Petroleum Engineer 
Petroleum Equipment 
Petroleum Marketer 
Petroleum As 
Petroleum Refine: 
Petroleum Trenaperter (The) 


s 
Seed World 

Server (The) 

Service (Radio-Television-Electronic) 
Servi Management 

Shipping Digest 

Shoe and Leather Reporter 
Showmen’s Trade Review 

Signal 

Signs of the Times 

ways 

Small World 

Snips Magazine 

Soap and Chemical Specialties 
Southern Appliances 

Southern Automotive Journal 
Southern Beverage Journal 
Southern Building Supplies 
Southern Fisherman 

Southern Florist and Nurseryman 
Southern Hardware 

Southern Hospitals 

Southern Motor Cargo 

Southern Power & Industry 
Southern Seedsman 


“nnnw 


Southwest Bidr. & Contr.— 


Arch. & Bidg. Edition 
Southwest Bidr. & Contr.— 
Eng. & Public Works Edition 
Southwestern Advertising & 
on 
Spectator (The 
Spirits 
Sporting Goods Dealer 
Sees les Goods Products 
con 


Set Radio Rates and Data 
Standard (The) 

Starchroom Laundry Journal 
Ss 


teei 
Steei Processing 
Sugar 
Sugar Journal (The) 
Super Market Manager 
Super Market Merchandising 
Super Market News 
Super Service Station 
Surgical Business 


T 

Tap & Tavern 

Taxicab Industry — Auto Rental 
News (The 

Technician & Circuit Digests 

Tele-Tech & Electronic Industries 

Television Age 

Texas Contractor 

Textile Age 

Textile Bulletin 

Textile industries 

Textile World 

Thomas’ Register of American 
—_— 


Timbermas 

Tire, Battery & Accessory News 
Tire Review 

Tires TBA Merchandising 
Tobacco jobber (The) 

Toot Engineer (The) 
Tooting & Production 
Tourist Court Journal 

Toys & Novelties 

Traffic World 

Transportation Supply News 
Transport Topics 

Travel Items 

Trusts and Estates 


U 
Underwriters’ Report 
Underwriters Review 
Upholstering 
Utilization 


v 
bd Store Merchandiser 


ventene & ee 
Voluntary & Cooperative Groups 
Magazine 


w 
Wastes Engineering 
Water and Sewage Works 
Waterways Journal (The) 
Water Works Engineering 
Welding Engineer 
Welding Illustrated 
Western Advertising 
Western Appliances & Television 
Western Automotive Journal 
Western Aviation 
Western Baker 
Western Bottler 
Western Builder 
Western Building 
Western Canner & Packer 
Western City 
Western Confectioner with 
Western Candy Review 
Western Construction 
Western Dairy Foods Review 
Western Electronic News 
Western Fabrice | 
Western Farm Equipment 
Wweaetern Feed & Seed 
Western riuit Grower 
Western Hotel & Reetaurant Reporter 
Western Industry 
Western Machinery & Steel Woug 
Western Metals 
Western Paint Review 
Western Uncerwriter 
What's New in Home Economics 
Wines and Vines 
Wisconsin Beverage Journal 
Women's Wea: Daily 
Wood and Wood Products 
Wood Construction & Bidg 
Materialist 
Wood- Worker 
Wood Working Digest 
Work Boat (The) 
World Construction 
World Oil 
World Petroleum 
World's Business & Guia 


Yankee Grocer 
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There’s A 


The State Journal 


2 
Is Running 
i. re 


202,400 


Minimum premium charge 
for b/w 3e page unit. 
275.00 (b/w Page cost, 
624.00) 


LANSING 


MICHIGAN 


Capital City © 
of Michigan 


‘Bright 
Spot 


FULL COLOR 


| Schenley Appoints Three 
Eugene D. Frank, formerly na- 
tional brand manager of Straight 
Whisky Distilling Co., has been ap- 
|pointed national brand sales man- 
ager of Schenley Distillers’ new 
|operating division for Old Stagg 
|}and Cascade bourbons. Stanley A. 
Schottland, formerly advertising 
brand manager of Canadian 
Schenley O. F. C., Schenley Gold- 
en Age gin and Schenley Cham- 
| pion 8 and 12-year old bourbons, 
|has been named advertising direc- 


Outstate 


Available for the 
first time in out- 
state Michigan. 


Quality Reproduction 


|tor of the new Schenley division. 


Tear sheets of full color ads Irving Pastrich, previously with 


which have appeared in The isti 
State Journal available on a See Se 
request. 


has been 
named assistant ad manager of the 


| division. 


THE STATE JOURNAL § [geiecetee 
eer Member of Federated Publications : | 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


space representative for the Jour- 
nal of Lifetime Living, has joined 
the staff of Premium Practice, a 
Bill Bros. publication, New York, 
as eastern representative. 


Grit families ride the streets 


of 16,000 true small towns 


We commissioned a fellow named Dickey (N.Dak.) 
Tracy (Calif., lowa, Ky., Minn., Mo.) to go sleuth- 


ing among our records. 

““Gentlemen,'’ said Mr. Tracy, ‘‘Grit is indeed a 
remarkable periodical. Of the better than 800,000 
copies sold each week, exactly 58.56% find their 
way to families in towns of 7500 and less. lake my 
word, no other national publication comes even 


close to this concentration. What's more, Grit 
towns are true small towns. ¥ou can't detect metro- 
politan influences in them. They're far removed 
from any big cities. 

“When you lump these 16,000 towns together, 
gentlemen, you have a remarkable sight. For here is 
a market larger than Cleveland, Washington, 
Pittsburgh, Rochester and Indianapolis combined. 


Z 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


And a market which Grit reaches best of all. 
“Over 334 million people read Grit every week as 


taithfully as they go to church on Sundays. And, as 
a score of yearly surveys prove, these people have an 
unbreakable habit of buying the products they read 
about in Grit. 

“Therefore, gentlemen, my deduction is that the 
strategy of every major advertiser should include a 
Grit campaign. Especially since a consistent big- 
space schedule can be had at a cost of about $1 per 
town per year. 

Whereupon Mr. Tracy clapped on his hat and 
went off to visit Flattop (Ala.). 

Grit Publishing Co., Williamsport, Pa. ¢ Represented by Scolaro, 


Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


ste 
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Seamprufe Seeks 
Style ‘Ambassadress’ 
in Hosiery Drive 


New York, June 20—Seamprufe, 
hosiery and lingerie manufacturer, 
will base its fall hosiery promo- 
tion on a nationwide search for the 
“U.S. Ambassadress of Fashion to 
the World,” who will represent 
American fashion in a six-week 
world tour of the fashion capitals 
of 26 countries. 

Starting in August, consumer 
advertising will appear in Life and 
several fashion magazines. Trade, 
cooperative and tie-in advertising 
with other manufacturers also is 
being planned, plus publicity cov- 
erage via newsreels, network tv, 
newspapers and fashion magazines. 

The contest is open to all Amer- 
ican women, and the sole require- 
ment is to answer in 50 words or 
less, the question, “Why is hosiery 
essential to my fashion wardrobe?” 
Entries must be left in Seamprufe 
ballot boxes located in retail 
stores. 

The “ambassadress” will pre- 
sent a complete ensemble created 
by American designers to the most 
important woman of fashion in 
each country she visits, the compa- 
ny reports. In return, she will re- 
ceive from each country its own 
outstanding fashion item for her 
own personal wardrobe. 


@ Upon her return, the “ambas- 
sadress” will be greeted by a wel- 
coming parade down Fifth Ave., 
a United Nations charity ball and 
personal appearances on 12 net- 
work tv programs and in Seam- 
prufe stores across the country. 

Judges for the contest will be 
Henry Sell, editor-in-chief, Town 
& Country; Eugenia Sheppard, 
women’s feature editor, New York 
Herald Tribune; Carmel Snow, 
editor-in-chief, Harper’s Bazaar; 
Virginia Pope, fashion consultant, 
and Vyvyan Donner, fashion edi- 
tor, United Press tv and movieland 
newsreel. 

To back up the contest, Seam- 
prufe also has announced (1) two 
buyers’ contests, (2) two salesgirls’ 
contests, (3) a telephone order 
board contest, (4) two window 
display contests, (5) a contest for 
Seamprufe salesmen and (6) a 
20%-off sale, featuring a bill en- 
closure mailing. 

Seamprufe’s final promotion of 
the year will be a special Christ- 
mas giveaway—a $5 jeweled pin, 
designed by Napier, to be given 
free with each three-pair purchase. 

Gibbons-O’Neill is the agency. 


Washington Women’s Adclub 
Elects Mary Harvey 

Mary Kersey Harvey, vp of M. 
Belmont Ver 
Standig, has been 
elected president 
of the Women’s 
Advertising Club 
of Washington. 

Other officers 
elected are Vi 
Dudley, Mercury 
Press, vp; Vir- 
ginia Conway, 
Washington Res- 
taurant Assn., 
ee pneny Ceene treasurer; Betty 
Mclivane, Courtesy Associates, re- 
cording secretary, and Marion 
Brechner, WGAY, Silver Spring, 
corresponding secretary. 


Albert Frank Adds Oftice 
Albert Frank-Guenther Law, 
New York, has opened a Los An- 
geles office at 1308 Wilshire Blvd. 
under the direction of Russell H. 
Clevenger, recently transferred 
|from New York. The new office 
| will enable the agency to provide 
more complete service to its clients 
in Southern California. The agency 
jalso operates branch offices in 
| Boston, Chicago, Philadelphia, San 
|Francisco and Washington. 
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KROGER ADVERTISING LINAGE 
IN CHICAGO NEWSPAPERS 
300,000 


NEWS 


200,000 


\ emcan 


100,000 
ALL-DAY NEWSPAPER 
| ; 
|, 
¢ 
- = ZA a q 
1924 1934 1954-55 


NATIONAL ADVERTISERS : 
GET THE SAME 


OVERNIGHT RESULTS 
FOR YOUR PRODUCTS! 


Today, Chicago retail grocers show a 3 to 1 
preference for evening newspaper advertising. 
Typical among these important food adver- 
tisers are the Kroger Stores. They have seen 
the impact of tonight’s advertising in terms 
of tomorrow’s store traffic. 

Following the advertising pattern of suc- 
cessful chains affords the greatest opportunity 
to support the volume retailers of your prod- 
uct. It provides the greatest incentive for tie- 
in advertising. It is the fastest way to introduce 
a new product . . . the most economical way 
to gain greater share-of-market for products 
which are already established. 


FIVE WAYS THE 
CHICAGO AMERICAN GIVES 
ADVERTISING MORE PAY-OFF 


1. Big, Responsive Evening Circulation— 

500,000 daily in high-potential Chicago trading area. 
2. Largest Evening Home-Delivered Circulation— 
44.4% home-delivered in Chicago and suburbs. 


3. Full Corporate Chain Representation— 

More than double the food chain linage of the morning news- 
paper, more than five times that of the all-day newspaper. 
4. Top Food Editorial Pages— 

Mary Martensen’s food columns are exciting everyday news 
for Chicago women. 

5. Tie-In and Marketing Cooperation— 

Mary Martensen features your products on her TV cooking 
school program . . . field men work under your direction to 
promote your advertising to the trade. 


Represented Nationally by 
HEARST ADVERTISING SERVICE INC., Offices in 15 Principal Cities 
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Maytag Will Hire 
PR Agency on Basis 
Of Questionnaire 


NEwrTON, Ia., June 19—The May- 
tag Co. is using a detailed ques- 
tionnaire to aid in the selection of 
a public relations agency. It is be- 
lieved to be the first time that a 
company has used questionnaires 
to hire a pr company, although the 
practice is common in choosing an 
advertising agency. 

Emmett F. Butler, Maytag public 
relations director, told ADVERTISING 
AcE that questionnaires were 
mailed to a select list of pr agen- 
cies and that more than half of the 
agencies have filled out and re- 
turned the questionnaires. About 
16 replies have been received to 
date, and several more are ex- 
pected, Mr. Butler said. 

The questionnaire contains 20 
items—some routine and others of 
a more complex nature. Among the 
general questions are the name 
and address of the agency, when 
and where it was founded, type of 
organization, affiliates, principal 
and branch offices, what home ap- 
pliance accounts the agency now 
handles or has handled and the 
fulltime agency personnel. 


= The questionnaire also asks 
about the fee schedule and billing 
procedure; what outstanding pub- 
lic relations jobs have been done; 
who the account executive will be, 
his background and how much 
time he will spend on the Maytag 
account and other accounts; other 
people who will be assigned to 
Maytag and how much time they 
will spend; the agency’s associa- 
tion, if any, with an advertising 
agency, and facilities and services 
available. 

Also requested is information on 
all accounts and billings, what the 
pr organization has to offer May- 
tag, how the agency would develop 
recommendations as to the basic 
aims and plans of Maytag’s pr pro- 
gram and what provisions have 
been made for continuance of the 
agency if something should happen 
to the principal owners. 

“We feel that the questionnaires 
will save a lot of our executives’ 
time,” Mr. Butler said. “We can 
eliminate those agencies that we 
feel could not handle the job and 
call in those that we think are 
qualified.” 

Mr. Butler said he was very 


~\_ We must admit we're 
_o mighty proud of com- 

* up a winner 
TWICE in BILL- 
BOARD'S survey of 
TV COMMERCIALS 


OUR QUICK SERVICE RATED 
FIRST IN THE NATION AND WE 
PLACED SECOND IN ECONOMY ! 


And of course, we'd be mighty 
pleased to show you how we can 
make a QUALITY TV Spot for 
YOUR CLIENT with the speed and 
economy that gained us these 
awards! 


We make every type of film and 
slide. Write for information today! 


FILMACK 
syupros + 


CHICAGO, HL. | NEW YORK, &.Y. 
1323 S. WABASH 341 W. 44th ST. 


pleased with the sincere approach 
that was being taken by the pr or- | summer. 


questionnaires. “They have shown 


time and hard work in filling out 
the reports,” he said. “This indi-|Mr. Butler will continue as pr di-| available from the association at 
| cates a sincere attitude and a de-/rector and will coordinate opera-| 360 N. Michigan Ave., Chicago. 
tions. Leo Burnett Co., Chicago, is | 
Olson Resigns as Dean of 
Medill Journalism School 
Kenneth E. Olson has resigned | York, has joined the copy staff of 
The American Assn. of News-|as dean of the Northwestern Uni- 
paper Representatives plans to/versity Medill School of Journal-|also in New York. 


sire to do a job for Maytag.” 

When the list is narrowed down, | Maytag’s ad agency. 
the survivors will be called in to 
make presentations and be inter-| Set R.O.P. Color Meet 
viewed, Mr. Butler said. He indi- 
cated that the agency probably 


Advertising Age, June 25, 1956 


will be hired at the end of the;sponsor the first annual R.O.P.) ism, effective Aug. 31. Mr. Olson, 
| Color Conference to be held at the who has been dean for 19 years, 


filled out the Maytag has been using various | Sheraton Hotel, Chicago, Sept. 27- | asked to be relieved of his admin- 


pr companies on a one-shot basis. | 28. Registration will be $10, which istrative duties for health reasons. 
a willingness to put in a lot of|Last year, Ruder & Finn, New| includes luncheon both days of the | However, he will remain on the 
York, handled the company’s pr.| conference. Further information is | Medill faculty as a teacher and 


will continue to engage in research. 

Beckoff Joins Franklin Bruck 
Philip Beckoff, formerly with 

Martin Advertising Agency, New 


Franklin Bruck Advertising Corp., 


CCTOSER 95S = ARCHHTECTURAL RECOmO 


LE CORBUSIER’S NOTRE DAME DU HAUT AT RONCHAMP 


The American Institute of Architects has 
presented to Architectural Record both First 


Awards for which architectural magazines were 


eligible in its Third Annual Architectural 
Journalism Competition. 


Architectural Record has now won five out of 


six possible top awards in editorial competitions 


sponsored by the A.I.A.—the professional 
organization preeminently representing the 
audience for which all architectural 


magazines are edited. 


top awards go to 
American Institute 


THE MEANING OF 
RECIONALISM IN AR 


By Pietre Beltwccki 
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Loan Plan Boosts Sales 

D. P. Bushnell & Co., Pasadena, 
has boosted sales of its Riflescopes 
by urging shooters to borrow one 
for a month and try it in the field. 
There is no charge for rental or 
use. A deposit is refunded by the 
dealer when the scope is returned 
in good condition, or applied to- 
ward the purchase price. The loan 
system will be promoted in outdoor 
magazines and ads will feature 


out by dealers which entitle 
“bearer to the loan of any Bushnell 
Riflescope for one full month.” 
Hixson & Jorgensen, Los Angeles, 
is the agency. 


| 


_Lambert-Hudnut Adds to K&E 
The Lambert-Hudnut division of 
|Warner-Lambert Pharmaceutical 
|Co., New York, has appointed Ken- 
yon & Eckhardt, New York, to 
handle advertising and promotion 


| Richard Hudnut line. The agency | Cressine Watch Not 


now handles Richard Hudnut home 


shampoos and cream | Dustproof—and Not 
Worth $8, FTC Says 


WASHINGTON, June 20—A Fed- 
Chicago, has appointed Joe Sei-|eral Trade Commission hearing 
ferth client service director. Mr.|examiner said last week that the 
Seiferth formerly was advertising| “fine precision Cressine watches” 
manager of Fanfare, published in|distributed by Rogers-United 
|cooperation with the Chez Paree,/Corp., New York, to individuals 


| permanents, 
rinses. 


Burton Browne Names Seiferth 
Burton Browne Advertising, 


dealer names. A part of the cam-|for two new major products to be Chicago nightclub, and was pro-|entering its puzzle contests, were 


paign consists of certificates passed | marketed in 1957 as part of the|motion manager of Chicago. 


jnot “dust-proof, dependable, and 


ARCHITECTURAL RECORD in 
of Architects’ Journalism competition 


out of 6 Awarids by the American 
Architects bespeak the editorial v 


Additional editorial reasons why year after year (and again 
in 1956) more building product manufacturers and their 


advertisi ncies are placing more of advertisin 
in Archisectoral Record than fa any other architect 
magazine: 

A total of 36 awards for editorial 


excellence—a record for architectural magazines. 


Editorial content timed and balanced with 

the aid of Dodge Reports of building planning 
activity to be of top value to architects and 
engineers in terms of the work on their boards. 


3 Most editorial pages in the field— 
with every page edited specifically for architects 


and engineers. 


4 Steady preference of architects and engineers 
for Architectural Record as shown by 


out 


of 91 readership studies sponsored by 
building product manufacturers and 
advertising agencies. 


Again in 1956, your architectural advertising is 
most productive when addressed directly to archi- 
tects and engineers in the one magazine edited 
specifically for architects and engineers— Archi- 
tectural Record. 


Architectural Record 


“tworkbook of the active 
architect and engineer” 


119 West 40th Street - New York 18, N.Y. 
Oxford 5-3000 
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distinctive,” had retail value of less 
than $8, and cost the company 
only $3.25. 

In an initial decision, Examiner 
Loren Laughlin said 140,000 con- 
testants paid $1,475,000 to enter 
| the contests. The order would pro- 
|hibit the company from represent- 
ling that its contests are part of a 
plan to advertise or introduce 
merchandise. 


Auto Dealers Directory 
Published by Klein & Co. 

The first volume of the Direc- 
tory of American Automobile Deal- 
ers has been published by B. 
Klein & Co., New York. The vol- 
ume, with 8,500 listings, covers the 
nation’s Ford-Lincoln-Mercury 
dealers. 

Three additional volumes will 
be published by Sept. 1. Vol. 2 will 
cover General Motors Corp. deal- 
ers, vol. 3, Chrysler Corp. dealers, 
and vol. 4 dealers of Nash, Hudson, 
Studebaker, Packard, Willys and 
all foreign car dealers in the U. S. 
The directory will cover 44,000 
auto dealers. 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
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month after month... 


1512 million’ men and women“live by the book” 


“Living by the Book” is no abstraction! It’s Separately and together, every member of the family turns to 
always something definite and concrete — to do, to make, to buy. Better Homes & Gardens for help with today’s tasks, inspiration 
It’s blueprinting a carport or a patio. It’s mulling over a menu for tomorrow’s plans. It’s the spark for the warm friendly fire 
a or sewing new draperies for the living room. It’s buying a new that burns everywhere on America’s hearthstones! 


car, a power mower or a hundred tulip bulbs. Isn’t this the way you use it? 
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...and the book is Better Homes and Gardens! 


4.250.000 DELIVERED COPIES EACH MONTH 


“~ 


*15,500,000 people read an average issue of BH&G! One-third of the 123,800,000 


people 10 years of age and older in the U. S. read one or more of every 12 issues. 


of them are men! 


That's 44,150,000 people—and over 40% 


during the year... 


13 0f America reads Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa 


*A 12-Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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tells about how the magazine lost 
Bauer & Black as an advertiser. It 
/was not funny at the time, how- 


“Some time later,” Mr. Minor 
said, “the publisher used the plas- 
ters and discovered that they did 


cure his corn in less than 48 hours. | 


He told me to try and get the ac- 
count back, but although I tried 
for many years I never did suc- 
ceed.” 

The hardest sale he ever made 
was the Weyerhaeuser Sales Co., 
St. Paul. “I called on Earl Rooney, 
advertising manager of the compa- 
ny, for nearly 20 years before he 


jsaid. “That was four years ago, 
when Popular Mechanics published 
|its 50th anniversary issue. 

“Mr. Rooney finally came around 
'and agreed to run a half-page ad 
|in the issue. Later, he told me that 
\it pulled better than any ad the 
company had ever placed. It was 
a long fight, but I finally won.” 


|@ Mr. Minor’s brightest moment in 
|his long selling career came with 
the 50th anniversary issue. He was 
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advertising. The largest number of 
lines that he had ever sold before 
in a single issue was 5,000 lines. 

“T never worried about anything 
so much in my life,” Mr. Minor 
recalls. “I worked day and night 
for months. I contacted every 
prospect I had ever called on be- 
fore and many new ones. I ended 
up with 10,300 lines.” 

Covering his sales territory— 
which included the states of IIli- 
nois, Wisconsin and Minnesota—in 


placed the first ad,” Mr. Minor | assigned a quota of 10,000 lines of | the early days was quite a chore, 


28 
v7 7] /ever; the company was his prize 
Corn Reason | “bread and butter” account. 
| Mr. Windsor, recalls Mr. Minor, 
|did not believe Bauer & Black’s 
for Account Loss plasters, despite the fact that he 
| had never used the product. The 
ads maintained that the corn plas- 
At ‘Popular Mechanics,’ ‘The publisher ordered Mr. Minor 
Minor Recalls Old Days to quit accepting the advertising. 
Cuicaco, June 19—When Charles ~ 
selling advertising, he is not fool- 
ing. For 54 years—the last 50 with 
Popular Mechan- 


advertising for its Blue Jay corn 

Retiring After 50 Years ters would cure a corn in 48 hours. 
F. Minor Sr. tells you his hobby is 
ics—he has eat- 


en, slept and 
lived the selling 
of space. 


His retirement 
from active sell- 
ing marks the 
end of the fa- 
mous “Gold Dust 
Twins” combina- 
tion of Minor- 
Blair. Clyde 
Blair, the other 
half of the selling team, died ear- 
lier this year. Both men started to 
work for Popular Mechanics the 
same day, Jan. 27, 1907, at the 
same salary—-$25 a week. 

At the youthful age of 15, Mr. 
Minor had gone to work for the old 
Lord & Thomas agency as an order 
clerk. Later, he worked for George 
Herbert, special representative for 
farm papers, and as a classified ad 
salesman for the old Chicago Ex- 
aminer before joining Popular 
Mechanics. 

“We had a tough time selling ads 
when I first started with Popular 
Mechanics,” Mr. Minor said. “Many 
prospective advertisers knew that 
our largest advertiser was getting 
a reduced rate. I did not like this 
situation, so I talked it over with 
the publisher, Henry H. Windsor 
Sr., and we agreed that when the 
contract came up for renewal, we 
would ask our biggest customer to 
pay the full rate.” 


Charles F. Minor 


= Things looked very bleak when 
the advertiser refused to advertise 
at the full rate. Six months later, 
however, the company renewed its 
advertising—this time at full rate. 
Mr. Minor had photographs made 
of the new contract to show other 
prospects that rates were the same 
for everyone. 

Mr. Minor laughs now when he 


You don't have ©. 
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to use a 


Casionll e. 5 
BODONI secre baal © To 


After only a few minutes of practice, anyone can 
do crisp, professional hond lettering with o Vari- 
graph. Ali you do is move a stylus along the 
letters in a, erGoved templet. Work is always 
clearly visible. More than 600 voriotions in size 
and shope of letters may be produced-from one 
templet— 126 templets and lettering styles. Letter 
with either pen or pencil. Letter directly on paper 
offset plotes. Varigraph is “built to watchmakers 
precision, and quoranteed to deliver o long life 
of service. It will pay for itself mony times over 
in a short time. 


Try it yourself — no obligation 
Write today — Dept. 75 


VARIGRAPH CO., Inc., Madison 1, Wis. 
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THIS WOMAN WITH 
she’s part of the 68.4% of WOMAN’S DAY 
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Here’s why: the WoMAN’s Day circulation method is unlike that 
of most other magazines. The usual channels of distribution don’t 


enter the picture. It has no newsstand outlets and no subscriptions. 
For that reason, WOMAN’sS Day attracts a tremendous, undupli- 
cated audience. Sold only in A&P stores to A&P customers — its 
circulation is 100% single-copy voluntary sales to people out shop- 
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Mr. Minor recalls. “Out of town 
calls were made via wood-burning 
trains and horse-drawn carriages,” 
he said. “In Chicago, I walked and 
rode the trolley, but most of the 
time I walked. Money was scarce 
in those days. 

“It was more fun selling in the 
early days, because when you 
made a sale, you really felt that 
you had accomplished something,” 
he said. “Page ads cost only $90 
then, but they were harder to sell 
than pages today—at $2,700.” 


ed ee 


He likes to tell about some of | made their first motorcycle in a 


the early advertisers in Popular | shed. 
|Motor Co. 


Mechanics—companies that have 
since grown to great proportions. 
“I sold Ole Evinrude his first ad, 
when he was doing business in a 
Milwaukee hayloft. Evinrude Mo- 
tors today is one of the largest 
manufacturers of outboard motors 
in the world, and the company 
credits much of its success to ad- 
vertising in our magazine.” 

He also remembers the Harley 
and Davidson boys when they 


“Today, Harley-Davidson 
is probably the best 
known motorcycle company in the 
world,” Mr. Minor said. 


s From now until Jan. 27, Mr. 
Minor will assist in the reassign- 
ment of his accounts and territory 
to other salesmen. After his golden 
anniversary, he will continue to be 
associated with the publication on 
a consultation basis. 

“TI think that Popular Mechanics 


is the greatest advertising medium 
in the world,” Mr. Minor said. “I 
feel that a bright future for the 
magazine has been automatically 
established because of the marvel- 
ous returns it has produced for ad- 
vertisers over the years.” 

Does he have any advice for 
young salesmen? 

“The more calls you make, the 
more sales you make,” Mr. Minor 
declared. “Establish yourself per- 
sonally with advertisers by making 
personal calls. Write follow-up let- 


qeodas 


“ 


| LIFE, LOOK AND THE POST COMBINED 


readers these 3 other magazines don’t reach” 


ping and in the mood to buy. They’re people with large families... 
people who need and can afford to buy all kinds of merchandise... 
from lozenges to lighting fixtures, from soft drinks to snow suits. 
They represent a huge buying potential for your product. You can 
sell them—without waste or duplication—only with WoMAN’s Day. 


GET YOUR A&P CUSTOMERS HERE 


, eS woman's day 


*SOTH STARCH ’S CONSUMER MAGAZINE REPORT DATA 


~ 
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ters—lots of them—and keep the 
name of your publication constant- 
ly in front of advertisers. It’s just 
as simple as that.” 


Compton Agency Expands 

Compton Advertising, New 
York, has moved to 625 Madison 
Ave., its second move in two years. 
The new offices are twice the size 
of the former quarters, and_ the 
new lease covers a period of 15 
years at a rental totaling $8,000,- 
000. Compton’s billings have in- 
creased by almost 30% in the past 
two years, according to Barton A. 
Cummings, president, and more 
than 140 persons have been hired, 
bringing the New York staff to 
more than 500. 


Intaglio Boosts Heiland 

George W. Heiland, vp of manu- 
facturing, hus been appointed gen- 
eral manager of Intaglic Service 
Corp.’s Chicago operation. He suc- 
ceeds Irwin Werner, vp, who re- 


i 


OF SOUTH CAROLINA'S 


INCOMES 


AMOUNTING TO 


$613,935,000. 


are in the COMPACT 


{ in SOUTH 
St CAROLINA 


Here is America's textile-industrial 
center, with more wage earners and 
higher payrolls among its 510,320 
people thon S.C.'s second and third 
markets combined. Total Retail 
Saies, and sales of Food, General 
Merchandise, Apparel, Furniture & 
Appliances, Autos, etc., are greater 
here than in any other market in 
S. C. By every accurate measure- 
ment, Greenville is your first market 
in South Carolina. 


Write us or WARD-GRIFFITH for 
information ond for assistance In 
selling your products in The Green- 
ville Market. 


Figures from SALES MANAGEMENT 
1956 Survey of Buying Power 


Daily Circulation 
99,042 
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PETROLEUM WEEK 


Advertisers 


Operate on ‘More | Opening up the old problem of|since the client holds the agency | two. ing Canadian tv a better and more 
|private tv ownership, the ACA| responsible for a satisfactory per-| “We feel that a compromise be- | efficient service,” he said. 
Commercial’ Basis, | brief asserted that in many cities|formance, but the agency is not|tween government subsidy and| Before presenting the brief, ACA 
|where only the CBC is allowed to|allowed any authority over the|commercial revenue would erase a| had completed intensive studies on 
ACA Urges CBC loperate, tv facilities cannot keep | production. lot of the present problems, if | all aspects of tv advertising. From 
jup with the demand for time. | this compromise were an effective | figures ACA has computed, nation- 
ToRONTO, June 19—Canadian | These cities include Toronto, Mon-|® Mr. Healy commented: “I feel| one. CBC could still maintain Ca-|al advertisers spend $40,000,000 in 
Broadcasting Corp. is not giving | treal and Winnipeg. our most important point was our/nadian culture and take much television in Canada. However, the 
tv advertisers adequate attention| Delving into CBC regulations, | recommendation of three alterna-| more advantage of the advertising | CBC in its last financial statement 
or service, according to a brief pre-|the ACA brief pointed out that/ tives for CBC operation. The three | revenue available,” he said. reported its commercial revenue 
sented by the Assn. of Canadian|there is insufficient control by/| alternatives eventually would have| Mr. Healy commented that ACA was approximately $3,000,000. The 
Advertisers to the Royal Commis-|agencies over the production of|/to be (1) complete government|is still in favor of private tv sta-| commission is planning to investi- 
sion on Broadcasting. |live commercials. The agencies do|subsidy, (2) commercial revenue,| tions. “We feel that competition| gate the wide variance between 
The ACA, which represents 170|not feel this is a fair practice,/or (3) a compromise between the is still an important factor in mak-| the two figures. 
national advertisers in Canada,| 
asked that the CBC operate on a 
“more commercial” basis. 
“We feel this is the only solu- 
tion to many of the problems that 
have plagued the CBC for years,” 
Frank Healy, general manager of | 
ACA, told ADVERTISING AGE. 
“Canadian advertisers are eager | 
to spend money on Canadian tv,” | 
he said. “They already spend 
$40,000,000 a year, but these ad-| 
vertisers are facing many serious | 
problems under the present condi- 
tions,” he said. 
The problems were outlined in 
the 16,000-word report presented 
to the commission: 


@ With network programs either | 
not open for advertising, or used 
by the limited number of national | 
advertisers able to afford them, | 
the bulk of advertisers cannot find 
suitable programs or time sched- 
ules. 


e Perhaps the biggest problem 
facing the Canadian tv advertiser 
is the fact that to secure network | 
discounts, advertisers are forced 
to take the whole network. The 
cost-per-1,000-homes under this 
scheme can range from $1.80 to 
approximately $20 in various mar- 
kets, | 

Because of this last problem, | 
many sponsors are paying to reach | 
markets that are not needed or 
wanted. The situation is further | 
aggravated since these sponsors 
are paying far more than they | 
would have to pay to reach these | 
markets through other media, such 
as radio. 


n Ry 


Shell Chemical’s many products are used by different segments 
of the petroleum industry, from production to transportation. 
MERTON H. KEEL, Advertising Manager of Shell Chemical 
Corporation, N. Y., uses PW for institutional and product ad- 
vertising, because it reaches across the entire petroleum industry. 


A. O. Smith Corporation’s broad line of equipment is used in 
every segment of the oil industry. STAN WOLKENHEIM, 
A. QO. Smith’s Director of Marketing, Milwaukee, has been 
using a two-color spread campaign in Petroleum Week to get 
his advertising message to key oil men “across the board.” 


Figé pet ihe 


Sh ei 9 Sis ear, —— % ny. 7. 


® Peter Wright, acting as counsel | 
for the ACA, reported that Cana-| 
dian network costs are more than 
twice U.S. costs. He said that use 
of network tv, because of long 
contracts, makes ad budgets in- 
flexible. 
The ACA ccunsel reported that | 
tv penetration in different areas | 
varies from 27% in the prairie| 
provinces to 73% in Ontario. 


The petroleum industry is one of many important markets for 
Pittsburgh Steel Company products. JOHN H. WEISGERBER, 
Manager of Advertising and Public Relations, uses Petroleum 
Week to carry the Pittsburgh Steel sales message to the impor- 
tant buying influences in oil production. 


Among Aero Design & Engineering Company’s best customers 
are the large number of wide-ranging oil men, who travel almost 
exclusively by air. Aero’s President, R. T. AMIS, Jr., Bethany, 
Okla., (beside one of the Company’s “Commanders”) uses 
Petroleum Week to get the “Commander” story to manage- 
ment personnel in all segments of the petroleum industry. 


Leading advertisers know that Petroleum Week has. . . 


Simplified Selling to the Whole Oil Industry 


of 
ALL women’s store ” | 


LINEAGE... 


63.9% of daily lineage... 
APPEARS IN’ THE 
BUFFALO 


COURIER-EXPRESS 


i . ; aS : Bre 
a ng ; 

COURIER-EXPRESS 
Recmmsines. Senldihin Meher Sein 


Pacrfictitest : Dove & Hoples 


Repo 


Right from the start, leading ad- 
vertisers recognized that Petroleum 
Week filled a vital need in the com- 
plex -_ closely integrated oil indus- 
try. They backed up this conviction 
with space contracts—and renewed or 
increased them for 1956. Their rea- 
sons for doing this are clearly defined. 

Petroleum Week's unique editorial 
concept gives balanced coverage of 
all segments of the oil industry to all 
important buying levels. Industry-wide 


and industry-deep, Petroleum Week 
includes up-to-the minute news of all 
important developments in explora- 
tion, drilling and producing, process- 
ing, transportation and marketing — 
written and interpreted on an industry- 
wide basis for management, engineer- 
ing and supervisory personnel. 

Every issue of Petroleum Week is 
designed for cover-to-cover reader- 
ship. Every page can be easily compre- 
hended by every reader— technical or 


OIL’S MOST READABLE MAGAZINE * PETROLEUM WEEK 


non-technical —in every job classifica- 
tion. The variable-speed technique, as- 
suring faster, easier, more rewarding 
reading, puts every page —advertising 
and editorial—in the main stream of 
reader traffic. 

Advertising in Petroleum Week 
thus shares the high attention value 
of oil's fastest-growing magazine 
—thoroughly read throughout the in- 
dustry, and still excitingly new. 
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Cranberry Group's Ads Push Drink Additive 
To Bar Trade; Consumer Market Seen 


New York, June 19—National; Scotch or bourbon—has no taste of 
Cranberry Growers, packer of the|its own, but picks up the taste of 
Ocean Spray line, has introduced|the basic ingredient and “adds 
Cran—sweetened, full-strength) luster and color to it.” 


cranberry juice—to be used to 


The new drink glorifier, at pres- 


“bring out the flavor of mixed ent, is a professional product re- 


drinks.” 
Cran, according to the company, 


stricted to the bar trade. So far it 
is distributed throughout the East, 


when mixed with any alcoholic) but the company expects to attain 


Advertising for the new product|alcoholic beverages, salads, sher- 


is concentrated in the beverage, | 


bets, pies, etc., now are being 


hotel and restaurant trade publica-| tested, and the company is aiming 


tions—augmented by a tie-in pro- 
motion with White Rock vodka! 
mixer. The _ institutional sales 
force of White Rock is distributing 
bottles of Cran to bartenders, with 
a recipe booklet suggesting ways of 
using Cran with White Rock. The 
National Cranberry Assn. also has 
prepared a “Professional Barman’s 
Manual” for Cran. 


to establish Cran as a grocery 
store product within a year. 

Co-ordinated Advertising Corp. 
is the agency for Cran. 


Yoder Joins ‘U.S. News’ 

Carl Yoder, formerly with Dun’s 
Review & Modern Industry, has 
joined the regional sales staff of 
U. S. News & World Report in 


beverage—vodka, gin, rum, rye, national distribution in six months. 


Recipes using Cran in non-|Cleveland. 


PETROLEUM 


WEEK — 


Readers 


Some typical reactions and reading habits 


L. W. T. Cummings Dudley A. Wood 


L. W. T. Cummings, Administrative 
Engineer of the Sun Oil Company, 
Philadelphia, reads Petroleum Week 
regularly and comments that it gives 
him a quick insight into current devel- 
opments in the whole oil industry. This 
is particularly helpful since his primary 
interest is refining, which is closely de- 
pendent on progress and developments 
in all other segments of the industry. 


Dudley A. Wood, Vice President of 
the Broswood Oil Company, Tulsa, 
has been a subscriber to Petroleum 
Week since its inception. Time does 
not permit thorough reading of many 
trade periodicals, but he personally en- 
deavors to scan through every issue of 
PW. He likes its concise manner of 
news reporting and finds that its diversi- 
fication and wide scope of coverage pro- 
vide him with general information on 
developments in all phases of the in- 
dustry, both here and abroad. 


What’s New 


LeRoy Menzing, oil editor of the Fort 
Worth Star-Telegram for the past 15 

ears, has been appointed a Senior 
Editor of Petroleum Week. Perhaps it 
is slightly more than coincidental that 
Mr. Menzing is President of the Asso- 
ciation of Petroleum Writers, of which 
our Wanda Jablonski is Vice President. 


Glenn Green, PW Senior Editor, 
stepped into a new role recently — as 
TV "star" on Midland-Odessa station 
KMID. In his usual modest manner, 
Glenn comments as follows. ““The TV 
thing in Odessa went off all right, as 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


D. W. Cotton, Jr. 


Mack R. Phillips 


Mack R. Phillips, Manager, Oklahoma 
Division of Gilcrease Oil Company, 
San Antonio, particularly likes Petrole- 
um Week because in a short time he 
can go through the whole book and 
pick out the articles that are of interest 
to him — mark them to read then or 
later. The articles cover such a broad 
field that he can get the highlights on 
the entire oil industry concisely but 
completely told. 


D. W. Cotton, Jr., of the Mercu 

Drilling Company, Tulsa, has been read- 
ing Petroleum Week for nearly a year 
and depends more and more on its con- 
cise reports of international oil activi- 
ties. Articles on the drilling industry 
and independent producers are of spe- 
cial interest to him. The reader con- 
venience of its layout, indexed front 
cover, large print and concise articles 
make PW the magazine on his desk. 


in Petroleum Week 


nearly as I could tell. We just had 15 
minutes of interview time and that’s 
pretty short to tell the story of PW. 
But I talked a blue streak, just as fast 
as I could, and got most of the points 
in, I think.” 


John Sasso's Column, "Selling to In- 
dustry," in a recent issue of Tide, car- 
ried the following notable quote: 
“Petroleum Week’s Sales Letter is an 
excellent job; it is packed with useful 
information about the field, and should 
be very helpful to men in the industry 
and incidentally helpful in keeping 
Petroleum Week sold.” So says Sasso. 


PETROLEUM WEEK 


Personals 


When it comes 
to prices, oil 
men the world 
over come to 
Petroleum 
Week's senior 
editor, J. P. 
Mosher. Oil 9 
rice publishing 

oe been his 4. P. Mosher 
unique specialty for 32 years. To Pete, 
these dollars-and-cents statistics are the 
pulse of the petroleum industry — as 
fascinating as they are vital to all seg- 
ments of the oil market. He established 
the oil price information offices in New 
York, Chicago and Houston and di- 
rects the seven-man staff of price re- 
porters whose day-to-day figures keep 
PW pricing information completely 
accurate and authoritative. 


Though = yet 
32 years of age, 
Bill Sterne, PW 
regional editor 
based in Tulsa, 
- home town) 

as already 
piled up close to 
15 years of 
Southwest oil re- 
porting experience. rom Tulsa Cen- 
tral High he went right into oil re- 
ey. with the Tulsa Tribune and has 

en at it ever since. He joined PW in 
time for its first issue, spent a while in 
N. Y. learning the variable-speed tech- 
nique, and now covers the news fronts 
of Oklahoma, Kansas and Colorado — 
a young veteran reporter who knows oil 
from the ground up. 


William P. Sterne 


Tuesday is his 
busiest day — 
one PW issue 
finished, anoth- 
er begun. But all 
week long, As- 
sistant Manag- 
ing Editor Dick 
Machol pro- 
vides the oP bri. Richard M. Machol 
cating oil" that keeps the editorial me- 
chanics runnng smoothly. More than 
anyone else, he is responsible for the 
unique physical format of Petroleum 
Week and was a prime factor in per- 
fecting the now widely imitated va- 
tiable-speed technique. Coordinator, 
trouble-shooter, type expert, he learned 
all the ropes in 20 years of experience 
on Business Week. 
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Parliament Food Pian 
Subscribers Actually 
Paid More, Says FTC 


WASHINGTON, June 19—Pur- 
chasers do not “put a supermarket 
in their own homes” nor get food 
at wholesale prices, the Federal 
Trade Commission said last week 
in a complaint against food plan 
advertising by Parliament Appli- 
ances, Chicago. 

The commission’s complaint 
against tv, newspaper and other 
advertising for the food plan said 
when all costs are totaled, Parlia- 
ment subscribers actually increase 
their food costs, nor ean they ob- 
tain all necessary food from the 
plan. 


JWT Elects Three in Chicago 

J. Walter Thompson Co. has 
elected three new vps in its Chi- 
cago office. They are Joseph R. 
Burton, associate copy director and 
Willard J. Loarie and John V. 
Sandberg, account representatives. 


ACP — Associated Construction Pub- 
lications — is a group of fourteen pub- 
lications serving the vast construction 
market. You can use all, one or several, 
to sell your products in the market you 
want. ACP gives you the greatest 
coverage in the construction field —- 
86,244 construction men. 


— 


Leatunt 


Construction Bulletin Conzirvction 
100 — Minn 3,967 — N. Cor., 


6,100 e 
N. Dak., S. Dak., la. Voa., W. Va 


Constructioneer 
12,860 —N. Y., 
Penn., N. J., Del., Md. 


~ 
Py tet 
a ™ 
Construction Mississippi Valley 
News Monthiy ontractor 
7,266 — Ark. 5,326 — S. ill, Ky., 
E. Mo., La., Okle., E. Mo., W. Tenn., 
Miss., W. Tenn. N. Miss., Ark 


Michigan Contractor Mid-West Contractor 
and Builder 7,132 — Kon., la., 
3,684 — Mich. W. Mo., Okle., Nebr. 


} Dixie Contractor New England 
} 5,607 - a., Construction 
Fia., Ga., S. Car., 5,326 — Me., N. H., 
E. Tenn Vt., Mass., R. 1, Conn, 


| 
| ad 
Rocky Mountain Southwest Builder 
Construction and Contractor 
| 6,016 — Ariz., 6,021 — S. Calif., 
| Colo., N. Mex., Utah, Ariz., S. Nev 
Wyo., E. Nev 
; 
as 
> j 
s | 
| ‘ i 
Texas Contractor Western Builder 
4,500 — Texas 3,447 — Wisc., 
N. tL, Upper Mich. 
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Y&R to Direct Fund Drive | hae 


fe ne {.' ; i Young & Rubicam will direct ad- |; 
sree \! hy ; Aa Sane j vertising, on a volunteer basis, for | [ 
koh "4 ! ' My | this year’s United Bay Area Cru-|/ 
|sade, San Francisco. Each year | 
Now over |volunteer experts help keep the 
| public informed on the combined 

V4 MILLION PEOPLE |campaign for funds to maintain 
4 ' - Fu a | 288 health and welfare agencies. 

with i oe ae Wee 6) This year these people include |’ 

ei em |Harold See, general manager, | 

KRON-TV, television; Gil Palt-| 
"ee €66ridge, general manager of KROW,| 
me |radio; Lew Jones, Foote, Cone &| 

ROCK ISLAND - MOLINE - EAST MOLINE MY ‘Belding, advertising sales; Phil| 
| Johnson, West Coast Advertising, | 
|'and Ray Adams, Foster & Kleiser 
'Co., outdoor advertising, and E.| HERBERT G. SELBY, formerly vp and 
|B. Sorensen, Fielder, Sorensen & | media director of Benton & Bowles, 
| Davis, transit advertising. will join Meldrum & Fewsmith, § 
Cleveland, June 25 in a similar : 


Bescapper cree emotes ney ce | 


57% on the Illinois side 


Write for new market data folder 
on the Quad-City metropolitan area. 


post. The position is a new one at 


| Neswouten Mills to Mathes 
Meldrum & Fewsmith. 


Norwegian-American Knitting 
Mills, Bennington, Vt., has ap- 
pointed J. M. Mathes Inc., New a P 
York, to handle advertising for its ‘Business Week 


Brynje undershirts for sportsmen. 


Gordon Speedie, Boston, formerly Offers Advertisers 
| handled the account. e 
Starch ‘Depth’ Data 


New York, June 19—Starting 
| with its June 30 issue, Business 
Week will make available to ad- 
vertisers, for the first time in the 
business magazine field, the new 
Starch Reader Impression Service. ‘ 

The new research service is de- } 
signed to help advertisers answer 
the question, “Does our advertis- 
jing say what it means?” It uses 
‘the depth interview technique to 
| determine whether readers are re- 
| ceiving the meanings and impres- 
| sions intended in the advertising. 

Four issues of BW will be 
studied for reader impressions: 
|June 30, Aug. 18, Oct. 27, and 
| Dec. 8. About 30 advertisements | 
|are being pre-selected for study in 
‘each of these issues. 


a 


7 


~/eaepeaes 


s For each study, Daniel Starch 
& Staff will use a special sample 
of 450 known readers of the issue 
in question. The sample parallels 
| the distribution of BW’s circulation 
| geographically, by industry, by job 
|and by responsibility. The 450 will 
|be interviewed by a specially or- 
ganized group of interviewers 
skilled in so-called probe inter- 
viewing. 

The reader will be asked to de- 
scribe what each element of the ad 
|—headline, illustration, copy— 
|means to him. Each advertiser will 
be furnished with a complete ver- 
batim transcript of responses, and 
the Starch organization will hold 
private meetings with the advertis- 
er and its agency for a discussion 
of the findings in detail. 


a 


Y&R Names Six to Staff; 
Appoints Three Senior VPs 
Charles A. Winchester and Rob- : 


Our helmeted friend is introduced to — community roots that come with ownership. 
dramatize a point. A character does not 


necessarily make a good customer. But 
certain characteristics do — and it takes a 
special set of them to appreciate — and 
buy — the best of life’s good things. 


This is the kind of audience The National 
Geographic has built. These 2,000,000-plus 
families are unusual because of such 
attributes as intelligence, outlook, 

income, position, and the strong 


Your prospect may very well be the family 
whose median income is almost 75°% above 
the national level . . . people who are 
predominantly business executives, college- 
educated, owners of homes, and buyers of 
a multitude of modern appliances. 

If so, you and The National Geographic 
audience should get together. The 

cost is little . . 
are satisfying. 


. the results 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. 


read by 2,000,000 families 
who recognize quality —and pay for it! 


ert H. Higgons, both previously 
with Biow Co., have joined the 
contact department of Young & 
Rubicam, New York, as account 
executives. Norman W. Glenn, who 
resigned recently as radio-tv vp of 
Doherty, Clifford, Steers & Shen- 
field, also has been named an ac- 
count supervisor in the radio-tv 
department. Three vps in the agen- 
cy’s New York office have been 
advanced to senior vps. They are 
Samuel Cherr, director of mer- 
chandising; A. V. B. Geoghegan, 
co-chairman of the plans board, 
and George H. Gribbin, copy di- 
rector. 

On the West Coast, Y&R’s San 
Francisco office has appointed 
Robert H. Browne to its copy staff 
and Robert F. Marquis to the 
merchandising department. Mr. 
Browne formerly was copy chief 
of Carter & Galantin, Chicago; Mr. 
Marquis previously was with the 
Times, Cherokee, Ia. 


Tea Council Boosts Anderson 
John M. Anderson, formerly di- 

rector of promotion for the Tea 

Council, New York, has been ap- 


pointed director of advertising and 
promotion. 
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(Reprinted from Automotive News) 
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for more and quicker 
new-car sales 
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sets the pace 


It’s America’s greatest automotive showroom in print... 


Showplace of the nation... and favorite by far with millions of auto- 
mobile owners and prospects. Year after year, LIFE presents the 
greatest continuous motor show on earth to the greatest audience 
in magazine history. Week after week, motoring America is pre-sold 
by the pages of LIFE. Day after day, the powerful local impact of 
LIFE is felt by dealers coast to coast. Showroom sales get a constant 
lift from the selling power of LIFE. 


LOG 


FIRST WITH MORE NEW-CAR BUYERS 


An average issue is read 
by 39.0% of all new-car-buying households 


’ 


; LIFE pre-sells automobiles and | 
: | interested people than 
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in the automotive field 


national sales-power that pays off at the local level. 


America sees its automobiles come alive in LIFE! Readers get the excite- 
ment, the color, the thrill of a showroom itself. Next to being behind 
the wheel, there’s nothing quite so satisfying as seeing it in LIFE. 
It’s showroom presentation as only a magazine can make it . . . and 
LIFE makes it to more people than any other magazine. 


With the largest weekly audience of any magazine, LIFE reaches 
25.3% of all people under 20, 21.4% of all people over 20. Every 
week, LIFE brings automobiles out of the showroom, into the living 
room ... where all the family has all the time in the world to look. 


FIRST WITH MORE AUTOMOBILE OWNERS 


An average issue is read 
by 30.4% of all car-owning households 


automotive accessories to more 


any other magazine 
because 
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by treating more people 


LIFE has a higher circulation 
than any other weekly magazine. 
In a single issue LIFE reaches people in 


11,880,000 households 
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LIFE IS THE LEADER 
In Weekly Readership In Weekly Circulation 
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LIFE 5,714,720 


LIFE 26,450,000 Saturday Evening Post 4,943,838 
5 Look fee reekiy) 18,050,000 Look (bi-weekly) 4,201,297 
Saturday Evening Post 14,050,000 Collier’s (bi-weekly) 3,814,220 
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Because more people 


BES holds the largest audience | 
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of any magazine 


to more of what they want 


LIFE is a family affair— 


a firm favorite with one and all 


Something for every age and every eye . . . something 
of interest for every taste and type. 


A man’s world, a woman’s world, a world 
for eager youth . . . a special interest, a 
general curiosity, a plain or fancy taste 
. .. whatever in the world a person wants 
to see .. . it will be seen sooner or later in 
the pageant of LIFE. 


MORE EXCITEMENT 


LIFE unreels the news of the day in dra- 
matic on-the-spot picture stories. People, 
places, events leap to life under the vivid 
magic of the camera’s probing eye. 


MORE ENJOYMENT FOR MORE PEOPLE 
=AND MORE OF IT EVERY WEEK 


read LIFE each and every week it follows that... 


MORE FUN 


LIFE brings more fun into the lives of mil- 
lions of people every week. All over Amer- 
ica, the pleasure-packed pages of LIFE 
mean many happy hours for people of 
every age and every taste. 
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MORE INFORMATION 


LIFE brings into sharp focus the forces 
and people that shape today’s news... 
offers a constant succession of “‘surprises’’ iS 
on a wide variety of subjects. 
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ADVERTISERS MAKE THE MOST OF 
THE PRE-SELLING POWER OF LIFE 


LIFE leads all magazines in total advertising revenue— 
$121,002,776 in 1955—$37,271,573 more than the next lead- 
ing magazine. 


And in the first quarter of 1956... here’s how 
BUSINESS RANKS NATIONAL MAGAZINES 


lin 
Ranking Magazine ays ora " 
(Jan.-Mar., 1956) - 
1st LIFE $28,710,502 
2nd Saturday Evening Post 20,628,186 
ard Time 9,959,199 
4th Look 6,619,678 
5th ‘Better Homes & Gardens 6,201,279 
6th Ladies’ Home Journal 5,657,224 
if 7th Newsweek 4,377,830 
: Sth Business Week 4,260,881 
i Qth Good Housekeeping 3,929,950 , 
4 10% Collier’s 3,870,252 : 
: : : The next ten magazines rank as follows... 11th: U.S. News & World Report, $3,698,139— A 
‘ 12th: McCall’s, $3,681,740—13th: Farm Journal, $3,630,407—14th: New Yorker, $2,980,959 > 
+ —15th: Family Circle, $2,600,926—16th: Reader’s Digest, $2,564,000—17th: American 
oi i Home, $2,470,339—18th: Woman’s Home Companion, $2,185,474—19th: Fortune, $2,074,- 
A ‘ 410—20th: Vogue, $1,880,504. 
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LIFE IS NATIONAL SALES POWER THAT PAYS OFF 
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QUEEN OF THE SHOW. LIFE cover girl Kathy 
Wallace and other local models pose for the press 
at “open house” with Mr. David Glass, president, 
Leader Chevrolet. 


LIFE is national sales power with a local impact. In the 
average community, LIFE is read in 3 out of 5 house- 
holds in the course of 13 issues. Week after week, LIFE 


DEALERS MAKE THE MOST OF 
THE PROMOTIONAL POWER OF 


pre-sells more of your prospects on new cars and auto- 
motive accessories. LIFE is a force at the local level and 


a power at the point of sale. 


EXAMPLE: 
Here are the main points of one dealer success story 


A comprehensive “‘Advertised-in-LIFE” promotion 
recently rewrote the record books for Leader Chev- 
rolet of West Springfield, Mass. 

The week-long promotion proved the most prof- 
itable period in Leader history. Total sales surpassed 


MR. DAVID GLASS, president, Leader Chevrolet Co., Inc., writes 


“Our second LIFE ‘Open House’ promotion was a great suc- 
cess, even better than a year ago. We sold more cars than in 
any previous promotion, and our total attendance was con- 
siderably larger than ever before. 

“So many people came to see the show that they had to park 
blocks away, and then wait to enter the crowded showroom. 
“We even had other local automobile dealers leave their 


AT THE LOCAL LEVEL! 


SHOWROOM EXCITEMENT. Advertised-in-LIFE tie- 
ins attracted customers, helped make sales, dramati- 


pays off at the local level. 


PROMOTION SETS NEW SALES RECORD 
FOR LEADER CHEVROLET 


all previous comparable figures, a new mark in single- 
day sales was set, and over-all attendance topped 
anything ever seen before. Used car sales, featured 
automotive accessories, maintenance services . . . the 
volume of business boomed on every single count. 


businesses to come visit us and see what all the excitement 
was about. 

“All in all, it was a tremendous success. I feel having Leader 
Chevrolet so closely tied in with LIFE gained us considerable 
prestige—our sales certainly show it. Naturally, we're all 
looking forward to another ‘Advertised-in-LIFE’ promotion 
before too long.” 
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Advertisers in the 


automotive field know the 
value of LIFE 


See the size and scope of LIFE’s influence from this list of 1955 advertisers. Judge for yourself 
how much faith the automotive field puts in the selling power of America’s biggest magazine. 


AMERICAN Motors Corp. 
Hudson Passenger Cars 
Nash Hudson Rambler 

Passenger Car 
Nash Passenger Cars 


ARMSTRONG KUBBER Co. 
Armstrong Car Tires 


ATLAS SuppPLy Co. 
Atlas Tires Car 
Atlas Batteries 
Atlas Perma Guard Anti-Freeze 
Atlas Tires, Batteries & 
Accessories 


CHAMPION SPARK PLUG Co. 
Champion Spark Plugs 


CHRYSLER CORP. 

Chrysler Corp. General 
Promotion 

Chrysler Passenger Cars 
DeSoto Passenger Cars 
Dodge Passenger Cars 
Imperial Passenger Cars 
Plymouth Passenger Cars 
Mopar Parts & Accessories 


COMMERCIAL SOLVENTS CorP. 
Peak Anti-Freeze 


DINSMORE INSTRUMENT Co. 
Dinsmore Auto Compass 


Du Pont De Nemours, E. I. & 
Co., INC. 
Du Pont Automotive Chemicals 
Du Pont Cleaning & Polishing 
Aids 
Zerone, Zerex Anti-Freeze 
ELectric Auto LITE Co., THE 
Auto Lite Batteries 
Auto Lite Spark Plugs 


ELEcTRIC STORAGE BATTERY Co. 
Exide Batteries 
Willard Storage Batteries 


ESHELMAN, CHESTON L. Co., THE 
Eshelman Car Snow Plow 


FIRESTONE TIRE & RUBBER Co. 
Firestone Tires Car 
Firestone Tires Truck 


ForpD Motor Co. 


Continental Mark II Passenger 
Car 


Ford Motor Co. General 
Promotion 


Ford Passenger Cars 
Lincoln Passenger Cars 
Mercury Passenger Cars 
Genuine Ford Parts 


FRAM, CORP. 
Fram Oil Filters 


GENERAL Motors Corp. 

Buick Passenger Cars 

Cadillac Passenger Cars 

Chevrolet OK Used Cars 

Chevrolet Passenger Cars 

Fisher Body 

General Motors Automotive 
General Promotion 

Oldsmobile Passenger Cars 

Pontiac Passenger Cars 

AC Fuel & Vacuum Pumps 

AC Oil Filters 

AC Spark Plugs 

Delco Remy Electrical System 

Delco Storage Batteries 

General Motors United Motors 
Automotive Products 

Genuine Chevrolet Parts 


GENERAL TIRES & RUBBER Co., THE 
General Tires Car 


GOERLICHS 
Silentone & Dynatone Muffler 


: Audience figures—A Study of the Household Accumulative 


Audience of LIFE, A Study of Four Media 
Circulation figures—Jan.-March, 1956 as filed 


with ABC, subject to audit 


Advertising revenue figures— Publishers’ Information 


Bureau (gross figures). 


Gooprich, B. F. Co., THE 


B. F. Goodrich Co., A. T. A. 
Foundation 


B. F. Goodrich Tires Car 


GOODYEAR TIRE & RUBBER Co. 
Goodyear Tires Car 


GRAND SHEET METAL Propucts Co. 
Grand Duat Exhaust System 


HAMBRO TRADING Co. OF AMERICA, 
INC. 


Austin Healey Passenger Cars 
MG Passenger Cars—Hambro 


HESTER BATTERY MPa. Co. 
Hester Batteries 


HOLLINGSHEAD, R. M. Corp. 


Hollingshead Cooling System 
Chemicals 


HOUDAILLE INDUSTRIES, INC. 
Golden Glide Shock Absorbers 


JOHNSON, S. C. & Son, INc. 
Johnson’s Carnu 


KAISER Motors Corp. 
Willys Passenger Cars 


LIBBEY OWENS ForpD GLass Co. 


Libbey Owens Ford E-Z Eye 
Safety Plate Glass 


NATIONAL Ass’N. OF INDEPENDENT 
TIRE DEALERS 


Tire Retreading Institute 


PLASTONE Co., INc. 
Turtle Wax Auto Polish 


POWELL MUFFLER Co., INC. 
Powell Muffler 


READING BATTERIES, INC. 


Rebat Automotive & Aircraft 
Batteries 


ee FULTON CONTROLS 
oO 


Robertshaw Fulton Autostat 


S. O. S. Co., THE 
S. O. S. Magic Scouring Pads— 
Tire Cleaner 
Smmoniz Co. 
Simoniz Bodysheen 
Simoniz Cleaning & Polishing 
Aids 
Simoniz Method Contest 
Socony Mosit OIL Co., INc. 
Mobil Tires Car 
Mobil Batteries 


STEWART WARNER CorP. 
Alemite C D 2 Additive 


STUDEBAKER PACKARD Corp. 
Packard Passenger Cars 
Studebaker Passenger Cars 


Texas Co., THE 
Texaco PT Anti-Freeze 


U. S. RuBBER Co. 
U. S. Royal Tires Car 


U. S. Royal Tires Tractor 
Car & Truck 


WALKER Mpc. Co., OF WISCONSIN 
Walker Exhaust Silencers 


WESTINGHOUSE ELEcTRIC CorP. 
Westinghouse Safe T-Beam 
Headlamps 
WHITE Motor Co., THE 
White Trucks 


WIx ACCESSORIES CORP. 
Wix Oil Filters & Cartridges 


WoosTER RUBBER Co. 
Rubbermaid Kar Rugs 


is one of the most powerful 
sales aids you can use 
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Advertising Age, June 25, 1956 


Families Never 


Had It So Good, 
Says U. S. Official 


Commerce Department's 
Walter Williams Reports 
To Marketing Convention 


PirrspurGH, June 22—Ame rican | 
families have been getting health- 
ier, wealthier and even wiser in 
the last few years, at the same 
time that their costs of living have 
been declining. 

That was the position taken by 
Walter Williams, Under Secretary 
of Commerce, in a talk which 
wound up the American Market- 
ing Assn.’s annual convention. 

Mr. Williams’ analysis was 
frankly an election-year pitch 
aimed at clarifying the economic 
approach—and effectiveness— 
of the Eisenhower administration. 
And he found a lot to crow about, 
on two counts. On the first count, 
there were these facts of signifi- 
cance to marketers: 


s 1. American women are marry- 
ing earlier, and more women be- 
tween 20 and 24 are married—71% 
in 1955, compared with 53% in 
1940. 

2. Families are getting bigger: 
The number of women bearing a 
third child increased 115% in the 
1940-53 period. 

3. The number of working wives 
reached an alltime high in ’55, 
with the trend being toward more 
varied and skilled positions for 
women. 

4. Family income also has hit a 
new peak, and so has home owner- 
ship: 60% of households were 
owned by occupants in February, 
1956, as against 55% in 1950. 

5. The rate—not merely the 
amount—of school enrolment is 
increasing. Thus, only half of the 
19% increase in high school enrol- 
ment in the five years ended Oc- 
tober, 1955, was due to population 
growth; the other half was due to 
an increased rate of enrolment 
among adolescents. 


s These marks of “prosperity and 
progress” Mr. Williams largely at- 
tributed to “you men who have 
found ways of packaging and de- 
livering the highest standard of 
living in the world.” But he also 
submitted that “a public policy 
friendly to enterprise has helped 
foster and accelerate this process.” 

On the second count, Mr. Wil- 
liams pointed with pride to the 
“frequently-overlooked” decline in 
consumer prices since 1952. He 
said that in 1955 food prices av- 
eraged 3% lower than in 1952, that 
apparel prices were 2% lower, ap- 
pliance prices declined 11%, fur- 
niture and bedding prices were 
down 3% and—“here’s a surprise 
for some’’—the price average of 
automobiles and related supplies 
was 6% lower last year than in 
1952. 


s These, of course, are all com- 
modity prices; what has risen in 
the last three years, said Mr. Wil- 
liams, has been the price of serv- 
ices. “These in turn but reflect up- 
ward trends in wages in such fields 
as domestic employment, barber 
shops and repair establishments.” 

In sum, Mr. Williams declared, 
“It all adds up to the fact that 
business enterprise has done a 
fabulous job in providing more 


41 


jobs at higher wages while ac- 
tually cutting consumer commod- 
ity prices. 

“And any claim that lower con-| 


sumer prices have been at the ex-| 
pense of other producing groups— 


food and farmers, for instance— | 
just is not in accord with the 
facts,” he added. 


A MESSAGE FOR 


~ PROCTER 


AND 


GAMBLE 


Advertisers in practically every business have used WGN's Complete Market Saturation 


Plan during the past year. 


This plan delivers millions of home impressions per week in the ever important Chicago 


market at an amazingly low cost. The plan is flexible and adaptable to your needs. 


WGN reaches more homes than any other advertising medium in Chicago.* No matter 
what your budget is for Chicago—WGN's Complete Market Saturation Plan is an im- 


portant factor to consider. 


The Chicago Market—and WGN's position in the market—have never been more 


important to advertisers than they are today. 


*NCS 


Chicago 11 


A Clear Channel Station . . . Illinois 
Serving the Middle West 50,000 Watts 
MBS 720 
On Your Dial 


Chicago Office: 441 N. Michigan Avenue, Chicago 11, Illinois 
Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York 
West Coast: Edward Petry & Company, Inc. 


«i ac ce 0 Ot eee rn a aia a e+. . ae =<. | <a EF hal i = oF ot rs Seay yt ae ae 
‘ ie i = ae at de: eee - | 22 ee mg : “a ea ae oe aig 5 
seal hs ae ss . ¥ . ee ete Bp 2.3 is eee SS eee 2 sept ae en Os se - ae PETE Be Ce Bee Pa tley reg: ris t 
. 7 7 —- 4 a : r . . = ~ . “, a — So oes th | Tae 
. — re 
eC = : 
. 43 
| po im 
a 
ae | 
3 
t. 
maa 
& 
et 
" 
é of 
; 
q 
. 
Dy - 
a 
A 
af. 
, F 
ae 
| 
i 
Wine 
| : 
1, 
f 
@ 
. 
; 
‘ 
- co a 
f, 
St 
+ 
PO . 
‘i 
. 
| 4 
ee | 
i 
ee 
ee , 
3 
- 
; 
| a 
’ r + iF 
3 rhe } 
< ne i 
TE «5 a 
ed a | 
| mPa r 
: 
ee 
; 
ae 2 
ot 
47 
| vp 
} fi 
sat ° .= . ae] “7 a ee Se ee eee Cf i > - ee. - ‘eile i ee £ 
pe ae — , ee a _— - a ee ihe: he . 5 RS AS a ce se 2 7 Be ghd (1 a 1, SS ae es 
7 phy Fats = be — i on eg 2 a sat 7) ea ae ae po ieee Sr ee ee Bits pee Rterr: teers % ia 3 a 
s ie, ia je * . Ss 2 5 S age . ac ee Pebo |<" Sees i a ‘ Ma Be So. eo ee = . be eae ae 
Some ane ene ec ey CRMs Mee So eee Nears ct + St read cag ee pe at eee = ae . a 
=. a os a he a Tae = woes ¥ hei tj ary 


ae 
ap 


Small Volume Is 
‘Luxury’ in Drug 
Stores: Knight 


(Continued from Page 2) 
oped at great expense by Max Fac- 
tor.” It was a tremendous success, 
he said. 

“Within a few weeks there was 
a host of ‘me-too’ imitations. I 
know, because we made one; it 
didn’t sell, but we made it.” In 
sum, the imitators “had nothing 
new to say, but everyone made 
the product. 

“You can say that of any num- 
ber of new products today,” the 
chain executive declared. 


@ Mr. Knight praised the tradi- 
tional aggressiveness of the cos- 
metics industry and insisted that 
it should not be curtailed. “But it 
must be directed into mass volume 
channels. In today’s self-service 
stores, you need volume items. 
Small volume is a luxury the re- 
tailer can no longer indulge.” 

The Walgreen official granted 
that the drug store “has always 
been known as the place to pick 
up that small-volume item. But it 
can’t continue,” he declared. “The 
drug store will have to have vol- 
ume to keep up with those other 
outiets which are _ increasingly 
competitive with us.” 


@ In a general—and rare—un- 
folding of the Walgreen line of 
thinking, Mr. Knight also had a 
lot to say on advertising and pro- 
moticn, including these observa- 
tions: 


@ Many promotions are not geared 
for the.market west of the Hudson. 
“Ultra-sophisticated promotions 
are not for us. The ‘conservative’ 
market is large and important, and 
some promotions should be di- 
rected out this way.” 


e Walgreen likes promotions to 
be test-marketed, thoroughly and 
extensively. It likes testing at dif- 
ferent prices, and of different 
kinds of advertising. 


e “Voluminous merchandising 
folders” are no good for retailers. 
Instead, there should be a few di- 
rect facts about what the factory 
will do for the retailer in his par- 
ticular market. 


e “Advertising for a chain like 
ours should not be ambiguous or 
loaded with bragadoccio that the 
reader won’t accept.” Mr. Knight 
suggested strongly that the Wal- 
green ad department won't accept | 
it either. 

e “More and more manufacturers 
are coming to us, and other chains, 
to discuss these problems—and 
long enough in advance so we can 
do some planning.” On this point, 
Mr. Knight observed that “the 
larger the chain, the greater the | 
advance time required.” 


BACON gets CLIPPINGS 


@ Make sure you get all published | 


items about your or your client’s | 
business each month. Bacon’s | 
Clipping Bureau regularly clips over | 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 
FOR BETTER RELEASE LISTS—SETTER PLACEMENT 
Pee, sae | RAAT sn. 
CHECKER on appreval| HANDBOOK on approvs 
BACON’S CLIPPING BUREAU 
343 S. Dearborn Sf, Chicago 4, MHinois 


© Point of sale materials should|stores at the breaking date of the; 


be moderate in size and avoid | advertising? 


“needless copy which the cus- 
tomer doesn’t read.” Also: “Some- 
times thousands of dollars are 
spent on window banners which 
can’t be used, because we make 
our own.” 


s Finally, Mr. Knight tossed out 
these test queries for the guidance 
of a manufacturer with ambitions 
to market through Walgreen: 

1. Will the merchandise be in all 


2. What is the follow-through on 
the initial advertising? “I’ve seen 
several national campaigns that 
consisted of just one weekly maga- 
zine ad.” 

3. What is the gross profit?— 
greater than or equal to the com- 
petitor’s? “If it is less, usually you 
can forget about Walgreen’s.” 

4. If the budget is small, will 
there be enough for newspaper ad- 
vertising? “Newspapers come first 


with us; what’s left may go into 
other channels.” 

5. Will there be “PMs”—commis- 
sions to salespeople? “Especially in 
perfumes and _ cosmetics, sales 
ladies are very important. ..Many 
chain stores have developed sales 
staffs and sales training—more 
than is realized.” 

In conclusion, Mr. Knight re- 
marked: “The time of easy selling 
is at an end. We must now have 
merchandising plans as never be- 
fore.” 


Advertising Age, June 25, 1956 


Sackheim Names Sala, Marx 
Richard Sala, formerly art di- 
rector of Hicks & Greist, and Mil- 
ton Marx, previously with Dowd, 
Redfield & Johnstone, have been 
appointed art directors of Max- 


| well Sackheim & Co., New York. 


Sunnyvale Changes Name 
Sunnyvale Advertising Agency, 
Sunnyvale, Cal., has changed its 
name to Cappels & Associates. The 
agency plans to open a branch of- 
fice in Nevada in the near future. 
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Advertising Age, June 25, 1956 


Appointed Promotion Manager 

Robert A. Dunnom, formerly ad- 
vertising manager of a wholesale 
food company in Minot, N. D., has 


been appointed promotion manager | 
of North Dakota Broadcasting Co.., | 


Fargo. North Dakota Broadcasting 
owns and operates two radio and 


ager of the new eastern division 
headquarters of the Bartell Group, 


|Atlanta. Mr. Wagner, a new vp of 


Bartell’s five stations, also will be- 
come general manager of WAKE, 
Atlanta. 


GF Pushes Kool-Shake 


43 


The injunctive action, which re- public with the appellant alone, 
c " B ‘Ed’ versed a September decision by a/ insofar as radio and television are 
an t e if 7 lower court, was taken at the re-| concerned.” 

His quest of the Ed Sullivan who em-| The Buffalo “Ed” Sullivan, who 
Surname’s Sullivan cees the CBS-TV Sunday night has closed his shop, reportedly be- 
variety hour. The court questioned |cause of legal expenses, will ap- 

New YorK, June 19—The appel-| whether Ed Sullivan Radio & TV | peal the decision. 
late division of the New York|Inc., a radio-tv repair and sales! 


Court Rules Edward 


three tv stations. 


Bartell Boosts Wagner 


son, Wis., has been appointed man- | ding is the agency. 


General Foods Corp., White 
Plains, N. Y., has bought a sum- 
mer schedule on four CBS Radio 

Morton J. Wagner, exec vp and|daytime shows for its Kool-Shake 
station manager of WMTV, Madi- | beverage mix. Foote, Cone & Bel- 


supreme court has issued a tem- enterprise in Buffalo, could select| Promotes Buccaneer Motors 


porary injunction restraining Ed- | 


tailer, from using the name, “Ed 
Sullivan,” in connection with his 


business. 


PRES 


Don Gabbert, new President of NARDA and 
owner of Gabbert’s in Minneapolis, has sold 
major appliances, electric housewares and 
radio-TV sets for 10 years. Here is what he 
says about ELECTRICAL MERCHANDISING and 
the way he reads and uses it. 


Don Gabbert says... 

“As long as I’ve been in business I’ve been 
an ELECTRICAL MERCHANDISING subscriber. 
In my experience I’ve found the advertise- 
ments very helpful because they let a dealer 
shop the market at his desk. 


There have been frequent occasions when an 
advertisement prompted our interest in a 
line to make us call a distributor to learn 
more about a particular number. 


ELECTRICAL MERCHANDISING gives me ad- 
vance information as to what’s happening 
in the market. Sometimes we read advertise- 
ments in it which bring out product features 
of our own merchandise in advance of reg- 
ular announcements. 


ELECTRICAL MERCHANDISING’S stories make 
it a wonderful guide in handling sales or de- 
veloping departments. If a dealer is contem- 
plating a new department it is a good place 
to find out how other dealers tackled the same 
problem. I find it does a constructive edi- 
torial job for dealers and is certainly not just 
a reporting magazine but one which helps us 
to be sounder in our promotional thinking. 


I am now keeping all issues about three years 


Electrical 


MARKET AT HIS DESK” 
--- with ELECTRICAL MERCHANDISING advertisements 


for reference. Each issue of ELECTRICAL 
MERCHANDISING has something in it which 
I can use to help me plan and make impor- 
tant business decisions.” 


Proven sales ideas... 
America’s top dealers and distributors find 
that ELECTRICAL MERCHANDISING’S editors 
pack every issue with practical, proven, for- 
ward-looking sales ideas. They interpret 
what is going on in the market with easy- 
reading features which help promotion- 
minded dealers like Don Gabbert plan their 
selling efforts. 


Top readership... 

And, beyond top editorial coverage, adver- 
tisers get top advertising readership .. . the 
final inuoothent in successful trade adver- 
tising. 

Dealers find ELECTRICAL MERCHANDISING 
to be their most useful publication for adver- 
tising. They are twice as likely to pick it up 
purposely to read the ads than the field’s 
second publication. 


Builds distribution ... 

Because dealers save ELECTRICAL MER- 
CHANDISING and refer to it frequently, a 
single advertisement gets the cumulative 
impact of several insertions. Use it regular- 
ly. You’ll find your advertising dollar work- 
ing harder and going further to build dis- 
tribution and cut sales costs. 


Merchandising 


alone will cover the market alone 


Vion’ 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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. ithe diminutive “Ed” for use in| Gale Products, Galesburg. III, 
ward J. Sullivan, a Buffalo tv re-|connection with the surname Sul- 


|has launched the largest campaign 


livan since “it is undisputed that|in its history to promote sales of 
the name ‘Ed Sullivan’ is automat- 
ically identified by the general 


its 1956 line of Buccaneer out- 
| board motors. The campaign in- 
jaaces two-color and b&w ads in 
|Field & Stream, Motor Boating, 
|Outdoor Life, Sports Afield and 
| Sports Illustrated. Boating Indus- 
\try, Hardware Age and Sporting 
|Goods Products will also be used. 
|A dealer aid kit and point of pur- 
‘chase material are available. 
|Geare-Marston, Philadelphia, is 
lthe agency. 


‘Parade inc. Boosts Dolan 

Ez Dolan, formerly publicity di- 
rector of Parade Publications Inc., 
New York, has been appointed 
public relations director. 


The suburbs of Portland 
are growing! To reach 
this big ‘‘New Home’’ 
audience, use powerful 
50,000 watt KEX and the 
popular ‘‘Big 5’’ deejays! 


eee eae eee eee eer wee eee eeeeeeeueee 


The Bob Biackburn Show 
4:00-7:00 p.m. 
Monday thru Saturday 


Census figures show that dur- 
ing 1955, Multnomah Coun- 
ty’s pepulotion increased 
22.4%. This is Portland's sub- 
urbs where young America is 
living and spending their 
money! 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudoiph, KEX Sales Man- 
ager, CApito!l 2-1881; A. W. *'Bink’ 
Dannenboum, WBC General Sales 
Manager, MUrray Hill 7-0808, New 
York; or your nearest Peters, Griffin, 
Woodward, Inc., office. 
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DCASTING 
OMPANY, INC. 
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AN AUTOMOBILE IS A /yzpily- Affair 


daa, DRO! Ee nis 


THE AMERICAN WEEKLY IS A | 5. gee 


t 8 family Affair 


“ This colorful Sunday magazine keeps the “family look”... features new items 

is for families to look into, look out for, look over. It maintains the light touch, the 095, 

, 8 ” om — 

ty gay touch, the warm, friendly feeling that “gets through” to the entire family. wes } aise Blea 

oy --- 

p c All figures based on latest available one-day count 

~ Vital to so much of today’s family activity is the family car Because it’s tailored for family living, The AMERICAN WEEKLY 
(or cars). The AMERICAN WEEKLY paves the way with travel delivers a smashing impact on family buying. Bulk of its 
4 tips, picnic plans and a multitude of car-conscious features. readers live in the rich Blue Ground of Sales where 7 out of 10 

E: The 10 million-plus families who read The AMERICAN WEEKLY retail dollars are spent. Have your AMERICAN WEEKLY represen- 

a. own and operate about 8.9 million cars. Last year these families tative show you how to tap this tremendous buying potential. 

purchased 1 out of every 5 new cars sold—over a million new cars. He'll put you on a super highway to retail sales success. 


¥ ‘ THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N. Y. 
ATLANTA « BOSTON « CHICAGO « CLEVELAND « DETROIT « LOS ANGELES + SAN FRANCISCO 


MILWAUKEE SENTINEL * NEW ORLEANS ITEM « NEW YORK JOURNAL-AMERICAN ¢ PHILADELPHIA BULLETIN «+ PITTSBURGH SUN-TELEGRAPH « PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT « ST. PAUL 
PIONEER PRESS *« SAN ANTONIO LIGHT + SAN FRANCISCO EXAMINER « SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN « TAMPA TRIBUNE * WASHINGTON POST & TIMES-HERALD « WICHITA BEACON 
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A-NEW CAR? You bet it’s a family affair! And they all get to vote for their favorite. Interior style—that’s Mom's department; Dad 
checks performance and price. The kids, of course, go for appearance—any color as long as it’s red! But at the beach, on a picnic or 
just out for a ride, they'll all be proud of their choice. For in wanting and choosing ...in buying and using...a car is a family affair. 


Average Noting —Al! Four-Color Page Advertisements 
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Source: Starch 51st. Adnorms Report 7/54 — 6/55 
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Based on A.B.C. 
Circulation 


—-EXCEPT COST — IN THE AMERICAN WEEKLY 
MORE READERS PER DOLLAR LOWER COST PER THOUSAND 


FIGURED ON 4-COLOR PAGE COST—ONE TIME 
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371 counties that produce 8 out of every 10 super mar- 
ket dollars ...7 or more out of every 10 dollars spent 
at retail. The American Weekly penetrates this Biue 


The  \AERICAN WEEKLY 
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= Cool Gals’ Hike | 
Airtemp Sales 
By a Cool 1,000% 


Cuicaco, June 20—Sales of 
Chrysler Airtemp room air condi- 
tioners in this area are booming 
because of 37 “cool gals” and a hot 
promotion dreamed up by Geren 
Advertising. Unit sales are up more 
than 1,000% over last year—a 
record year for Airtemp. 

Participating in the Cool Gal 
promotion are about 125 appliance 
dealers, 25 Chrysler, Plymouth, 
Dodge and DeSoto dealers and 
Electric Supply Corp., Airtemp dis- 
tributor in this area. The area in- 
cludes 40 Illinois counties and 
Lake County, Ind. (Gary, Ham- 
mond). 

As one might suspect, the pro- 
motion is a glorified beauty con- 
test in which the winner will be 
crowned Miss Chrysler Airtemp. 
Of the hundreds of pretty girls 
who entered the contest, the list 
has been narrowed to 37. 

Voting booths have been set up 
in the showrooms of the appliance 
and car dealers. Persons who visit 
the showrooms may vote for any 
one of the contestants. There also 
is room on the ballot for the cus- 
tomer to write in 25 words or less 
on why he would like to own an 
Airtemp. The ten best authors of 
testimonials will be awarded Air- 
temp units. 


® The ten girls who receive the 
largest number of votes will be 
finalists. The final judging will be 
held about Aug. 1, and the winner 
will be chosen on the basis of her 
personality and the lowest temper- 
ature. A doctor and nurse will take 
the temperatures of the finalists. 

The girl who wins the contest 
will receive a round-trip air flight 
to Hollywood, a complete ward- 
robe, a two-week vacation in a 
Hollywood hotel, $150 in cash and 
a job with Electric Supply Corp. 
for one year at a salary of $3,700. 
The other nine finalists will re- 
ceive $150 worth of electrical 
merchandise. 

Will Miles, Airtemp district 
manager, told ADVERTISING AGE 
that car dealers have been doing 
an excellent job selling the air con- 
ditioners. This is the first time 
Chrysler car dealers in a large 
metropolitan area have sold home 
air conditioners, he said. 

Many of the dealers are using 
the units as extra sales incentives, 
| Mr. Miles said. Others are adver- 
= tising the units and cars at special | 
ce discounts. 


# A pleasant surprise in the con- | 


test has been the hard work of the | 
37 Cool Gals, who have been hus- | 
tling votes like veteran politicians. 
Many of them have made frequent 
appearances in dealers’ stores and | 
showrooms near their homes, and 
have handed out ballots and ac- 
tually soid air conditioners. 

A Many of the girls have promoted 
: iots of space in local newspapers, 


N e 

a If I were planning | 
advertising for the 

‘ Albany market, 

= @§«= I would buy 

the paper with the 
largest circulation . . . 
the Albany Times-Union 


} 
Albany @ New York } 


while Geren has been hitting the 
dailies and radio and tv stations 
with publicity. The only require- 


|ments for entering the contest were 


that the girl be 18 and reside in the 
promotion area. 


s The Electric Supply Corp. has 
supplied dealers with ballots, bal- 
lot boxes and point of sale mate- 
rials. The distributor and Airtemp 
have run large-space ads in news- 
papers throughout the market to 


The cost of the promotion win | Rodectch to Reply-O-Letter 
| Robert Roderick, formerly as- 


be about $46,000. It will be paid by 
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eer Joins Sidney Garfield 
John H. Butler, formerly with 


Airtemp and Electric Supply Corp.,| sistant circulation manager of|Brisacher, Wheeler & Staff and 
with no cost to dealers. This is the| Popular Mechanics, Chicago, has|Biow Co. in San Francisco, has 
first time Airtemp has run a pro-| joined Reply-O-Letter Co., New| joined Sidney Garfield & Associ- 
motion for its room air condition-| York, national direct mail agency, }ates, San Francisco, as a creative 


ers. The Cool Gal promotion is|as creative head. 


Muzak Appoints Roberts 
formerly | 


being used exclusively in this mar- 
ket on a test basis. 


This is the first time Geren has Joseph 


| account executive. 


Ingold Names Sullivan 
John Sullivan, formerly with 


been retained to do a promotion|manager of product promotion of | the Philadelphia Inquirer, has been 
for Airtemp. Grant Advertising,| Revlon Inc., has been named vp in| named production manager of R. 
Airtemp’s regular agency, is not|charge of marketing, a new posi-|L. Ingold Advertising Agency, 


involved. 


promote the contest. 


tion, of Muzak Corp., New York. | Philadelphia. 


Inventories: major 


How your stockpile can save money or lose it 
for your frm. Here are tips for better planning 


other “look ahead” articles in the June issue of... 


SKILLED WORKERS — TIGHTER PINCH AHEAD ... 
PURCHASING POWER IN 1965 . . . UNION’S STAY-PUT 
TACTICS COST MILLIONS... MERCHANDISING ENTERS 
NEW FIELD .. . CRISIS BUILDING UP IN COLLEGE 
CLASSROOMS . . . INSURANCE GROWTH POINTS TO 
TRILLION DOLLAR INDUSTRY . . . LABOR MOVES IN 
ON WASHINGTON ... QUALITY CONTROL, RESEARCH 
ENLARGE INSTRUMENT MARKET. 


boom or bust factor 


RE RY, ae Aono no eR an ene 


The “personality” of your business 
may be a better measure of its pros- 
pects for the future than its production 
methods, plant layout or financial 
statement. These five elements can be 
used to measure the real worth .. . 
the “personality” . . . of a business: 
1. The way the enterprise uses its 
people 
2. The kind of communication that 
exists 
3. The company’s spirit of curiosity 
4. The reliance placed on facts 


5. The extent to which the organiza- 
tion plans its action 


Mulstary Aur Transport Service thes globe-circling network 
with more planes than al! domestic commernal airlines 


‘MATS operates 25% 


than all domestic commercial airlines 
combined over 110,000 miles of routes 
in the U. S. and in 37 other nations. 
work will fly the Atlantic or Pacific 
every 24 minutes during 1956. Despite 
recommendations for savings, MATS 


as much as $1,000,000,000 a year. 


Nation’s Business’ 750,000 businessmen — 550,000 of whom are 
owners, partners, presidents of their firms . . . are the decision- 
makers in manufacturing, retailing, finance, distribution .. . 
every area of business. Because these men, according to a nation- 
al survey, find articles like these “educational, useful, helpful,” 
advertisers of business goods and services get results from 
Nation’s Business. One reason why, for the first six months of 


this year, advertising linage is up 22% over last year. 
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Three Join Olmsted & Foley 
Roger W. Waldin, formerly sales 
manager of Warner Mfg. Co., has 
joined Olmsted & Foley, Minnea- 
polis, as an account executive and 


marketing specialist. At the same} 
time, Edward W. Axt joined the| 


agency as a writer, director and 
producer for television and radio, 
and Henry T. Burgess, formerly 
copy supervisor for abrasive prod- 


ucts of Minnesota Mining & Mfg.|a vp and member of the plans Publishers Assn. 
Co., joined O&F as a copywriter | board. Mr. Littman was formerly 


and creative planner. 


‘Time’ Taps Valk 
Garry Valk, formerly eastern 


advertising manager of Time, has Hot Summer—for 


been named special assistant to 


publisher James Linen. Mr. Valk|Sqles, BofA Finds 


will have charge of planning, with 
emphasis on long-range programs. 


Retailers Expect | 


New York, June 19—It’s going 
ito be a hot summer, for sales, ac- 
Littman Joins Ovesey cording to a survey of 159 retail 

Rudi Littman has joined Ove- | executives made b. the Bureau of 
sey & Straus Inc., New York, as | Advertising, Amer can Newspaper | 


The “educated guesses” of the 
retailers have it that this summer’s | 


with Harry W. Graff Inc. 


sales will equal or better 1955’s 
record figures: 36% said they will 


|increase their summer advertising. 


Just about 95% of the retailers 
expect to spend as much or more 
than last year on advertising dur- 
ing the hot season. And nine out 
of ten, said the BofA, plan to in- 


vest 70% or more of their ad budg- | 


ets in newspapers. 

According to the survey, 72% 
expect boosts over last summer’s 
sales volume; 21% figure their 
business will stay about the same. 


A new kind of chart, rapidly coming 
into use as a business tool, enables 
businessmen to presents facts under- 
standably, clearly, forcefully. Its key 
feature is simplicity. Nation’s Business 
spells out the major considerations for 


chart-making in 7 simple rules: 


1. Think in terms of the audience. 


2. Set a definite target. 


3. Show simple and practical rela- 


tionships. 
Be brief. 
Push one idea at a time. 


presentation early. 


ble to attract attention. 


a 
5. 
6. Establish the credibility of the 
7. 


Use new angles wherever possi- 


freight 


high average income of $11,347 last 
year, up about 5% over the previous 
“just below top policy-making offi- 
cers,” can expect, on the average, a 
1960. Over the past 10-20 years, how- 
ever, the rate of increase has been 
greater at lower levels than at upper 
levels, tending to close the gap be- 


U. S. economy 


cars. Business’ 


icing facilities, 


We’re short 
75,000 


High-level production in every area of 


mand for box cars, gondolas, hopper 


Bt 


Cars 
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sharply increases de- 


demands for cars is 


pulling ahead of railroads’ new-car 
building program and improved serv- 


exceeding even con- 


servatively estimated need of 6,250 
cars a month for five years. One rea- 
son: government efforts to get stored 
grain out of way before new crop 
comes in. Nation’s Business, in an ex- 
clusive article, tells the businessman 
what the railroads are doing to keep 
pace with shippers’ demands. 


Fe eR ae. 


|Nation’s Business 
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Sales hikes up to 40% are pre- 
dicted, with 63 of the 159 execs 
anticipating a sales gain between 
5% and 10%. Increases over 10% 
are expected by 28% of the retail- 
ers. 

The survey was made in 50 key 
markets in 23 states among retail- 
ers representing 17 types of stores. 


‘N.Y. Trib’ Plans New Magazine 
A new weekly magazine will be 
published by the New York Her- 
ald Tribune every Sunday, begin- 
ning Sept. 9. The magazine will be 
the same size as This Week Maga- 
zine, which the Herald Tribune 
will continue to distribute. Un- 
named as yet, the supplement will 
cover fashions, food, furnishings 
and “fun for the family.” Ad rates 
will be based on $2,014 a b&w 
page. 


WSAM Promotes Schueler 
Richard Schueler, formerly pro- 
gram director of WSAM, Saginaw, 
Mich., has been appointed man- 
aging director of the radio station. 


What's YOUR Line? 


Telephone line or toy line —it’!l pull 
in more prospects ... !and more 
sales ...if your P.O.P. display ma- 
terial gets up where it can “Shook” 
attention. And that automatically 
means KLEEN-STIK—the mois- 
tureless, self-sticking adhesive that 
gets displays up and keeps ’em up! 
Like these, f’r example: 


TELEPHONES 


Colorful ‘'Sell” for INDIANA BELL 


To sell color telephones, INDIANA 
BELL TELEPHONE CO. uses 
color in this mammoth, multi- 
colored 20x15 KLEEN-STIK sign. 
Silk-screened in ae Day-Glo on 
weatherproof FLEX-STIK, it’s 

in branch offices on walls and 
counters . . . or outdoors, on sides of 
service trucks and other spots. 
Wherever they’re used, KLEEN- 
STIK’s quick peel-and-press appli- 
cation makes ’em easy to put up 
or take down. A colorful salute to 
artists MILLER SHERMAN, JR. 
and Supt. STAN DUNN of 
POSTER DISPLAY CoO., 


Indianapolis, for this big, colorful 
job. 


Toy “Toppers” 
are Eye-Stoppers ! 


\ aes 


It’s “hats on” instead of “‘hats off” 
for FISHER-PRICE TOYS, INC., 
of East Aurora, N.Y. With ship- 
ment of F-P “Happy Birthday” 
toys, dealers receive .a set of novel 
paper hat price-markers, equipped 
with strips of KLEEN-STIK. A 
uick peel and easy press dresses 
the toy for display as a cute birth- 
day gift. A “topping’’ idea worked 
out by F-P Ad Mgr. DICK 
MORGAN and Acct. Exec. JO 
MANSFIELD of LLOYD MANS- 
FIELD CO. agency in Buffalo, abl 
assisted by Art Dir. MILT 
HILBRECHT. Slick’ production 
handled by MEL ALEXANDER, 
Secy. of MANHARDT- 
ALEXANDER, INC., also of 
Buffalo. 
Why not bait your “sales hook” 
with the extra attraction of KLEEN- 
STIK window streamers, shelf 
edgers, die-cut signs, bumper strips 
—a whole string of business 
catchers! Cast an eye on the 
samples your regular printer or 
lithographer can show you .. . or 
write today for our free “‘Idea-of- 
the-Month” service. 


“KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue * Chicago 31, Ill 
Pioneers in pressure sensitives for Advertising and Labeling 
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— Total E. B. IL for : tered 
Now has appointed St. Georges & Keyes, 
‘ $302,93 9,000 oh New York, to handle advertising 
and public relations to promote 


FORT WAYNE 


Here’s real proof that in Fort Wayne 
people have more to spend . . . and spend 
it. That’s why more and more national 
advertisers are making the Golden Zone 
market a “must” on their schedules. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Represented by Aillen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


OF ino tourist t iopia via th 

: 1ANa. | tour ravel to Ethiopia via the 

Record Buying Income Boosts . Golde, NA's airlines. The company is managed 

Retail Sales 40% Above U.S. Average Be 2 _ pe operated by Trans World Air- 
= ines 


count was formerly handled by an 
agency in Nairobi. 


|elected vp. 


Ethiopian Airlines Appoints 


, - . 
Ethiopian Airlines, headquar- Schlitz Again Is 


in Addis Ababa, Ethiopia, 


No.1U.S. Brewer 


New York, June 19—Jos. Schlitz 
Brewing Co. recaptured first place 
. in national beer sales, and Falstaff 
os contract with the Brewing Corp. moved up from | 
Ethiopian government. The ac- sixth place to fourth in 1955, ac-| 
cording to the 15th annual “Brew- 
ing Industry Survey” released last 
week by Research Co. of America. 
New York Agency Club Elects Schlitz, which passed through 

John J. Walsh, O. S. Tyson Co., i 
has been elected president of the 


the portals of three agencies 
late 1955 (from Lennen & Newell 
Advertising Agency Production to Biow Co. to J. Walter Thomp- 
Ciub of New York. Joseph B. Da- son), sold 5,780,000 bbis.—163,000 
mico, J. B. Rundle Inc., has been more than Anheuser-Busch 
(D’Arcy Advertising) . 


THE BEELINE’S 50,000 WATT 


SACRAMENTO station 


KFBK has more top rated daytime shows ... 9 out 
of the 10 most popular daytime programs in the 
Sacramento area are KFBK shows, reports latest 
Pulse. 


KFBK has greater coverage than any competitive 
station, daytime or nighttime. (SAMS) 


KFBK has a greater FCC contour, daytime and 
nighttime, than any competitive station. 


Beeline stations, purchased as a unit, 
give you more listeners in Inland Cali- 
fornia and Western Nevada than any 
competitive combination of local sta- 
tions ... and at the lowest cost per 
thousand. (SAMS & SR&D) 


fc Clotchy Broodcosting Company 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 


Advernsing Age, June 25, 1956 


| In 1954, Schlitz was more than 
| 400,000 bbls. behind Anheuser, 
|largely because of a strike. 
| P. Ballantine & Sons, which 
-moved from J. Walter Thompson 
to William Esty Co. in 1955, re- 
tained its grip on third place, in- 
creasing its sales by more than 
200,000 bbls., to a total of 3,953,- 
000. 

Falstaff (Dancer-Fitzgerald- 


|Sample), which recently began 


national advertising despite a re- 
gional distribution, increased its 
sales from 3,290,000 bbls. in 1954 
to 3,653,000 last year, enough to 
overtake both Pabst Brewing Co. 
and Liebmann Breweries. Head- 


|quartered in St. Louis, Falstaff 


distribution extends to the West 
Coast and the Gulf Coast. 


® Theo. Hamm Brewing Co. 
(Campbell-Mithun), which leaped 
from 11th to eighth place in 1954, 
moved up another rung last year, 
with a 750,000 bbl. gain, passing 
F. & M. Schaefer Brewing Co. 
(Batten, Barton, Durstine & Os- 
born). 

Carling Brewing Co. climbed 
all the way from 17th to ninth 
place in 1955 on the strength of 
its purchase of the Griesedieck 
brewery. (Six agencies divide the 
Carling account.) 

The 144-page survey places to- 
tal beer sales in 1955 at 84,974,639 
bbls., compared to 83,292,707 in 
1954. Per capita consumption re- 
mained the same—15.9 gals. The 
1955 barrelage falls short of the 
87,000,000 record in 1947 and the 
86,000,000 total in 1953. 

A. Edwin Fein, managing direc- 
tor of Research Co. of America, 


explains the declining per capita 
beer consumption—it was 18.7 gals. 
in 1945—as being due to increasing 
state and federal taxes and the 
“booming infant population.” He 
points out that when the infants 
reach maturity, the per capita pat- 
tern should rise materially, pro- 


|vided no other deterrents appear 


to retard an anticipated increase 
in consumption. 


s The trend toward concentration 
of production in the hands of the 
larger brewers continued in 1955. 
The “big ten” sold 42.7% of the 
national beer volume last year, 
compared to 40.8% in 1954. The 
leading 25 brewers accounted for 
64.9% of sales; in 1941, they ac- 
counted for only 41.5%. 

The survey also points out that 
the number of breweries has 
dropped by 50% since 1935. Ap- 
proximately 7,000,000 bbls. of new 
capacity were added by the indus- 
try in 1955. For the past three 
years, the industry has utilized 
only 60% of its productive ca- 
pacity. 

The “big ten” producers in 1955 
were as follows (with their 1954 
rank shown in parentheses): 


Brewer Bbls. 
is | eee rae 5,780,000 
2. ( 1) Anheuser-Busch ............ 5,617,000 
ee SF eevee 3,953,000 
rat . 0 ee 3,653,000 
TD | Rieceninnsintsoniomned 3,500,000* 
G ( Bp WR IBIE  nccccccccsscccesiees 3,162,000* 
pn eeneeee 3,072,000 
BD. ( FP). GREE ccrccecccccccccossvsss 2,675,000* 
D. (17) Carrlitag . ........0c-ccscseseveees 2,655,000 
AG EEE 2.171,909 


*Research Co. of America says these are 
based on “reliable estimates.” 


Jacobs Opens London Office 

Arthur P. Jacobs Co., New York 
public relations company, has 
opened an office in London to 
serve commercial and entertain- 
ment clients. Jacobs recently 
opened offices in Paris and Rome 
also. 


‘Companion’ Names Two 

James O. Green, formerly a 
member of the sales staff, has been 
named manager of the Cleveland 
office of Woman’s Home Compan- 
ion. Thornton R. Warren, formeriy 


with Look, has joined the Cleve- 


|land sales staff of WHC. 
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Of Metropolitan Detroit’s Business 
© Originates In Six Key Counties* 


2° 
Oe Pee 


La. 


bi 


Wayne (Detroit), Oukland, 


Macomb, Washtenaw, Monroe, Livingston 


These six counties, with more than $5 billion 
in retail trade, account for 52% of Michigan’s 
population, 55% of its retail sales. It is here 
that advertisers concerned with “dollar re- 
turns” concentrate their campaigns. In this 
same area 96% of the Detroit News week- 
day circulation is concentrated, with 58,000 
more copies than any other newspaper. On 
Sundays the News circulation superiority rises 
to 116.000. 


Comprise the Detroit Retail Trading Area. 


These advantages, well known to successful 
media buyers, have given the Detroit News 
overwhelming advertising leadership. In 1955, 
The Detroit News carried more than half of 
all newspaper advertising in this market. The 
other two newspapers divided the balance. 


It pays to concentrate your selling in the six- 
county Detroit area, with The Detroit News. 
No Detroit paper effectively covers the rest 
of Michigan. 


The Detroit News 


THE HOME NEWSPAPER 


Weekday and Sunday Circulation of all 
Michigan Newspapers (ABC 9-30-55) 
Weekday 452,721—Sunday 557,740 


Eastern Office: 110 E. 42nd St., New York 17 e Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
Pacific Coast: 785 Market Street, San Francisco, Calif. « Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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Matchless 
Marketing 
Experience 


for anyone who 


SELLS DOCTORS 


Pharmaceutical advertisers have invested millions 
of dollars over the years, planning and producing 


adveriising that will influence doctors . . . and 


carefully analyzing results. On the record, their 


methods, decisions and conclusions must be sound. 
No one knows the medical market like these manu- 
facturers who work hand and glove with the doctor. 


| This is how the pharmaceutical industry 
placed space in medical journals in 1955: 


TOTAL PAGES 


J.A.M.A. 2,900 


Medical Economics 1,887 


MODERN MEDICINE 7s your most 
effective vehicle 


Millions of dollars worth of medical marketing experience 
says so. If the doctor uses, prescribes or recommends 


products like yours . . . if the doctor can affect your sales 


> ed 


curve .. . you ought to advertise your important products 
in every issue of Modern Medicine. This is the journal 


America’s most successful advertisers have found to be 


the most powerful advertising medium in the medical field. 


To Se ee 


en For Increased Sales Tomorrow— 
Concentrate in the Doctors’ Market Place 


MODERN 
MEDICINE 


74 

4 

. The Journal of Diagnosis and Treatment 

i Minneapolis + New York + Chicago + San Francisco + Los Angeles 
‘ In Canada: Modern Medicine of Canada 

iy me = 

4 In Great Britain: Modern Medicine of Great Britain 


Biow? Handful of 
Staff, 2 Accounts — 


New York, June 19—The Biow 
|Co., which closes its doors June 30 
after 38 years in business, is just 
about cleaned out now—of both 
accounts and personnel. 

All the accounts have moved 
elsewhere, except Julius Wile &) 
Sons (Benedictine, B&B, Dry Sack 
sherry, Peter Dawson Scotch and 
Bollinger champagne) and Seeman 
Bros. (White Rose tea), and only a 
skeleton staff remains at 640 Fifth 
Ave. to clean up and turn the key 
in the lock for the last time. 

The clean-up crew is headed by 
the boss, Milton H. Biow, and in- 
cludes Morris Zinneman, treas- 
urer-secretary; Joseph Allentuck, 
comptroller; J. E. Garabrant, vp, 
and John Hamm, special assistant 
to Board Chairman Biow. 

Here’s how the Biow substance 
has seeped away since the agency 
lost Pepsi-Cola, Whitehall Phar- 
macal, Schlitz, Ruppert and Philip 
Morris and Mr. Biow decided to 
cease operations: 


| 


e Lennen & Newell (Benrus Watch 
and Armstrong Rubber )—Jack 
Tarcher, vp; John Schneider, vp, 
and Leonard Tarcher and William 
Mahur, account executives. 


e Kenyon & Eckhardt (Pepsi- 
Cola)—William Joachim, vp; Jo- 
seph Lieb, vp, and Jack Byron, 
Phil Hinerfeld and Roger Varin, 
account executives. 


e Grey Advertising (R. Wallace & 
Sons)—Dr. E. L. Deckinger, vp and 
research director; J. S. Stolzoff 
and Edward H. Meyer, vps and 
account supervisors, and Emile 
Frisard, creative supervisor. 


e Ted Bates & Co.—John E. Ku- 
cera, vp and broadcast media di- 
rector; Dan Rodgers, vp; Don 
Severn, station relations; Austin 
Gedney, media; Charles Freder- 
icks, H. S. Jacobson and Harry 
Muller, account executives. Darrell 
McCain joined Bates as a media 
supervisor and Nat Haupter as a 
time buyer. 


e Joseph Katz Co. (Bond Stores, 
in the East)—David H. Halpern, 
vp. 

e Compton Advertising (Bond 
Stores, in the West)—Wilson A. 
Shelton, vp and creative super- 
visor. 


e Young & Rubicam (National 
Shawmut Bank of Boston) — 
Charles Winchester and Robert 
Higgons, account executives. 


e North Advertising (Englander) 
—C. P. Hirth, director of Procter 
& Gamble media. 


# F. Kenneth Beirn, ex-president 
of Biow-Beirn-Toigo, is now at 
Ruthrauff & Ryan, where he is} 
credited with leading the success- 
ful pitch for Bon Ami, recently re- 
|signed by Norman, Craig & Kum- 
mel. John Toigo, onetime exec vp 
and creative head, is at Schlitz, | 
with Louis Berger, former vp and) 
marketing director. 

Robert Bragarnick, senior vp, is| 
now holding down a vp spot at) 
'Revlon. John Moseman, director 
‘of tv and radio activities for Biow, | 
|has moved on to J. Walter ae 
json, Chicago, as manager of the 
|tv-radio department. 

Alden H. Kenyon, vp and as-| 
'sistant to Mr. Biow, has moved to| 
Campbell-Ewald; Roy Winsor, vp 
on radio & tv, has launched Win-. 
sor Productions. Vp G. P. Mac-| 
Gregor is now with Outdoor Ad-| 
vertising Inc.; Lee White, vp and} 
account exec, has gone to D’Arcy, | 
and Norman Mork, manager of the 
San Francisco office, is now em- 
ployed by Compton, which ab- 
sorbed the Biow branch office in| 


RAYMOND 8B. DASCH has been named 
advertising manager of Hamilton 
Rubber Mfg. Corp., Trenton, N.J. 
He formerly was an account exec- 
utive of Arndt, Preston, Chapin, 
Lamb & Keen, Philadelphia. 


that city. Phillip Tomalin joined 
Ogilvy, Benson & Mather as asso- 
ciate director of radio-tv. 


® The Hudson Pulp & Paper busi- 
ness moved to Norman, Craig & 
Kummel; Russel Seeds came up 
with Lanolin Plus; Weiner, Ohley- 
er, Reynolds &. Baker snagged 
IXL Foods and Langendorf Baker- 
ies division. 


Arndt, Preston Adds Two 
Accounts; Names Two 

Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia, has been ap- 
pointed to handle advertising for 
C. H. Musselman Co., Biglerville, 
Pa., maker of preserves and jellies, 
and American Screen Products 
Co., Miami, manufacturer of alum- 
inum hardware for building pro- 
jects. 

The agency also has named Ed- 
ward Boris and Richard Hesser 
art directors. Mr. Boris formerly 
was with Robert & Smith, Chicago, 
and Stuart Bart Advertising, New 
York. Mr. Hesser previously was 
with Geare-Marston, Philadelphia. 


Bier Joins Miller Pacific 


Charles A. Bier has resigned 
as public relations director of 
Brisacher, Wheeler & Staff, San 
Francisco, to become a vp of Mil- 
ler Pacific Co., San Francisco pub- 
lic relations company. Mr. Bier 
will supervise four accounts: Parr 
Industrial Corp., Pacific Ports In- 
dustries, Stone & Youngberg, and 
CBS-Television publicity in San 
Francisco. 


8X10 GLOSSIES 


FOR NEWS RELEASES 
PUBLICITY * PROMOTION 


From your negative, photo, or artwork 


Helpful brochure on preparation 
and uses of glossy photos for ad- 
vertising and publicity. pEpT. 6 


SUperior 7-s288 
319 W. Hubbard St., Chicago 10, Ill. 
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POST readers know value in a newspaper. Since January, 1952, they 
have paid $1,018,638* more for the privilege of enjoying Texas’ Great News- 
paper. The Post’s amazing growth in circulation has come about without gim- 
micks, or artificial circulation stimulants. Smart advertisers, seeing this new trend 
in Houston, are buying wisely — they pick The Post. 


*Based on The POST’S subscription cost 
of 20 to 25 cents per month more than the 
cost of any other Houston newspaper. 
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~ entering the petroleum business. 


|casts made just a few years ago— 


Plans, Flexibility Are 


“Most of the long-range fore- | 


| “Some products will have to be 


ths FO se ap Stee 
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“Several years ago in our com- 


|dropped because of technological | pany’s annual report we explained 


~ demand for aluminum, steel, oil | obsolescence or changes in com- | to our share owners that our con- 


and many other products—already | petitive position. Some products|cept of marketing introduces the 
have been discarded because they|may never be introduced for the|marketing man at the beginning 


o . = 
Marketing Musts: Gillis *: fallen short of the mark.|same reasons, and _ technological rather than at the end of the pro- 


Nor have we industrial forecasters 


(Continued from Page 3) |not in existence ten years before.|been any worse in this respect 
Grace & Co., transportation and|And B. E. Etcheverry, director of | than our fellows in government 
banking house, more than 50% of | Kaiser Steel Corp.’s general plan-|#9d on university faculties, most 
whose activities are now in the | ning department, had some similar |°f Whom would like to forget the 
chemical industry; B. F. Goodrich | statistics: projections of population, indus- 
Co., rubber company which sim-| “Studies relating to new prod- | trial production and gross nation- 
ilarly has become a leader in|ucts have shown that more than @! product they made only about 
plastics and chemicals; Pittsburgh|60% of all workers are in indus- | ten years ago. we. 
Plate Glass Co., now a leading|tries which didn’t exist in 1900,”| Employing yet another statistic 
paint and chemical manufacturer, | he said. “Half of the items we are | —that 85% to 90% of new prod- 
and Monsanto itself—an organics | using every day were unknown in| ucts fail—Richard J. Coveney, vp 
chemical house which grew big in| 1929. Du Pont expects that within|of Arthur D. Little Co., took a 
plastics, successfully invaded the|15 years half of their sales will be | ook at the darker side of the same 
soap marketing arena and is now in products they don’t make now.” | !ssue. 
| Furthermore, a lot of this change| “At one time we used to say, 
has come about in the teeth of es- ‘Can we make it?’ We took it pret- 
@ Successes tike these require|timates made by most market an- | ty much for granted that if we 
planning, particularly long-range |alysts, according to Mr. Etchever- jo make it we could sell it. To- 
planning, Mr. Gillis said. But they ry. “It is unfortunate that in our |day there are two more important 
require that planning be a contin-| attempts to look into the future we |factors: (1) Can we sell it? (2) 
uous operation. have generally set our sights too| Will technological development 

“Rigid plans do us a disservice |low,” he observed. 
by saddling us with whatever 


make it obsolete in five years?” 


changes as well as market develop- | 
ment and changes in buying hab- | 


its will indicate new products | 
which should be placed in the) 
line...” 


| 


duction cycle and integrates mar- 
keting into each phase of the busi- 
ness,” he said. 

“Thus, marketing, through its 
studies and research, establishes 


|for the engineer, the designer and 


s Not unnaturally, most of the 
speakers at the conference felt 
that marketing should be given a 
bigger role in corporate decision- 
making, and especially that they 
should be in at the very begin- 
ning of the whole business process. 
Among these was R. W. Ferrell, 
manager of market service, Gen- 
eral Electric Co. 

In the course of an elaborate} 
portrayal of the “business plan- | 
ning” process, Mr. Ferrell offered 
a well-received definition of the 
marketing process—one which had | 
the virtue of being in actual use | 
at GE: 


the manufacturing man what the 
customer wants in a given prod- 
uct, what price he is willing to pay 
and where and when it will be 
wanted. Marketing has authority 
in production planning, production 


'scheduling, and inventory control, 


as well as in the sales, distribu- 
ticn and servicing of the product.” 


® David C. Melnicoff, business 
analyst of the Pennsylvania Rail- 
road, offered some figures in a case 
example to emphasize that long- 
range projections are not “plan- 
ning.” 

“To cite an obvious case, a pro- 


mistakes we made five years ago. 
No football coach plots every play 
of the game in advance. A blocked 


kick, a bad bounce, a sudden 
break, call for changing strategy,”| = #4 "—___- 
he said. . 


Furthermore, the act of making > a ee 
plans can itself cause changes that 
hasten their realization. As an ex- 
ample, Mr. Gillis turned to General 
Motors Corp.’s LeSabre experi- 
mental auto, which was designed 
to test design features for the mar- 


ket ten years ahead. 


s “But it was so outstandingly 
successful that many of its fea- 
tures were adopted in the high- 
style models cf GM cars within 
three years. This is a concrete ex- 
ample of imagination, planning 
and foresight not only getting 
ahead of, but in truth actually es- 
tablishing demand.” 

Similarly, Mr. Gillis said, Mon- | 
santo is erecting a House of To-| 
morrow at Disneyland amusement | 
park to test applications of plastics 
for use ten years hence. “Person- 
ally, I shall be quite disappointed | 
if we do not see them put into use | 
by the architectural, appliance and| 
furnishings industries much soon- 
er than that,” he said. 

Among speakers at the AMA) 
meeting there seemed to be no end 
of evidence as to the importance of 
technological change and the ne- 
cessity (and difficulty) of keeping 
up with it in marketing planning. 


| 


s In his own chemical industry, 
for instance, Mr. Gillis noted that 
about 45% of each year’s sales is 
derived from products which were 
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GET ATTENTION 


AND SELL THE COAST GUARD | 
MARKET THROUGH THE 
EXCLUSIVE COVERAGE OF 


U.S. GOAST GUARD 


MAGAZINE 


Only one publication is edited exclu- 
sively for Coast Guardsmen—U.S. 
Coast Guard Magazine. And only U.S. 
Coast Guard Magazine can deliver the 
coverage-in-depth that sells this im- 
portant serviceman market. Write for 
full information today 
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jection of the market for soap 
made in 1939 on the then reason- 
able assumption that it would 
grow in accordance with its past 
relationship to population and in- 
come, would show a market ex- 
pansion of about 20% by 1946— 
close to the actual increase. By 
1953, however, this projection 
would have overstated the actual 
market by more than 250%. Here, | 
a change in technology makes the | 
difference.” | 
® In something of a switch from) 
the emphasis on crystal-ball gaz- | 
ing, Frank Armour Jr., vp of H.| 
J. Heinz Co., took the stage to) 
point out that, actually, “No one 
knows where planning begins, and | 
where it ends.” 

In fact, said Mr. Armour, the) 
very beginning of planning, as far 
as Heinz ketchup is concerned, is 
not known. “Our records do not 
show who was responsible for [the 
Heinz recipe] or at what time we 


froze the combination of flavors, | 


consistencies and all the other per- | 


Life Span from 11 


(Continued from Page 3) 


entaert ‘consider other colors or brands 
. |prior to a purchase. 
: wo es 1 
\@ Howard J. Scaife, marketing 
a /manager of Hotpoint’s refrigera- 


|the purchase of colored refrigera- 
tors apparently stimulated the de- 
sire to buy other appliances— 
sinks, counters and other improve- 
ments in the kitchen. 

Some 80% of the owners said 


FOR THE TEETH—Following three years of research and testing, John- 

son & Johnson this month is introducing its new dental floss and 

Dentotape floss in plastic packages. The packages, ranging in size 
from 29¢ to $1.50, are equipped with metal cutting plates. 


they made changes in their kitch- 
tinent factors that go into making} ply,” the high-priced Heinz brand |ens after buying their colored re- 
Heinz ketchup the delectable con- “will not always |Lold a price um- ‘frigerators. A total of 39% remod- 
diment that it is,” he said. brella over the industry.” |eled the entire kitchen; 13% bought 
He did reveal one piece of long- Experience has shown that Heinz |another appliance; 16% purchased 
range planning, however: “If com-| continues to increase its share of|new cabinets; 15% bought sinks 
petition should in the future re- | market when its price is about 5¢ and counter tops. 
duce ketchup prices drastically | per bottle higher than the compe- | The study also showed that 32% 
because of a temporary oversup-| tition, he explained. |do not own other colored appli- 


TALLEST TV TOWER 


IN THE 


built-in 


And of 


SOUTH ! 


KEEP THIS IN MIND FOR FALL TV TIME BUYING— 


TV coverage of the Nashville market will take a giant step forward 


when WSM-TV completes its new tower, now under construction. 


It will be not only the tallest tower in the South, but also much more 
than “just another tall tower”! It’s an entirely new kind of tower, using a 
new style antenna and a new type of steel that’s lighter, stronger, more 
resistant to corrosion. It embodies new principles of creative design 


by scientists from the Massachusetts Institute of Technology 


and other top-flight electronic experts. It will give not only unsurpassed 
long-distance coverage, but will also eliminate the blind spots that 
cluster around the foot of many other tall towers. One of the technical 
journals has already characterized it as “the prototype of the tall 

TV tower of the future”. It will, in other words, do a coverage job that 
no currently existing tall tower can possibly do. 


course you already know that WSM-TV has been telecasting at 


maximum power longer than any other TV station in this market... 
and has always led the other two TV stations in share-of-audience, 
no matter whose survey you prefer. 


Channel 4 Nashville, Tennessee 
= NBC-TV Affiliate 
Clearly Nashville’s *1 TV Station 
IRVING WAUGH, Commercial Manog 
EDWARD PETRY & CO., National Advertising Representatives 


WSM-TV's sister station — Clear Channel 50,000-watt WSM Radio — 
is the only single medium that covers completely the rich Central South market. 


|tion department, pointed out that | 


53 


Use of Color in Refrigerators Cuts 


to 7 Years: Scaife 


}ances. But 30% want more colored 
appliances, and 65% would buy 
the same brand as before. The 
'final reason for selecting the col- 
ored refrigerator brand was, “It 
had the color I wanted” and 
“Brand reputation.” 

Price is of little importance to 
|the color appliance buyer, accord- 
ing to the study. Friends’ and 
relatives’ reactions to the appli- 
| ances in the owners’ kitchens were 
|92% favorable. 

Mr. Scaife asserted that the col- 
ored appliance market is here and 
is growing. He estimated the in- 
dustry would sell about 200,000 
| colored refrigerators this year. He 
| estimated that this figure would 
jump 3% to 5% each year until 
1960, when colored refrigerator 
sales would account for 30% to 
35% of total refrigerator volume. 

“It is my belief that color, prop- 
erly sold and merchandised to the 
public, will play the major role in 
accelerating obsolescence, which 
will enable us to reduce signifi- 
cantly the trade-in span from 11 
years to perhaps seven, or even 
lower,” Mr. Scaife said. 

General Baking Elects Lenz 

Stuart M. Lenz has been elected 
vp in charge of marketing of Gen- 
eral Baking Co., New York. He 
was with Standard Brands Inc. for 
the past 18 years, most recently as 
western regional sales manager. 


Dishes up 

all the basic facts 
about major trades 
and industries 


Once you feast your eyes on 
IM’s Annual Market Data & 
Directory Number, June 
25th, you'll never worry again 
about getting basic facts 
about the major trades and 
industries in the U.S. and 
Canada. It’s all there — au- 
thentic, completely indexed. 
Yours as part of a trial of 
the IM service. One year in- 
cludes monthly copy of IM 
plus annual 556-page MD& 
DN—only $3. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 
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Chan in Times Chan 7 e |very nature of creative writing: the mushroom growth of non-cre-|is “neither lenient nor rigid in its 
g g ge Creative Men, Too; | “It can be concentrated or dif- | ative agency activity, and a fear of | discipline—each man knows his 
Now It's Backyards, Trees—and Money 


|fuse. In an inspired half hour, a | being submerged,” declared Mr.) job and has the ability to do it on 
’ |copy man might hit on the basis | Flanagan, “is not without founda-_ | schedule, even if it takes a dash of 
Cuicaco, June 21—That ban-| status for a job in an ivory tow- 
died-about yarn that creative peo-| er,” he said. 


of a year’s advertising. At another | tion.” | midnight oil to do it.” 
He added that it might be dan- 


| time, the same writer might strug- } 


ple are pampered and babied by 
the advertising agencies that em- 
ploy them got blown a little far- 
ther skyward this week. Two more 
creative agency heads added their 
comments to the “common sense, 
not ‘special handling,” school of 
thought (AA, June 25). 


s From Madison Ave., George A. 
Flanagan, vp and copy director, 
‘Cunningham & Walsh, said that 
times have changed. “I can remem- 
ber a time,” wrote Mr. Flanagan, 
“when it was thought quite the 
thing to grant (in a gentlemanly, 
sub rosa sort of way) special 
privileges to creative people—al- 
low them to take frequent days 
off and go and come as they 
pleased.” 

Mr. Flanagan termed that period 
of advertising as “the days of the 
esthete, when advertising was a 
craft—and the theory was that 
freedom of movement did some- 
thing for the creative urge.” 

Today, said Mr. Flanagan, this 
has changed—at least at Cunning- 
ham & Walsh. He said nobody ever 
repealed the copywriter’s unwrit- 
ten rights (if there ever were 
such), but that now he just hasn’t 
the time to use them. He’s too 
busy. 

The change, said Mr. Flanagan, 
is quite likely true throughout the 
agency business. “One has only to 
look at ADVERTISING AGer’s lists of 
ever-increasing agency billings to 
realize that in recent years there’s 
been a lot more work done by 
somebody,” he said. “And some- 
body is the creative man—whether 
he works with typewriter, draw- 
ing board or storyboard.” 


There’s one big reason why Bid- | gle fruitlessly with a single piece|m Jn Mr. 


dle writers don’t expect special 
treatment and 
cording to Mr. Lausmann—why 
they’re satisfied to report at 8 a.m. 
It’s money. 


concessions, ac-| 


the | gerous to publicize the Biddle sys- 


of copy for days. 


“On the other hand, with mount- 


Flanagan’s view, 
agency creative man is in a diffi- 
cult psychological position. He said 


tem of “handling temperamental 
|prima donnas through the simple 


ing pressure of work, time becomes |a creative man is usually schooled | expedient of money. 


'a valuable commodity for 


the|/to be a poet, novelist or artist. | 


| busy writer or artist—and he is the |“But his job demands,” said Mr. 


Mr. Lausmann said his copy peo-/| first to appreciate it. Our experi- 


ple “start off on a salary, in most 


ence indicates he’s usually more 


cases, equal to or better than their | than willing to put in a stout day’s 
former pay. When they progress to| work and is scarcely in the mood 
|to demand unwarranted days off.” | salesman, and a hard-headed busi- 


the status of senior writer, they 


receive a percentage of the billing | 


on all accounts they write and 
service. This is in addition to their 
base salary. This incentive goes a 
long way toward leveling off 
outbursts of temperament,” he said. 


e Mr. Flanagan sees no advantage 
in strict “nose-to-the-grindstone 
regulation or in lush largesse in 


the way of time-off privileges.” | 


. Taking another tack, Mr. Flan- 
/agan advised a little more pam- 


| Flanagan, “that he—without los- 


ing one jot of the divine fire of 
Shakespeare or Leonardo—also be 
an expert market analyst, a super- 


| 


ness man at the same time. 
“When we hired him, we gave 
him a plus-mark for his special 


pering “in what might be called a emotional qualities—because he 


spiritual way.” Recognition, both 
within and without the agency, and 
more assurance that their jobs are 
important to the agency are vital 


was a little more imaginative than 
the next fellow, a little more sen- 
sitive to trends and moods (and 


'words and pictures). Yet in his 


to the well-being of creative peo- | 


ple, said Mr. Flanagan. 
The “sensitive attennae of crea- 


This, he said, is explained by the tive people have long since noted 


job, we expect him, at the drop of 
a hat, to be a master of cold, im- 


| partial logic. And often he is.” 


Mr. Lausmann said his agency 


“However,” he _ said coyly, 
'“should you want further details 
|—please command me!” 
|Diekmann Named Ad VP 

| Henry A. Diekmann, formerly 
manager of the new business de- 
partment of the Brooklyn Union 
Gas Co., has been appointed vp in 
charge of sales and advertising of 
Northern Illinois Gas Co., with of- 
fices in Aurora. 


Parker Joins Burnet-Kuhn 
Russell R. Parker, formerly copy 
chief and vp of Burnet-Kuhn Ad- 
vertising Co., Chicago, has joined 
the copy staff of Aubrey, Finlay, 
Marley & Hodgson, Chicago. 


# From Main St., Bloomington, 
Ill., Al A. Lausmann, copy super- ; 
weer 66 Op Seem oo Money of bis J. Frank Beatty: Ubiquitous. A RADIO-TELEVISION TRADE MAGAZINE may be judged by the type of staffer ] 
agency s unique operation. ‘ ° es ° ° f 
"Sis, Lageneneies believes that Bid- Roving assignments for BeT in past year took who hits the road. Is he out selling advertising or is he out getting a story? ¢ 
dle is an unusual agency in sev- him 36,650 miles, hed him inhaling the etter Some books need only a scissors and paste-pot to “cover” the country; an edi- I 
eral ways. Perhaps its major dis- of gasoline in Texas, dodging flying chips in . ; 7 f _ : 
tinction is that it’s located “on a High Sierra lumber mill, sampling Tillamook torial expense account for travel might include a couple of cross-town taxi i 
ue St. Instone ef Michigan of cheese, gaping et Wilson Dom turbines, est- fares, while the business of space selling uses 95% of their travel budget. \ 
Madison Ave.,” as Mr. Lausmann ing scrod in Boston, abalone on Catalina Is- 4 , 
puts it. “We don’t have talent land, Olympia oysters on Puget Sound and 
jumping across the street as a swordfish in Miami. Aside from a fondness \ 
daily occurrence—we’re off the for sea food and no air sickness, ye ge. ON’T GET US wRoNG—there’s noth- ‘ 
beaten track of the advertising a well-traveled Swiss typewriter which may D . : ravel for space- 
grapevine—so when we need tal- well symbolize BeT’s editorial approach: Get tee rage, with crave P c 
ent, we have to dig for it,” he said. it first hand and get it all. selling. It’s an essential part of the } 
eee Se: S = ro business of publishing a magazine. Our 
~ copywriters, described by r. ai t 
g “ ; int is one of balance. 
Lausmann as “probably the most po : 
pe meee ny fe oly eee Morr Here at B°T our editors and reporters 
agency ever had. They like the life ie el Take Seni l 
they lead (in Bloomington) and do plenty of traveling. Take Senior : 
oon heme eoeghil- sameeren Editor J. Frank Beatty for example. He 
improving the quality of their out- ong, pe : P 
put. Most of them have backyards, has traveled 36,650 miles in the past - 
trees and kids, and they get home year, making market studies in the 
for lunch in 10 minutes. : ; , 
Carolinas, the Gulf States, the Pacific | 
© “It takes a certain type of per- Northwest, covering national advertiser I 
sonality and philosophy to be con- , ol : , a 
tented here, but, believe me, none meetings, digging into the a ot : 
are anxious to trade their present the Detroit newspaper strike, investi- 
, gating uhf in Indiana and Pennsylva- 
_ \ , pig 
<q \ nia, touring the major markets in Texas I 
3 octobe, (and making an “informal inspection I 
. Sf se adie rH in Las Vegas which yielded no story c 
% 4 nory bye ; bling doesn’t i 
coe The ©) ell th ere” nt went Ss atire non ita that gambling a 
* wi wi ° , on pay”). 
Test and 15) © ion. and © P $ : ; 
th gente n anning © \ook . reo psp Frank is one of 35 editors, writers, pro- ! ; 
iv v : . . 
nap ates a : ne of tre asoble A ' duction experts and stringers who cover . 
i \ : . *“-* a 
Pittsburgh arerprer 7 indisP® ; the world of radio and television for i 
market... | wt asers ’ 
v 
Panel of 2,000 : Bis. 
Pittsburgh families available for: ee 
¢ Promotion Penetration Studies $ 
¢ Blind Product Tests 
@ Opinion Surveys 
Market Survey Bureau 
ERNEST E. ENGEL, Director 
, 2 GATEWAY CENTER, PITTSBURGH 22, PA. 
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Advertising Age, June 25, 1956 


Niles Six Months’ Gross | 
Exceeds Expectations 

Fred Niles Productions, Chicago 
film company, grossed $550,000 for 
its first six months of operation. | 
According to Fred Niles, president, 
the company will gross over $1,-| 
000,000 by the end of the year, ex- 
ceeding estimates made when the 
company was formed in December, 
1955. About 35% of the business is | 
in the production of tv commer-| 
cials. 

Recent staff additions include 
Mrs. Rene Robinson, former exec 
vp and founder of Chicago’s Home 
Arts Guild; Robert Faro, formerly 
a Disney artist, and Joseph Gura, 
formerly with the Chicago Tribune, 
artists. 


‘Play It Safe’ Available 
“Play It Safe,” a 28-minute 
bicycle safety film narrated by 


Red Barber, is now available for | 
public service television programs | 


COOLING—Part of Olympia Brewing Co.’s summer campaign is this 
outdoor poster featuring beer in a bowl of ice. The theme is used 
also in full color newspaper pages in 34 newspapers and in smaller 
two-color and b&w ads in other dailies in the Northwest. Copy 
stresses “It’s the water... water so exceptional in content and char- 
acter that it’s naturally perfect for brewing just as it flows from 
the earth.” Radio and tv are also being used. Botsford, Constantine 
& Gardner, Seattle, is the agency. 


and community group showings; Madison Ave., New York. The film | Hallicratters Names Agency 


through the regional tele-ex-| was sponsored by Johnson & John- 
changes of Association Films, 347| son as a community service. 


Hallicrafters Co., Chicago elec- | promotion of the foods during oth- 
tronics manufacturer, has named ‘er seasons. 


| Manchester-Williams-Kreer, Chi-| 

cago, to handle advertising for all 
its divisions, effective Sept. 1. Pre- | 
viously Walker B. Sheriff Inc., 
Chicago, handled advertising for 
Hallicrafters home radio and tele- 
| vision division and Burton Browne 
Co., Chicago, was the agency for | 
|the communications division. 


| 
Ted Bates Names Two VPs 
| Erwin A. Levine and David C. | 
|Loomis have been elected vps of | 
Ted Bates & Co., New York. Both | 
|men joined the agency last year. | 
|A copy group supervisor with | 
Bates, Mr. Levine was formerly 
copy chief of Cecil & Presbrey Inc. 
Mr. Loomis, a contact executive 
with the agency, was formerly a 
vp of Dancer-Fitzgerald-Sample. 


Santa Claus Changes Name 
Santa Claus Associates, Water- 
loo, Ia., packer of food gifts, has 
changed its name to Holiday Foods 
'Inc. The change of name is to ease 


or Salesmen? 


BeT. It’s a staff that puts out a book 
of 85,000 informative, informed and 
pertinent words a week. Raw material 
is 100,000 words a day that reach BeT 
Wash D C via AP, UP and B®T’s own 
communications to bureaus in New 
York, Chicago and Hollywood, ‘plus 
on-the-spot Congressional and FCC 
coverage. 


A recent survey* among 4,584 radio- 
television executives (42.2% replied) 
revealed that 90.4% read BeT regu- 
larly. Not only do they read it—if they 
could get only two of the seven publi- 
cations in the field, 82.1% would 
choose B®T as one of the two; 78.4% 
prefer B*T’s weekly frequency; 57.1% 
list BeT as the publication in which 
an advertisement would have the most 
impact on them (runner up scored 
18.7%). 

BeT’s 77,440 readers every week find 
BeT indispensable. That’s why BeT 
carried more pages of radio-tv advertis- 
ing (3,832) in 1955 than all other verti- 
cal publications in its field combined. 


*For a complete summary, write Executive 
and Publication Headquarters, Broadcast- 
ingeTelecasting, 1735 DeSales St., N.W., 
Washington 6, D. C. 
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Try ours—six unified services; 


art, typography, photography, 
photoengroving, color 
process and electrotyping 
all at once and every day! 
You can get assistance 
in anyone of the six by 
themselves or use them all 
simultaneously; in either 
case you'll be pleased with 
the cooperation, service and 
help you get from Pontiac. 
Write or call and let 


‘us tell you more. 


ART WORK 


PHOTOGRAPHY 


eet, UNIFIED 
gor” SERVICES 


rrook* 


ret 


Pontiac 
Engraving & 
Llectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 * Chicago 7, Illinois 
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“AWAY ALL BOATS,” new Universal-International film, to have world 
premiére next month in U. S.... other openings soon in a hundred other world 
markets . . . all promoted in Reader’s Digest. Authentic story in Technicolor and 
VistaVision of naval war action stars Jeff Chandler, other prominent stars. 


ell see action 


Universal runs "first global magazine 
advertising campaign for a motion picture” 


...tm all 28 editions of Readers Digest 


MILTON R. RACKMIL, president of Universal, knows what attracts audiences. “People 
everywhere look to the Digest for important factual material presented in appealing, dramatic 
form. We can profit soundly from the ready-made loyalty and interest of this audience.” 


HIS IS the first time any motion picture has been 

advertised threughout the free world in a single maga- 
zine,” says Milton R. Rackmil, president of Universal Pictures 
Co., Inc. 

“We know we'll see action at the box office in every one of the 
markets covered by Reader’s Digest—because Away All Boats 
is a dramatic story of World War II, and millions of Digest 
readers are of that generation who themselves were involved 
in this war.” 


Actually, the Digest reaches more people in every age group, 


more people at every income level, more people of high position 
in business and community life than any other magazine 
published. 

In the U. S. A., for example, half of all the families earning 
$10,000 or more per year are regular Digest readers. In Latin 
America, the Digest reaches more able-to-buy families than any 
other magazine. The same is true in virtually every world 
market where the magazine is circulated. 

Whatever you sell, chances are that more of your prospects 
read the Digest than read any other magazine. The Digest is 


ae : he ° a : 
Dery a ali" % e ¥ , 4 . ‘ i . 7 
CaP s.: ate 8 f , Se ps ‘ . ‘* x . UL 4 a ‘ + a ‘ *» 1, 2h le — ~ 4 a vs ule 
Lae i illest - 
Caeny 5) — . , 
bas Fein 
a 
Me al. ‘ - od Oe 
A pag el Bagh gh RE aaa ge al ea ee =| Mace a See pT Len tad ie) ee eee es eS es me eu 22 a 
7B: = a> ee Ss Ree aa rage Ha ze i eee isc eo > yy" ot a 31 ae Mh on late oe ieee ie SOS te > Sar ee 2 Ta Biren a - fu Ee 
+5 Fa Seen Sy aces 6 ue ee > oe a a ae 
aati + Pees a ein 3 - on GA Sos a Past ia eh. eee a > an a Uti } 
bale “yt SEES to eds Blan te ae ames a: oe | tae? 
$3iec pi gerta- Cis ta = ne; a, eae hg agai, © Be: ices 
bape 2 a eB . ie eee ig eee aie. pages 
ee itn. = EL et. ty : Be ie. Bee: ph eae {ag Pap oem 
i % . . ens Ee ORS : Bid Saee ae ; jae ere. —— ie a a 
Pe i re — a oe oe eee eye? ae ee Le ofS he bi mew: Sh fas 
a a. ~ ae Po. ee i a aes 
a. >) Pip ' 2 ee ee Sn? ia ies 
aren ci oy ian 2 Ya ee ak Ries) oe eo ea fe Br >| 
od Re res a ee ee: oo a 
ao he é ae ee ae = ae eat eg ere a aS! A jai Ps 
ape qe “] : re i eR Ol mG 7 apse ae ae ss Ese a = + ae ee ony na 
Co ee ea ss ; aes See ret, << rae, Rone ae ae ee iad 
sia fe } ae . F : re ay eee. ee 0 ae ‘ ce : 
sat: nn a — . = ‘ ae ; were ee : i 8 
st ay : 7 ‘d ‘ q " é a ss oa : 4 
ae >, : ali j pes : d a a ‘ - . we a 
— 9 '<t 5 +5 a * ’ 4 . £ . abe - - ~ J ee “af i : 
aire “ i * St oe : 
PAL & a low i Et a: ua A »© 4 - “a. en , “ 27 
a : 8. . a gin _— .  . ‘ 
fase é , “abt saa Sf ae | a By 
>. ; : q - ~ = » m aa 5 4 . COT yg Ps s-, aeloe 
Git: : § ; ‘ p é be im Sas 
es ’ . Ve \ie i * a Be : ‘be 
ate 7 : he ? Diets a , ae .. Sie bl fe . i ie Cy Behe 
Berle 4 : oa SuL.. a> a ~ = 3 fi 
nee ) iis 7" 4 “ al om F 
=a Ti E *) £848 “a t * x aw a . ’ . Cs eee 
me nol a hy ‘ E. 2 Ne a, shel - ae - es oe a 
i . ee © Z ii aa . 
eo" : ag | em rae. 
“- —— : t f e: Tt) 7 as . : » i ? ee 4 - fy 
ae z rae : ’ ; mr : ‘ ‘ 
Nay | =| Be Be OB La be ; 3 AS 
ge bis = [a | “2 . af a — &' 
wee) . yA Be i ~—, j . s ya ee. : > ef . \ 
a / : he 3p ; a - - P t ' - ae . / - ‘ x , 
B ime r Ss tte : : / . . . Pi ag 1 § Be 3 ’ 
pa “ i . Le) % a : 3 “ * bs ¥ . 5 * : hes " 
we ee re RR) bal oe oye | 
eer: Pi ; ie j ’ ; ; é' , 5 
ee : 2 ae 4 7 J 7 ¥ ‘ : 
ee fe ¥ “s af ee | et 4 ae. : i ae % 
er ie : y 2 zo . ; . , o Es 4 
ies ye : | : a | Ps ieee. —— : : A - v7 ke a? > t 
en : Pe. ‘« £ : . Pa : % . — id os ’ 
Ta an & Ae ", he Me co ~ ey rm * >. | ' 
fen $ ; » ‘ iin a. A a . | 54° FESS : ables. Seren : ad we . oa * ‘yy a t 
pe ¢ iy y Brul Maka oe sl ee aie * br : 
is ' aay v/ r/o 4 : ‘- Se 
Le —-/, ge ini ap eas: oma oy — — —- 
134. 5x4 e 3 , + in - _ fy ‘ty ea! , — me . ; areal a 
aah oie Oe Se i. een » - tt get ae a . pe = ae are) : ae ; pase 
Sige co ag = : /\ - OS Mpg eas mee - 7 
nits Bee ed A i 2 . - 
pat Wrens oh : : , bho ~~, pie 4 ra . . — 
sihn a ; go , ;, : - \ ee Mu oe —Se 
pe 4 - > nd ' . ea -& cal . el ; a> 
at y ‘ is r : =. = 
a. ‘ ¢ ~* at ~ ae o ers — — ae, : ~ Sa 
se ° — . 7 —_ —_ Pea ; - ae" 
gs: xe. she IG te “apy Me os . 3% a 
43 eRe - << : + —,. :—— “4 a 
wey : - eet Tae . ¢ Gel 
mc <a — Ea = " 4 ees boas 
5 aT evan Oe | cy a ae 
ah, ios aw jy : gas Ree i rg 
Sab Pe aS , ’ - is — eee eh A ci. >. | SOK etal ° ae ? ew 
hae Pee Lae am 243 eb ome : a a , ey A ee EY Nate. Pea Ue Se le ye eee fp ee Te eG 
i tee Wo py de teak 8 ie SS egg ere é op De ae ae eae ake ie lead iad pe ety Me PS fe t | k - oe - M4 oe a a bh ¥ ES 
MT agit _ : ‘ , Lae oe : a Raat Nerd oak aaa eae >| Aa s a ee ee 
ASK ii Cm erie ca Ree Po cea Paes see os Poe ge) ees) ee Be ote ie fee J) oo - ay On Ee: 
aie veys i BOTS sn See ee 4 ik ie oe se, ie die lf | iPee — om 
‘hari oP s SP REE SE: ees ae ee pe be See . eee 2 ag | 7 a a ate 
4 Fs {om ee: a3, oa i lb Ta we ow. a ee ee “hel i a eee Viae oe eo) a eae. - ar, | ee ES ee ae Pe es ha ih. ee = a : ; ais “4 
: 4 . ; > vibe Ths ae oe r. ee i ae” ea a ee , a. ie 

Ae ee J By 4 E 
> Aid 

pete,” 
ae 
earn 
mies 
Be et 
Pes hess 
~ ee 
“en 
dg 
ers 
ar 
ea 
%e 

Rese’). 
ees 
Re: 
ee te 
veer - + . 

~~ a. . 

Beit - ¢ a : 

a: PER ha MA. Hone 
“ae . j AE hs Pee ay 
3 ths 4 — . | 

Bie i “i i | 
a “y ' - ai, A } 
be a ~~, 

is — =? « | 
oy + : 

hy) -— J 
a {5 we “7 ) 
= is 2 r " i 3 Par « 
an : : ; ‘ we } 
Pah. se ~ ah 4 ct 
poe i i SE “| 
ie : ry 
VS . 7 . 
ia | ¢. ag 
ins j 
See 
Ratt 
sts 
ie | 
ae 
eat 
a 
ix 
7 
yo 
| eal 
rain 
‘ 
fo ee 
Pee ate 
oe 
re 
ea 
4: e 
o 
Bil: 
» 

w 
nae 
ey “ ; 
A PAs: SOL Ne eee ie ash | | 1 
et ae RR ae ST Le Se ea ee tae Ser cee ie att om Feta Ui ee Bo RG ee : ee te ETRE ic, Tie Bat aaa cate ey Rea ik 
bo ree hae ba SS aa: PATO al Mes) hoe eae Boe ees . a ee | SE.) eS ca ae age Dg Wie od é . — 


in LOL countries” 


the world’s only “truly international” publication. It “speaks 
the language”’ of your customers wherever it goes. . . 


Editions Circulation 
LATIN AMERICA 

(5 editions, 4 Spanish, 1 Portuguese). . . . . 1,622,796 
CANADIAN 

(2 editions, English, French) . . . . . . ~~. 900,000 
BRITISH COMMONWEALTH 

Gommem Gee. ..c«eseccs en s » Wee 
WESTERN EUROPEAN 

(8 editions, 4 languages). . . . « « « « « 2,415,723 
SCANDINAVIAN 

(4 editions, 4 languages). . . . « « « « »- 900,530 
MIDDLE & FAR EASTERN 

(3 editions, 3languages) . . . . ... . . 547,944 


UNITED STATES EDITION . . ....... .- « 4002,672* 
28 EDITIONS, WORLD-WIDE TOTAL . . .. . . . 19,183,338 


Largest magazine circulation 
in the U.S.A. and 
throughout the world 


eaders Digest 


Published in 28 editions . . . in 12 different languages 


And this giant, responsive audience is available to advertisers 
at a Jower cost per thousand circulation than any other leading 
international publication. 


More international advertisers invest more money in Reader’s 
Digest than in any other international publication. Last year 
2771 advertisers used 18,095 pages. 


Write for the booklet of “Leading International Advertisers.” 
See how many sales leaders in your field are promoting their 
products and services with ads in the Digest! Reader's Digest, 
230 Park Avenue, New York City 17. . . 527 Fisher Bldg., 
Detroit 2... Prudential Plaza, Chicago 1...6351 Wilshire Blvd., 
Los Angeles 48.*As filed with the Audit Bureau of Circulations, subject to audit. 


65 MILLION PEOPLE tread the 19 million copies of Reader's Digest 
in which Universal's advertising appears. In the U.S. alone the Digest’s paid 
circulation is 11,002,672* per month—reaching 36 million readers. Here or 
abroad, it’s the greatest audience ever attracted 
to a magazine. 
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58 Advertising Age, June 25, 1956 
’ +e . 
4 Meyercord Builds Plant | Sylvania Advances Isham IBM’‘s Watson, = on he ordered copies for every 
Spteccens. Paste Buds &| Meyercord Co., Chicago, is build-| George C. Isham has been ap-| ‘ office in the organization. Later, 
Net a ing a new plant at 2915 S. Vail|pointed general merchandising F@Qmed for ‘Think |Mr. Watson made it impossible for 
The Key and the Rule } Ave., Los Angeles, to increase its manager of electric product sales'| Ad D 82 ae a to oe wee. ag 
1 facilities on the West Coast for|by Sylvania Electric Products, | j j ction, when on rly, 
COVSSSS ADVERTS Hl the manufacture of decals: Open-|New York. Mr. Isham formerly | ViCe, LCS at without seeing the “think” sign. 
JAW Hing date for the plant is set for | was eastern regional manager of| NEW Yor, June 20—Thomas J.| (In recent years a corruption of 
MES REN IL Ta July 25. distributor sales. | Watson Sr., 82, chairman of Inter-|the original slogan, “Think,” has 
z | national Business Machines Corp.,| become almost as famous as its 
died in Roosevelt Hospital here | predecessor.) 
| yesterday as the result of a heart; In 1914, Mr. Watson became 
A p V E R T | S id R S ‘attack. Often called the “world’s president of the Computing-Tab- 
greatest salesman,” he built IBM/| ulating-Recording Co. It had fewer 
WHO GAM BLE | into a $629,000,000 company by | than 400 employes and was having 
os what has been referred to as his|a hard time financially. But Mr. 
THOUSANDS OF DOLLARS ON THE TURN OF A PAGE .. .| “sheer force of personality.” | Watson revitalized it and ten years 
Born in Campbell, N. Y., he at-| later brought about a merger with 
can take no chances on quality of reproduction in national tended the Elmira School of Com- | IBM. He took over the latter’s 
advertising, whether by letterpress or gravure. For many years, | merce and began his oe & name for the amalgamated — 
ional advertisers and their agencies from coast to coast 96-a-week ueeenecper  & Rares |peny SRS RasEmES the premeseay. 
matoneal ac 8 — ‘ture store at Painted Post, N. Y.| From then on, IBM became the 
and the men who print national magazines, have learned He soon decided to become a sales- | lengthened shadow of T. J. Watson. 


man, and for two years he sold|He knew his field, used unortho- 


to rely on C M & H for accurate proofs and fine 
|sewing machines and musical in-|dox advertising and created mar- 


reproduction by letterpress. The C M & H rm 

gto ar ialized struments. kets by training salesmen to show 
Gravure Division is specialize to | Then he joined National Cash|business men and governments 
deliver the same quality of En, | Register Co. as a salesman in Buf- | how they could save money by 


| falo. And a few years later he was | renting IBM equipment. He was 
|made general sales manager and/ generous with salesmen who could 
| moved to Dayton, O. meet their quotas and ruthless 
It was during this peri “that he| with those who could not. IBM 
coined and first used .e slogan|developed plants all over the 
that has since become almost a| world. Mr. Watson made personal 
trademark of IBM. He and his as- | Sales trips abroad and sold IBM 
sociates were working on some ad- | equipment to foreign governments. 
vertising material but could not|He was decorated by 29 foreign 
seem to make it come alive, he |sovernments. 
once related. To stimulate himself | 
and others, Mr. Watson had a/# In 1952 the federal government 
large sign lettered with the word | started an anti-trust suit against 
“Think” and hung it in the con-| IBM, charging it owned more than 
ference room. 90% of all tabulating machines 
used in the U. S. Its rentals were 
= John H. Patterson, head of the| estimated at $250,000,000 annually. 
company, was so impressed with |A consent decree was signed here 
last Jan. 25, requiring the com- 
pany to abandon the practice of 


providing certain equipment on a 

lease-only basis (AA, Jan. 30). 
<< Although he was succeeded last 

month as chief executive officer of 


IBM by his son, Thomas J. Jr., Mr. 
Watson continued active in the ad- 
ministration of the company until 
HAS THE his death. He was also active in 

various civic, philanthropic, educa- 
tional and artistic groups and held 
many honorary degrees from uni- 


LARGEST EVENING CIRCULATION Scape en 


Wo .Fresoro, N. H., June 19— 
Frank A. Poor, 76, one of the 


founders and vice-chairman of the 
board of Sylvania Electric Prod- 
ucts, died June 17 after a brief 
illness at Huggins Hospital. 

; In 1901, Mr. Poor purchased the 
Bay State Lamp Co., Middleton, 


Mass. Eight years later, with his 
|brothers, Walter and Edward, he 
|formed the Hygrade Incandescent 


| 


| Lamp Co. By the late 1920s, Hy- 
HAMILTON COUNTY | grade had greatly expanded its 
|production of electric lights and 


had started the manufacture of ra- 


we, a. 


reproduction for 
national advertising. 


COLLINS, ; 

MILLER & ae 333 WEST LAKE STREET 
HUTCHINGS, INC. AT WACKER DRIVE 
Be tell 5 is : CHICAGO 6, ILLINOIS 
FINEST PHOTOENGRAVING PLAN LETTERPRESS AND GRAVURE 


‘ee Se es 


AMERICA'S 


dio tubes. 
In 1931, Hygrade was merged 
Population 796,900 with Nileo Lamp Works and Syl- 


vania Products Co. of Pennsylva- 
|nia to form the nucleus of the 
|present Sylvania organization. Mr. 
Effective Buying Income $1,540,091,000 Poor became treasurer of the new 
company. He was elected chairman 
of the finance committee of the 
® board in 1943 and became vice- 
Total Retail Sales $1,049,383,000 chairman of the board in 1950. 
Throughout his career, Mr. Poor 
was deeply concerned with the 
welfare of his employes. Hygrade 
Source: Sales Management, 1956 had an infirmary and medical 
Survey of Buying Power care long before state law made 
| such facilities mandatory. Mr. Poor 
also set up a plant cafeteria long 
| before this became common prac- 
| tice. He frequently boasted that 
| his employes were the highest paid 
| in the lamp industry. 


'Zitt-Davis Promotes Ziff 
| William Ziff Jr. has been ap- 
pointed assistant to B. G. Davis, 


% |president of the Ziff-Davis Pub- 
CINCINNATI TIMES-STAR | lishing Co., New York. Mr. Ziff 
joined the company in 1955 fol- 


lowing his discharge from the U.S. 


Cincinnati's Only Home-owned Newspaper Army. He is a graduate of Rutgers 

University and a son of the late 

GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE — NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES William Ziff Sr.. ae a of the 
FLORIDA REPRESENTATIVE: McASKILL & HERMAN, MIAMI BEACH publishing company. 
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aq was May 15, 1920, 


the day before the man’s last day on earth, and it was 
a bad day. The bull, the one that ran his total kills to 1,566 


swayed and crashed over dead and the the 25-year-old matador down in the 


arena wiped his sweaty face, looked up at the Madrid crowd, and swore as they booed him... 
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4 | illustrations on this spread and the front cover, from the 


es of TRUE, America’s largest selling man’s magazine. 


... for the millions, magazines answer it 


That unique ability of the magazine to set its own stage, paint its own particular back- 
drops, and play out its audience’s special choice of drama, has never been less than 
remarkable. And never rivalled. 

And perhaps nowhere more remarkable, in this presumably conventional and sophisti- 
cated world .. . than in satisfying man’s quest for adventure, his warm heart for courage, 
his pride in his own private male sanctuary. 

There are today in the United States at least three dozen magazines for men, not in- 
cluding another hundred-odd sports and outdoor magazines, veterans and fraternal 
publications. So, you see, this man’s world of print is a lot larger than even you might 
ever have suspected. 

No other means of communication is as intimately close to him as his magazines. No, 
not even his wife. For here he is king, unchallenged . . here he is what always he 
meant to be in his boyhood dreams . . . matador or master swordsman, brilliant military 
strategist or death-defying trapeze artist . . . 

It never was a man’s world in his home. It is no longer a man’s world in his office. Nor 
his barber shop nor his club. But here, in his own magazines _. here he is most easily 
and economically accessible by the millions to you, another man, with a man’s product, 
to sell your head off . . . without the distractions of bringing-up-baby forums, beauty 

hints, brassiere and girdle advertisements, or boy-meets-girl stories. 
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Why do so many leading magazines 


print at Fawcett-Dearing? Estates 


- 


bed MECHANIX 
ILLUSTRATED 


Each day here in this modern plant in the heart 
of Louisville, we produce a million magazines. 
But we'd be the first to tell you that sheer quan- 


tity is of far less significance than an immacu- 


late record of perfection. Matchless reproduction, 
precision register, sparkling color work, all these 
are the hallmark of our craft. Twin these accom- 
plishments with Fawcett-Dearing achievements 
in speedy time-table distribution . . . well, sir, 
these are a few of the reasons why so many lead- 
ing magazines have been printed here for so 
many years. And, may we add, such efficiency 


bespeaks economy-in-cost. Dollars saved in better 


printing performance today can mean more 
than many new advertising contracts, as well 
you know. Call in the F-D man soon and talk 


with him about it. 


Fawcett-Deari nN a4 PRINTING COMPANY, LOUISVILLE, KENTUCKY 


67 West 44th Street, New York 36, New York * 612 N. Michigan Avenue, Chicago 11, Illinois 
A MEMBER OF “THE FAWCETT FAMILY”... PRODUCING A MILLION MAGAZINES A DAY 


Advertising Age. June 25. 1956 
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“T have been a devoted Methestix Hsstrate 


says Donald cee 


reader for years” 


“As far as hobbies go,” writes aviation pioneer Donald W. Douglas, 
“every man seems to have his own particular favorite. I like to build 
boat models . . . put them together and paint them. Through the years 
I’ve spent hundreds of pleasurable hours following this hobby with 
the help of suggestions and directions I found in MecHanix ILLus- 
TRATED . .. one of my favorite publications.” 


No, this is not unusual. Many distinguished Americans, leaders in 
business and public life, can be counted among the million loyal 
fans of MecHanix ILLUsTRATED. These men have one thing in com- 


Advertising Age, June 25, 1956 


PRESIDENT, DOUGLAS AIRCRAFT COMPANY 


mon ... they pay for and prefer MI because it gives them more 
guidance — so well-written, so well-illustrated — on a wider range of 
do-it-yourself subjects than any other magazine in its field. 


Here’s where you fit—if you sell power tools, building supplies, 
paint, plastics, photo equipment, automotive supplies, any product 
home craftsmen can use ... your sales story belongs in this magazine. 
Reasons? We have a million of them... and every one a buying-pow- 
ered reader of MECHANIX ILLUSTRATED. A Fawcett Publication 
— New York — Chicago — Detroit — Los Angeles — San Francisco. 


Oe ae i) SB 


< 


ORO REESE I: me ak eer “Teel 
. : oe ee ee as af ad ae one Sh ee eee yO ae ae oo) tials see ia : 
_ Bs ei. a ee e Sen. NR MR ee a y pe << ee a ae 1 aaa Le , : 
| ‘ - ake Bee. Fs ¥ ot AES 
| | 4 
ig 
+) 
4 
if} a 
| on * anes ; 
) ve ; 
' . poor | 
if if eee : 3 
| sa 
/ SESS & ae ; 
“2 a ef] oe 
: Saale ae ea 
: de a Pe ie 
} Sa! Se 2g 1 ate 
. ae a eae ; 
ae Be ge. oe Rs 
ie | cae Be, . 2 
) ora -- 
| — . : 
a x , > ° “s 
Bk. ees | eed. , Hy 2. . he 
| — id a ame é . #F. 
ad Petty eal aed Pr alt fs 
if Bar fe ee 4 pfs ‘a ‘ : 
ee ee —- fe 
a ate oy: a , : 
a mn f og’ : ' ; ar. +. ae) 
ae ~ a Vi a. i  » Sia 4 
if  Jioeee le an 
; i las 3k Rees net e. mf : ‘ ‘ z 
! ae oe ie ho ee ie 3 ; 
ces ta) fi ae > fi Z Tj i ey 
! - oe obi ee. td cic ie Ri 7 4, i A ae . 
po oa ae a f4 pe a ; zs ’ 
j a «| ee my fF y : a Ae Se . 
yt ae ee Pi ce ST, Se 9 bf Sale se i ae we ae s 
fee 6 i er ig 
er 1-3 -* pa a a ae ee. P 
| a - f a - z “te al , . 4 é 
| “ : / , } 7 R 4 
f a + : Woh «> * a 
ES nl me Pee " 
ay a he 6 ea 2 i iy ra ; *) aie 
it ae — aa a of 4: a P i Te 4 
: ¢ ; a ; i Peer ae ae ; ae $83 
| q ae see Na aad oe a ee 
; ‘ " af — eee Pome, 82 a — +e - 
j by a ry Oh, a BAe: a : 
haps. ie . ES < Seer — + ; 
foes a ' es Pe oe + ene ; 
| a Pad ES ie ae aS, _ 
iis >| aa aa — — | Pee akan is eae. 
| = a ¢ Tee a? 7 Pree > fea os ae Sa . 
| = ay eA pes: 4 i ee me 4 46 * in 
i .. ae : Dee a ee ee 
| é ,. 3 re : 3 a 7 4 Sans “3 gy * > ie ' vi 
jag Ses a if te) io ioe SS 
i Gam alll” Es fe’ <r “ 
| on ' oa ee ae” Ul 
Sg ee Ee ae Rad ef <a a. ee 
at Be il ca , ga ; 
» 2 Se a le ee } 
ye ns yas oe ae aia , 
eps to 4S Beta he $ 
Pay i ewe ae 4 
ot . oo a 
| : Se ae : 
> ‘ va aes ed : 
at WAG ———— , 
o ve " » ee hates \ aot + : : : S tn ” 4 a ey ay Bn or - r 
: d ry ' ae (we Sy.0 % Num ve f -¥ Pte a ’ I cae ‘ : 
Ok tea Maa ¥» . aN hy PPh yee | Di ee 
! we Fe Re Sa ae ors . ted y ao of : 7 fea roe co eS ee F<, 
| Si “Re Sat ae awe? vio ih, eh Sa Sih § ne Le e 
ae oie eas ok, ORS ge NY a, Se te” SS — oe % naeg a ” Poe : 
¢ Bs “Souo > SRA ROA! © < grens, PRG MoS iy ; ee: ee Sf 8 . + a aR Ms 
: — ‘ at re we vi ie ; 7% 4 is. & : ‘Ker ae Bak | ees ef 3 . Le as: i, Oe 9 
— ff OE ee a Ys % cr te a eo ON 2° ot nn ms ae 3 We ch ye 
| SS RSS ONS a>, ae a, ee | ie 
| ~., SR RS ai ty 2 9 ee ee OO ge 
a i & we wy Ss 2 ? me RY BE reg OP . f 2 ~ A ee! ae ed 4 BR 5 7 ree 
Any ha ae + £ wy : Les ’ ; CEL oy Zia hae, a: eee ee - + ft: bth y  * ae 
ee S, <a iM) ~ f : A, ; * “us a Wty oy: ne ce ae “ > tee -% : a a4 b i ne Pa 
. ~ ot 2 . +. eo ‘ a * Sy aa y Pes '* ae ‘ _ -* *t ‘ Pate. i 
ia = y ‘ 4 A 4) ‘ ty e eee Be \ ‘ * P 4 ' pie ide 5 1a — a Be \" Se Yat Ae % all ; < i 
if Pes ee 1 SEES Wa ea) ai s RR ae. - i 
a. ie Bide v. wRyewer, ~ ro : iia. We ier, hte ‘fF * = ee Ae Bis |} ee 4 % * = Pete i - 
_ . * P 7 ix _" \ » . hy = y? * 4 _— ar e bi” “itl Wiens Ne es . eet 
Oe | way es td we » x ay 5 ae pH. he 4 * » | - 48 Y) > or” ae he 7 r eh 4 Py uy its . <4 
vei . a“ \ J q : of” ins “i a > ms. hae . ee % x ue ph ; ; 
} , ae i , i. * sy uy oe ONS . , if hg ip :s , a 4 ae ray Ea “pile x i ae . ; a * :, - 
So a! > mie Pak P ie rn ey al “= a a - “ Th yah nt Ay em F < 
' a we r] See SS WN ATER adden Ae Bat Sater “Put ~~ ; as : Vitae: : ia an 
; Swett ae vA Say seke est . y, een ata a i ae * oe he = 
ais veh / oo os \ , aN Ww . WT Rake 2 } i . . A yy = na eS <4 on, Vy ee ar a 
- Se. ; : ‘ ’ 4 ? 4 - eh pat : ¥. a” + . ' ‘ ’ H < ~ 
bY = : 
Das 
‘ 
. 
~~ -" ome 
MECHA ve 
| "| ILLUST 2 
i ? ' 
' 25° he ; 
he ~~ >| 4 
Ka i oe. - 
> a 
%e =f Ge : i 
| Sie 
| a  * F > 
laden avai 
| ee oe 


64 


This Week in Washington... 


Senate Okays Car Franchise Bill 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, June 21—The De- 
partment of Justice came in for a 
verbal spanking this week as the 
Senate rifled through a watered 
down version of the O’Mahoney 
bill (S.3879) specifying that auto 
dealers can collect damages if 
their franchises are arbitrarily 
canceled by manufacturers. 

In the debate, Sen. John Bricker | 
(R., OG.) pointed out no hearings 
had been held on the bill, and Sen. | 
Charles Potter (R., Mich.) read a| 
letter from Assistant Attorney) 
General William P. Rogers, warn-| 
ing that the language is so broad | 
it could be interpreted to provide | 
recourse against the manufacturer 
if the dealer operated unprofitably 
or suffered a depletion in capital.) 
The result, Mr. Rogers said, might) 
be that manufacturers would hesi- | 
tate to change production and) 
prices in accord with the market, 
and that artificial shortages, like| 
those after World War II, would) 
be a permanent condition. 


| 
® Debate stopped after sponsors | 
agreed to a rewritten and tightened | 
bill omitting, among other things, | 
the original double indemnity se! 
vision. But before the vote was| 
taken, Sen. Mike Monroney (D., 
Okla.) complained: “I’m becoming 
a little tired of hearing the Depart-| 
ment of Justice take the side of} 
big business. I thought the purpose | 
of the anti-trust laws was to pro- 
tect the rabbits from the hunter. 
Instead the purpose now is to pro- 
tect the hunter from the rabbits.” 
The vote was 75-1, with Sen. 
Potter still holding out. 
> . + 


New TV Probe: With FBI agents 
prowling Madison Ave. and Justice 
Department analysts dissecting the 
transcripts of other tv investiga- 
tions, legal experts will keep a 
sharp eye on the House judiciary 
anti-monopoly subcommittee which 
starts a lengthy tv investigation 
next Wednesday. 

Though the committee eventually 
will rework much of the ground 
already covered by the Senate 
commerce committee, the emphasis 
is different, and perhaps deadlier. 
The Senate commerce committee 
asks, “Is it good for tv?” The anti- 
monopoly committee asks, “Is it 
legal?” 

FCC officials who are the lead- 
off witnesses undoubtedly are in 
for some uncomfortable moments. 
At a preliminary hearing last 
spring, for example, the subcom- 
mittee confronted anti-trust chief 
Stanley N. Barnes with the text 
of a confidential memo he had 
written FCC, warning that the 
NBC-Westinghouse station swap 
was under investigation. Mr. 
Barnes squirmed as the commit- 
tee demanded to know why he sat 
by silently when the commission 
acted a few days later to let the 
deal go through. 

© - + 


the ninth circuit court of appeals | 
bench next month, is down at the, 
Department of Justice boning up 
on the Sherman and Clayton Acts 
while waiting for the Senate ju- 
diciary committee to take up his) 
nomination. 

Like his predecessor, he comes 


| without expert knowledge in the 
| anti-trust field. A conservative Re- 
| publican, he says he’s for vigorous 


law enforcement and that he ex- 


|pects to follow the same general 


policies as Judge Barnes. 
e ° - 
Housing Census Gets Funds: 
Final version of the Census Bureau 
budget forwarded to the White 


|House for Presidential approval 


contains $1,000,000 fcr the mid- 


|decade housing survey which has 


been sought by the building indus- 
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try, and funds for the first census |for the full censuses. Census Bu- 
of government since 1939. |reau hoped to have 1956 data in 
Because of last-minute changes, print by mid-1957, but the funds 
there may not be enough money to| shortage may postpone release un- 
assure tabulation of “County Busi-| til early 1958. 
ness Patterns for 1956” fast e . ° 
enough for release while the facts | Agricultural Market Study: Sen. 
are still fresh. Based on informa- | Homer Capehart (R., Ind.) ought 
tion from social security files,;to be delighted with the survey 
“County Business Patterns” is re-|just published by the Department 
garded as the most complete and|of Agriculture, demonstrating that 
comprehensive measure of retail|housewives prefer light, fluffy 
and service activity by line of| white bread, with high sucrose and 
trade and for small areas, except | milk fat content over other types. 


Trust-Bust Cramming: Judge 
Victor Hansen of the superior court | 
of Los Angeles, who becomes chief 
of the anti-trust division when 


Judge Barnes takes his place on 
Marie does It 


© * 
9 FASTER... 


complete mailings, multl- 
graphing, mimeegraph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
frem detail work. For rush pick-up, 

uick service and fast delivery 
ALL WAbash 2-8655. 


a Laller Mop +. 
431 S. Dearborn Street, Chicage 5, Ul. 


Q Your organization has been in busi- 
ness for just about 50 years, hasn't it? 


A Yes. The business was started in 1905 
by Willard and Warren Walker, twin 
brothers. 


Q What products did they manufacture 
at that time? 


A Well, their very first product was a 
jack called a “tire saver” which people 
used when they put their cars up for 
winter storage. If you remember, back 
then it was customary to remove all 
weight from tires to help preserve their 
short life. It was only a few years later, 
however, when they started to manufac- 
ture regular passenger car jacks which 
developed over the years into a full line 
of jacks of all sizes and capacities. Then, 
about 25 years ago, they branched out 
into the muffler business as well. 


Q How long has the Walker Company 
been advertising? 


A Offhand I can’t say exactly. But I do 
know we were among the first advertisers 
in Jobber Topics—a publication that 
dates back some 35 years. And we have 
advertised consistently all that time. 


Q How much of your advertising effort 
is devoted to business publications? 


A Practically everything we do is in 
business publications. You see, from our 


“,. the foundation of our 


We recently passed an interesting and profit- 
able afternoon talking about business publica- 
tions with T. Faxon Hall, Vice President in 
charge of Public Relations and Sales Pro- 
motion for the Walker Manufacturing Com- 
pany of Wisconsin, the nation’s largest pro- 
ducer of automobile jacks, mufflers, and oil 
filters. Prior to joining Walker just 20 years 
ago, Mr. Hall worked as a reporter and special 
feature writer for several large Midwest news- 
papers; as advertising manager for a large 
industrial concern; and with one of Mil- 
waukee’s leading advertising agencies. A past 
president of the Automotive Advertisers’ 
Council, he is currently chairman of the Trade 
Paper Relations Committee. Here are the 


Sas ~= highlights of the interview. 


standpoint the dealer is the consumer. 
He is the man who actually controls the 
flow and sale of our merchandise. We do 
not believe we can effectively influence 
you or any other individual automobile 
owner to break your normal service pat- 
terns and drive into an unfamiliar repair 
shop to get, let us say, a Walker Silencer 
for your car. You have a regular service 
man, someone you have chosen because 
he is convenient to you and because you 
have confidence in him. He is the man 
who controls your buying. He is the key 
to his own “corner automotive trading 
area” and, therefore, the one that I am 
interested in reaching; for if I have him, 
I also have you as his customer. Ex- 
perience has proven that I can reach him 
most effectively through the trade press. 


Q In other words, you really consider 
business publications your consumer 
publications? 


A That is correct. And through the 
constant use of business publications we 
have had a very unusual experience— 
probably one that few advertisers have 
had. We started with a product that was 
completely unknown, for which no mar- 
ket had been cultivated, and over a 
period of time brought it to a top posi- 
tion from the standpoint of dollar volume 
and profit to the wholesaler. 


Q This was done primarily through the 
use of business publications? 


A Right. As I just said, we had to create 
a market, and this was done by adver- 
tising the idea that the muffler business 
could be a big business and a profitable 
one. The entire job was done through 
business publications. “ 


Q How do you outline the role of busi- 
ness publications from the standpoint 
of the advertiser? 


A Well, in our own particular case I 
would say that business publications are 
the foundation of our marketing com- 
munications system. As a matter of fact, 
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Only this week, the senator took | 
the floor to protest that we are) 


spending $300,000,000 to tell farm- 


ers how to grow more this year,) 


and only $9,500,000 to determine 
how markets for farm products 
can be improved. He thinks a min- 
imum of $100,000,000 annually 
should be spent on market research 
and development. 

In the bread study, hundreds of 
housewives were asked to rate five 
different kinds of white bread. De- 
tailed results are available free 


from Information Service, De- 
partment of Agriculture, Washing- 
ton. 


State Farm Promotes Two 
Robert D. Bischoff, formerly ad- 


vertising superintendent, has been | 


appointed director of public rela- 
tions of State Farm Mutual Auto- 
mobile Insurance Co., Blooming- 
ton, Ill. Charles B. Foote, former- 
ly assistant advertising superin- 
tendent, succeeds Mr. Bischoff as 
advertising superintendent. 


FTC Complaint Hits | products, we [the respondent] do 
ta |not ask that you allow any PM on 
* * * * . ” 
Dolcin‘s ‘Restrictive’ — Pci. 
The other provides: 

Co-op Allowances | ' 
: }@ “It is clearly understood that 
(Continued ‘rom Page 3) you will not allow advertisements 
your expense t.« same rate of/to be run in newspapers or in 
commission or F \f on Dolcin that | broadcasting over your slug or re- 
is paid by you t» the clerks or di-|ferring only to your stores as a 
| rect by vendors 
jucts in our field Of course, if you|and thus creating the impression 
| do not pay any PMs or allow | that you are endorsing a compet- 
jany PM to be given on competing|ing product and promoting it in 


marketing communications system” 


I don’t know what we would do if we did 
not have the trade press to carry our 
messages. Aside from the fact that we 
established a market for our mufflers, 
through the proper use of business pub- 
lications, their importance is illustrated 
in the case of our comparatively new oil 
filter business. Being new in the market, 
we just don’t have the money necessary 
to compete at the consumer level. But, 
through judicious use of business publi- 
cations we are able to compete at the 
dealer level, and we have been successful 


in building acceptance for it. 


Q Of what importance, would you say, 
are business publications to the reader? 


A They are a basic source of information 
—his classroom in print—on which he 
must rely if he hopes to keep up to date 
in his field. I feel that this is particularly 
true in the automotive industry, where it 
is so very necessary for a man to keep 


lications? 


abreast of maintenance methods, new 


equipment, and new developments. I 
would say that business publications pro- 
vide the technical data and information 
that a man in business today must have 


to operate successfully. 


Q How would you say business publi- 
cations can be put to the best use? 


A Well, there are several schools of 
thought on this subject. Some adver- 


tisers believe that they should be in every 


publication connected in any way with 
their product, even if they must use a 
light schedule and small space. Others, 
including myself, prefer to use a smaller 
list of publications—the very best in the 
field—but to dominate that particular 
list. In this connection, one important 


tionate selling power. 


thing that a lot of advertisers fail to 


realize is the fact that they can make 


tration and good, informative headlines. 
The second group you reach through 
straightforward, reader-rewarding copy. 
This of course simply follows well-estab- 
lished rules of good advertising. 


Q What do your sales people think 
about your advertising in business pub- 


A They certainly recognize its value, 
and of course we miss no opportunity to 
keep them informed about our adver- 
tising activities. At our sales meetings 


and presentations I explain to our field 
force that the money we spend in busi- 
ness publications goes to form the back- 
drop against which they are working as 
individual salesmen—without which 
their jobs would be considerably more 
difficult, their time less profitably spent. 
I like to explain it this way. Here’s a 
product—here’s a market. The job is to 
get the product to the market as effi- 
ciently and economically as possible. 
Without help of any kind, this can be 
a difficult, time-consuming job for a 
salesman. But to aid the salesmen we put 
two strong forces to work. We apply the 
force of advertising against the market 
so as to move it closer to the product. 
We apply the force of merchandising 
against the product to move it closer to 
the market. In our industry, the gap be- 
tween the two can never be closed by 
these two forces alone, but the closer we 
can move one to the other the easier it is 
for the salesmen to complete the sale. 
With an understanding of this principle, 
and with the realization that only the 
trade press can furnish one of the two 
essential forces, our salesmen naturally 
regard business publications as one of 
their closest and strongest allies. 


Through the medium of business publication advertising you reach 
prospects and customers on common ground—at a time when they are 
receptive to your message. Thus business publications fulfill a role un- 
duplicated by any other known selling force. 


Chilton publications cover their chosen fields with an editorial excel- 
lence and a strict control of circulation that assure confidence on the 
part of readers and advertisers. With such acceptance goes a propor- 


Let Chilton publications help give your adver- 


tising maximum effectiveness. 


their company look either large or small, 


important or unimportant, just by the 
way they use the space the budget 
allows. I for one would rather have my 
prospects and customers think of the 
Manufacturing Company in 
terms of double pages in color than of 
single page, black and white advertise- 


Walker 


ments. 


Q What is your theory regarding the 


preparation of an advertisement? 


A We try to prepare our ads to do a job 
on two groups of people—those who 
look and those who read. You reach the 


first group through the use of good illus- 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


2 Commercial Car Journal + Boot and Shoe Recorder + Hardware World 
—= Gas Tele-Tech & Electronic Industries « Butane-Propane News + Book Div. 


any other prod-/| source of purchasing by the public | 
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| preference to Dolcin, except under 
|the condition hereinafter outlined. 

“The exception referred to above 
is that you may, without violating 
this agreement, have advertising 
of competing products run men- 
tioning your name only, where the 
same offer has been simultaneous- 
ly made to all other retailers in 
|your area under like conditions.” 

These provisions, the complaint 
continues, “have a dangerous ten- 
dency unduly to restrain, hinder, 
suppress and eliminate competi- 
|tion” between Dolcin and its com- 
|petitors and are unfair methods 
of competition in violation of the 
|FTC Act. 


\ The other provisions of the “X- 
|Con” contract provide for such 
things as continuous counter dis- 
| play of Dolcin, use of Doicin win- 
|dow stickers and streamers, in- 
structions to clerks not to switch 
or substitute when Dolcin is re- 
quested by a customer and the 
original purchase of four cases of 
| Dolcin. 

The company is granted 30 days 
in which to file answer to the 
|complaint. A hearing is scheduled 
Aug. 28 at New York City before 
an FTC hearing examiner. 


California 


lat a Glance 


1946 TO 1955 


comm FARM INCOME 
‘HIGHEST IN THE U.S. 


1955 . . . $2,638,363,000 
1954. . . 2,527,912,000 
1953. . . 2,608,451,000 
1952. . . 2,757,956,000 
1951. . . 2,724,743,000 
1950 . . . 2,335,082,000 
1949. . . 2,026,815,000 
1948 . . . 2,141,476,413 
1947. . . 2,157,542,000 
1946. . . 2,121,918,000 
the Production of 


| FIRST in 


Alfalfa Seed, Almonds, Alsike Clover Seed, 
Apricots, Artichokes, Asparagus, Avocados, 
Barley, Cantaloupes, Carrots, Cherries, Dates, 
Dry Beans, Figs, Flower Seeds, Garlic, Grapes, 
Greenhouse and Nursery Products, Hay, Honey, 
Ladino Clover Seed, Lemons, Lettuce, Olives, 
Peaches, Pears, Plums, Prunes, Purple Vetch 
Seed, Strawberries, Sugar Beets, Tomctoes, 
Truck and Vegetable Crops, Turkeys, and 
Walnuts. 


FIRST in the Consumption of 
Formula Feed as Follows 


*Poultry, 2,279,295 tons; Dairy, 607,500 tons; 
Beef and al! other livestock, 603,205 tons. 


SECOND in the Production of 


Chickens, Cotton Seed, Dry Onions, Eggs, 
Grapefruit, Hops, Hot Peppers, Lambs, Limes, 
Oranges, Potatoes and Rice. 


THIRD in the Production of 


Cotton Lint, Dairy Products, Flax, Safflower, 
Sorghum Grain, Sweet Potatoes and Wool. 


*1952 figures. 


California's net od most widely read, 
and dominant farm paper. 


124,657 
123,074 


Toto! Net Paid Circulation, 
ABC Dec. 31, 1955 


Total No. California Farms, 
U. S. Census of Agric., 1955 


California Farmer 


OFFICES: 


83 STEVENSON ST., SAN FRANCISCO 5 
Ph: GArfield 1-7960 


317 CENTRAL AVE., LOS ANGELES 13 
Ph: MAdison 9-1654 


Represented in the Pacific Northwest by Frank J. 
McHugh, 520 SW 6th St., Portland 4, Ore 
Represented Nationally by The Katz Agency, inc., 
2 New York, Chicago, Detroit, Kansas City, Dallas, 

itlanta. 
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Modernize Jewelry Marketing Methods, Says 
‘National Jeweler’ in 50th Birthday Issue 


NEw York, June 19—If the jew-; Thaw, millionaire playboy, 
elry industry is to continue to pros-| Madison Square Garden. 
per, it must use more aggressive | The magazine lists more 
advertising and sales promotion 300 retail jewelers and 75 jew- 
and adjust merchandising concepts|elry industry manufacturers who 
to keep pace with changing meth-| have been in business for more 
ods and values. | than 50 years. Oldest retail jewel- 

That is the essence of a con-/er is Bixler’s, Easton, Pa., which 
sensus. of industry leaders, which! was founded in 1785. Oldest man- 
will be published in the forth-;| ufacturer in the industry is Seth 
coming golden anniversary issue of | Thomas Clock Co., founded in 
the National Jeweler. | 1813. (In 1931 it became a divi- 

The July issue of the publica-| sion of General Time Corp.) 
tion, which absorbed Jewelry ear- As part of the publication’s an- 
ly this year (AA, Dec. 5, 55), con- 


at 


than 


niversary celebration certificates 
of honor will be presented to all 
companies in the industry that 
have been in business for the past 
50 years or longer. 

Harry J. Bromley is the present 
publisher and Morton R. Sarett 
is the editor of the magazine 
founded by the late George P. 
Engelhard. George Engelhard, son 
of the founder and _ former 
publisher, is vp of the company. 


‘Geographic’ Opens Offices 
National Geographic Magazine 
will open branch advertising offices 
in San Francisco and Los Angeles, 
;}on Aug. 1. Donald F. Mikkelson, 


| film, “Dynamics of the Tubercle, 
‘won the first place award in the | Jackson Joins Ladd, Southward 
|medical and nursing competition at | 
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formerly Los Angeles age tn Se tissue. Another of the compa- 

ing representative of The Satur-|ny’s films, “Still Going Places,” 

day Evening Post, will manage the| won a certificate of merit. 

San Francisco branch. John V. 

Sheehan, formerly western adver-| Shopoff Joins Tobias & Co. 

tising manager of Life Interna-| Darwin H. Shopoff, formerly 

tional, will fill the post of Los An-| head of his own agency in Wash- 

geles manager. |ington, has joined Tobias & Co., 
|Charleston, S.C., advertising and 

Pfizer Film Wins Award | public relations company, as ad- 

A Chas. Pfizer & Co. medical | vertising director. 


| 


Charles S. Jackson, formerly as- 
Pro- | sociated with Edgar Walter Fisch- 
duced by Pfizer Laboratories, in|er & Associates, has joined Ladd, 
Brooklyn, the 16mm sound-color|Southward & Bentley, Chicago 
film deals with tuberculosis in liv- | agency, as an account executive. 


the Cleveland film festival. 


sists of a resume of the highlights 
of the past 50 years and a fore- 
east, by industry leaders, of the 
immediate future. 


Notable examples of the latter 
include: 


@ Benjamin Lazrus, president, 
Benrus Watch Co., predicts | 
battery watches, now in the ex- 
perimental stage, will be replaced | 
in less than 50 years by electronic | 
watches. 


e Edward H. Weitzen, president, 
Gruen Watch Co., predicts a 
larger share of manufacturer mer- 
chandising expenditure will have 
to be directed toward sales pro- 
motions, co-op advertising and 
dealer aids. 


@ Robert E. Mohr, sales director, 
U.S. Time Corp., says, “If the re- 
tail jeweler expects to improve his 
volume during the years ahead, 
he must be prepared to abandon 
outdated ideas of selling and ad- 
just his merchandising concepts to 
keep pace with the new mode of 
living that is emerging in our 
country today.” 


i 


e Paul Levinger, exec vp, Spei-| 
del Corp., believes that jewelry | 
store traffic must be stimulated 
through the advertising efforts of 
national manufacturers by televi- 
sion, radio, magazine or newspaper, 
and through retailers’ own initia- 
tive in local advertising and pro- 
motion efforts. 


e Miles E. Robertson, president 
and board chairman, Oneida Ltd., 
warns, “Successful new methods of 
selling by established outlets must 
be developed by both the jeweler 
and the manufacturer, or, in self- 
defense, the manufacturer must 
develop new avenues for moving 
his products to consumers.” 


FPESRUARY 1), 1988 


® Elmo Roper, market research 
authority, who was at one time a 
retail jeweler in Creston, Ia., and 
who later joined the Seth Thomas 
Clock Co., declares, “The whole 
tendency of ovr economy, which 
is to increase the number of people 
in the ‘comfortable income’ brack- 
et, and to move at intervals from 
one plateau of living to a higher 
plateau of living, augurs well for 
the jewelry industry.” 


® In its resume of the past, Na- 
tional Jeweler recalls that in 1906, 
when it was founded, President 
Theodore Roosevelt dominated the | 
political scene; the country was| 
shocked by the San Francisco 
earthquake and fire, which killed 
452, injured thousands and made 
250,000 people homelesss; and by) 
the murder of Stanford White, | 
well known architect, by Harry K. 


SALISBURY 


NORTH CAROLINA 


an illustration. 


MARKET | 


MEDIUM 
cost 


Sell the heart of the rich and prosper- 
ous Caroline market through its only 
newspaper—THE SALISBURY POST. 


Nationally Represented by 


WARD- GRIFFITH co. 
The Ward: “Griffith Ca, maintains offices 


in all principal advertising centers 


E47 THE FOREMAN'S PAGE 


How to Install and Maintain Power Pumps—I 


This sequence of photos by a leading pump manufacturer 
shows refinery foremen how to do a specific job. The bold- 
face numbers tell the reader quickly that it’s a sequence spread. 


A: The Journal, we look upon illustrations as tools 
to demonstrate an idea and to help move the story off 
the printed page and into the reader’s mind — quickly, 
easily, and forcefully. This means then that communi- 
cation and not decoration is the only reason for using 


| Quite often, an imaginative artist can make a flow 

chart clearer and more useful by causing some vital 
part to pop out more vividly. Or what otherwise might 
be an unrewarding-looking table can be enriched by a 


THE OIL 


and Oklahoma will pre 
with usable 


TOTAL 
\ CRUDE-O1L 


2% — 
s 


Water-Flood Role Grows 


t's now 5 per cent of total U. S. production but look 
for recovery to reach 60 per cent early in next century 
w'< HITA FALLS —Wuter-flood have dropped to 100 million barrels 
projects eventually w produce ith 60 millon of th 


tons 


‘ rebs 
on) production bkely will come about 
1970, he estimated. snd peak water 
flood production 10 years late 

ad pny neh 

is states will prowide most of the stepped 

er op eanentied production 
Texas, Louriana, California, Hino, 


Sweeney declared tre 
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For a forecast of the future importance of water flooding, 
this drawing quickly shows the present status, its probable 
peak, and its estimated importance by the year 2035. 


Here’s how The Journal illustrates technical 


...and why we do it this way... 


color band, by shading, or some other device. But 
always the only purpose is to demonstrate — not to 
make a page look pretty or arty. 

We try to make the illustrations in The Oil and Gas 
Journal team up with the headlines so they will work 
together, and thus double their impact. We arrange 
page layouts so the reader can “sample”—in headline, 
deck, and captions. For example, because a reader's 
eyes naturally read from left to right, we place related 
illustrations side-by-side, and not above and below, or 
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come and livelihood by circulating 
“false” material accusing him of | 
having supported pro-communist 
groups and of participating in a} 
current communist infiltration into 
the entertainment industry. 

The suit asks $500,000 from each 
defendant. Aware Inc. is a private | 
organization set up to fight what 


WCBS’ Faulk Hits 
Blacklist Group 
In $500,000 Suit 


NEw York, June 19—Radio com- 
mentator John Henry Faulk has) 
filed a $500,000 libel suit against | 
Aware Inc.; * 
former Syracuse supermarket op- | acy in the entertainment world.” 
erator, and Vincent Hartnett, tal-| Both of the defendants are associ- 
ent consultant and co-author of|ated with the organization, one as 
“Red Channels.” director and the other as a mem- 

Instituted in the supreme court|ber. Mr. Hartnett provides agen- | 
of New York County, the action|cies and advertisers with reports 
charges that the defendants con-! on performers and communist- 
spired to destroy Mr. Faulk’s in-/| front activities. 


Mr. Faulk said that he is and|slate also has been critical of, opposition . 


against commu-| Aware. 

filed an affidavit | Mr. Faulk conducts a Monday- 
|several months ago when he was | through- Friday talk-and-record 
named 2nd vp of the New York! program on WCBS, New York. He 
local of the American Federation | said the “conspiracy” against him 


always has been 
nism and that hx 


affidavit stated that he is not a| 
communist party member nor a) added that the “false charges” had 
supporter of any front group. deprived him of lecture engage- 

ments, radio assignments other 
@ The complain’ 
}conspiracy agaist Mr. Faulk “unemployable on television.” 
‘started after his election as a part 
lof the AFTRA “middle-of-the- 
road” slate of officers, which cam- 
paigned on a platform of anti-com- 
munism and anti-blacklisting. This 


him as an officer of AFTRA and 


' ) ASE 
NORTH MADILL FIELD 
MARSHALL COUNTY, OKLAHOMA 
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This preliminary analysis of an important new Oklahoma field explains. . . 
Why North Madill Is So Perplexing 


by Nerman 5S. Morrisey 


~~~ — Here's a field that sent the experts scurrying back to 


their seismic files for leads in similar areas. And North 
orth Madsit ha = Modill might well be —_ intensive study, for it _— 
more p 


pyscoverv a of sig pay 


son sands at 


of this part of south 


combine to moke th 3. A carefully planned and ome west quarter of T-Ss R-Se to over 1,000 


nated exploration program led to the ft. over the North Madill field. Four 
My it will be on atirac- discovery of North Madilf. This pre - miles northwest of production, Missi. 
ve different Simpson gram included surface, subsurt sippian and Devonian beds outcrop in 
cuve with pay thick. stratigraphic ad sain smc studhes the Turkey Creek or Mannsville anti- 
om 30 to over 100 ft North Madill lies on the south flank cline 
depth of 6,200 f of the Arbuckle Mountains im Marshall ¢ geologists map the Mannsville- 
ty the field is anoma- County, Oktshoma (Fig 1) Mow of Madill-Aylewworth trend as an elongate 
re dry holes, low the area is completely covered by a anticline with a major fault zone along 


the notheast side. Priot to the discov- 


thin mantle of Cretaceous beds, ranging 
ery of North Madill, the Simpson sands 


ells prosluce, and wells have © 
trom a few hundred feet in the north- 


everse faults 
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This map gives oil men a thumbnail sketch of the geology of 
a certain area and tells who is active in the field. Indicating 
the fault line gives clues as to why some wells were dry. 


While pressure maintenance adds years to field life, 
it’s cutting sharply into current income. 


1) Take: January water injection 4,150,000 bb. 
2. Subtract: Production (all fusds) 2,157,000 bbi. 
1,993,000 bbi 

3. Allow SACROC an extra barrel of oi for 

cach 5 bbl. of injected water 

amount of total fluid produced In January 

this would have meant 
Extra od production 398.600 bbI 


SACROC Pushes for Bigger Allowable 


- Pressure - maintenance Moods— flood fields. Such a decision might 
those launched earlier in the life of a pave the way for more like it—and 
field © maintain bottom-hole pressure there are many Pressure mainic- 
and prolong ov - ut—can produce only nance projects in Texas which could 
yar slues. These ose nat quality 
per me ve But the commission hearing on the 
application proceeded with little dis- 
sent. The only objection came from 
Warren Petroleum Corp The company 
asked that individual well allowables 
be held to 200 bbl per day. The 


D*' AS.—SACROC Unit, operator 
of the bigget and most prolific 
oll field ever unitized, has come up 


are permitted, on ap- 
commisson, to transter 
to other producing wells the allow ables 

{ wells converted to mput service. shut 


benefits enjoyed by secondary water 9 for pressure regulations, of various 

floods. thet reasons SACROC formula calls for a maximum 
The volume of water injected & of 400 bbl. per day 

SACROC into the field's Canyon reef Fuel to the fire . . . SACROC Unit 

pay exceeds the volume of oil, gas, takes in more than 50.000 acres of Hike sald argent... SACROC launched 

and water that has been produced. Kelly-Snyder field of Scurry County, the hu jessure-Maimienance program 

SACROC has done this to build up West Tex nearly 1%) years ago. 


By the first of this year, the unit 
had produced 47,627,594 bbi. of fluid 
from the reservoir since first water was 


The pressure - mammienance program 
is expected to add 795,000,000 bbl. to 
the estimated primary recovery of 667.- 
000,000 bbl. This is big any way you 
look at it 

The unit figures that its proposed new 
rule would hike its allowable by « 
maximum of 36.000 bbl. a day, of about 
30 per cent 


Teservou pressure 

Alter withdrawals have been bal 
anced, the unit wants a honus of | bhi 
of off for each additional 5 bbl. of 
water injected. The same deal is asked 
for field wells outside the unit 

The Railroad Commission to date has 
turmly rejected all suggested field rules 
changes of this type. Its approval of 
this one would be a drastic change in 


pumped into the Canyon lime 16 
months earker. Io the same period, it 
injected $8,867,878 bbl. of water—or 
11,240,284 bbl. more fluid than it 
took out 

By so doing, the unit has hiked bot- 
Humble Oi! & Refining Co. has been tom-hole pressure to a field-wide aver- 
working hard to the commis me of 1,637 psi. 91 psi. higher than 
son to restrict production of secondary its lowest point at the start of injec- 
floods. One argument has been that un- tion. The average gas-oil ratio, which 
restricted off production from floods had climbed to 1,347:1, was reduced 
penalizes producers in other Texas fields 

(The Oi and Gas Journal, December 
19, 1955, page 30, and February 20, 
1956, page 94). 

Approval of the SACROC request economic 
lor those who are The unit says it is being allowed 
+ produce only slightly more than reo 


policy 

Briefly, the commission's policy on 
allowables for water floods has been 
that 


.. Secondary Moods—those started 
when production of a field 1s depleted 
or very sear depletion by primary 
means—are permitted to produce al! the 
od they can, even exceeding yardstick 
depth allowables. They are also exempt 
from shutdowe days. 


ten. is the trouble? SACROC says it's 
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To explain a complex oil field development to page-thumb- 
ing readers, this simple layout: (a) locates the field; 


(b) quickly tells the problem, and (c) outlines the solution. 


ideas—for maximum speed of communication 


in a “flagstone” arrangement. This lets the pictures 
work harder in getting over the idea. 

Our page layouts may not win any art prizes, but 
as publishers we believe our readers give them the best 
endorsement we know of — 85 per cent of them renew 
their subscriptions each year. These oil men regard us 
as an idea source. They have learned that they can 
depend upon us to impart these ideas with a minimum 
of road blocks, arty tricks, or other devices which 
might call attention to the layout, but which interfere 
with communication. 

Layout for layout’s sake defeats the very purpose of 
layout — to lead a reader to the idea and help him 
pick it up. 


J @ ) U ca wl A L TULSA, OKLAHOMA 


This is the fourth in a series of “workshop” 
advertisements on the technology of build- 
ing better business magazine readership. 
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of Television & Radio Artists. The | had resulted in the loss of 19 com-| 
mercials a week on that show. He}! 


charges that the than at CBS and had rendered him | 


67 
.to certain... prac- 
tices of the defendants, involving 


the use of intimidation and terror 
in order to procure the blacklisting 
of radio and television artists by 
the networks, producers, sponsors 
and advertising agencies ...and, 
upon information and belief, the 
extortion of monies in considera- 
tion for the ‘clearance’... of radio 


| and television artists charged, how- 


ever baselessly, with subversive or 
former subversive associations.” 
The entertainer is represented 


= He further charged the defend- | bY Louis Nizer, of Phillips, Nizer, 
ants with conspiring to remove | Benjamin & Krim. 


seeking to eliminate his “declared | Harvard Business Graduates 


‘Reportedly Are Doing Well 

One of the nation’s leading 
graduate schools of business ad- 
ministration has revealed that its 
average graduate five years out is 
earning $8,300 per year. Nearly 
ond-third of the graduates are in 
marketing. 

A survey of the class of 1951 
from the Harvard business school 
showed that 92 of the 269 who re- 
sponded, out of a class of 554, were 
earning more than $10,500, with 10 
earning in excess of $20,000 per 
year. The typical graduate lives in 
a $19,000 home, carries $30,000 in 
life insurance, owns $5,000 worth 
of stock and votes Republican. 


Philip Morris Boosts Two 

Clark T. Ames, a director, has 
been named chief of operations 
for all cigaret manufacturing and 
purchasing of Philip Morris Inc. 
Robert P. Roper, vp, was appoint- 
ed assistant chief of operations. 


Marketing Plans 
PAY OFF BETTER 
when you use the 


MARKET DATA & 
‘) DIRECTORY NUMBER 


This amazing 556-page An- 
nual Number, June 25th, 
serves as a quick, easy guide 
for investigating any indus- 
trial market. Gives you basic 
information about every 
major trade and industry. 
Gives you authentic facts 
upon which to shape your 
initial marketing program. 


Yours with a year’s trial of 
Industrial Marketing (one 
copy each month plus the an- 
nual MD&DN) for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 


NAME 


COMPANY. 


STREET. 
city z 
STATE 


0) $3 enclosed [) Bill firm [] Bill me 
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Bell Elected PRSA Head = ~—_| Department Store Sales . . . | |) 


J. Raymond Bell, public rela- | Minneapolis District... 


tions executive of Columbia Pic- . | Cities 

tures Corp., has been elected pres- | 12% Gain Reported for June 16 Week Depar tment Store Minneapolis .. 

i » ‘ eens 
ident of the New York chapter of | Sal B Duluth-Superior 
the Public Relations Society of | w J 21—D t Meteegsiitim Acces es Barometer Kansas City District. 
America. Other officers are Rich- | Ph ge mecigy = baie ate ieee go Boston .... Metropolitan Areas 
rd W. , Hi . : - ' A. | Do 

ard W. Darrow, Hill & Knowlton, impetus from Father’s Day in the|  Sutorton Bann Change from 1955 
lst vp; Adm. Harold B. Miller, onal J 16 ith sal C SSOn . 
Oil Industry Information Commit- | ¥°** eS eae soa ; on alter peal — Il Week E airiey 
tee, American Petroleum Institute, | a oe 1988. aed ta > sagged QUINCY ooocveceseseneeee pa Ry M+ 12% Albuquerque ... 
2nd vp; William W. Cook, Pendry . £. aig Lowell os. ) — > ~~ yea ema 


Federal Reserve Board. Cities 
& Cook, 3rd vp, and Bates Raney," po, the four weeks ending June| Springfield yl 


“+b aig Corp., secretary-/16 sales were 8% ahead and for| .. Providence Kansas City ........... 
; the year to date, 4% ahead. Jan. 1 to Dallas District iy 
All 12 FRB districts recorded June 16, ’56 | +4% — Areas 
gains for the week as follows: Bos- -N. E. New a 
| ton, 9%; New York, 13%; Phil- : } Fort Worth ........... 
jadelphia 15%; Cleveland, 14%; - + oy sto 
|Richmond, 17%; Atlanta, 5%; Chi-| Rochester .... a oe Areas Sen Antonio .... 
\cago, 13%; St. Louis, 12%; Min-| . Syracuse 
; et. : or .| Philadelphia District .. 
/neapolis, 19%; Kansas City, 10%;| Metropolitan Areas 
Dallas, 5%, and San Francisco, Wilmington . 
Trenton .... 
% Change from '55 Lancaster .. 
Week Ending Philadelphia 
Federal Reserve June June 
| District, Area and City : 
| UNITED STATES ie Wilkes-Barre—Hazleton 


| Boston District ....................... Cleveland District 
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San Francisco District a 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeies . 
Sacramento .......... 
San Diego 
San Francisco- Oakland 
iden _— San Francisco City 
Wheeling- -Steubenville pS Oakland City ............ 
+ 2| Richmond District ......... BAD JOG ....-.-.0c0eererecsrerersee 
+4 Metropolitan Areas | Se : 
Washington | Salt Lake City ............ 
| Downtown Washington . 
| Baltimore 
| Richmond 
| 


Cincinnati .... 
Cleveland 
Columbus 
Springfield 
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Atlanta District r—Revised. 
Metropolitan Areas *—Data not available. 
Birmingham 


5 
Jacksonville : | Carling Buys Frankenmuth 
SII ecaieticnseacuside dine Plant for $3,000,000 
New Orleans tio Carling Brewing Co., which 


ww e REPENS 
Our Company Realizes KMOKVANE .aeeeeeeneeennernee + 9% climbed from 17th to ninth place 


Nashville ....... Se 
aeavee +1 +15] in 1955 in national beer sales (See 


SS as + 2) Carling will take over the plant 


City 
Tampa he 6 Page 48), has purchased the Frank- 

Chicago District + 8%/enmuth Brewery plant, Franken- 

Metropolitan Areas . /muth, Mich., for an estimated $3,- 

Te nsvesesesonnsseseseneees +10) about Nov. 30. International Brew- 

St. Louis Distriet ........ +13 | eries Inc., Detroit, will continue to 

cece and Must be 


| 
AN D T ACO M A }11 | 000,000. 
| 
‘Lane Beck Areas + 2| | produce Frankenmuth beer and ale 
Y Louisville + 6!in its plant in Buffalo. 
Merchandised 
as Such” 


ee 


= 
Milton N. Peterson, Seattle branch manager | phan 4 
LIBBY, McNEILL & LIBBY 
own ads, so we back up their efforts 
“Our company has recently en- with newspaper schedules of our 
larged its advertising schedules in own. These same retailers tell us 
the Tacoma News Tribune because that advertising in Seattle news- 
of the growing importance of the papers does not influence buying in 
Tacoma market. Tacoma retail Tacoma, so to sell the entire Puget 
grocers are very cooperative in Sound area, we must advertise in 
featuring Libby products in their the Tacoma News Tribune.” 


63.5% 
of Washington State's ; ; 
PE pbb Lhe aD GENERAL it takes time to call 3 


is represented nationally by i : MERCHANDISE 
sare, rercuson SALES ONE CALL DOES IT ALL 
WALKER COMPANY 
in these two In advertising production, time means money. Faithorn 
important markets offers you finest quality typography, photo engravings 
Phe and printing...all under one roof to save you time and 
money. You make just one contact—why triple your 


Ca a eet Sl Pree. | Be - - : | work? One eall does it all... phone WHitehall 4-230 


a t h 0 rn CORPORATION 


ee 
AD-SETTING 
N. Dearborn St. Chicago 10, illinois | ENGRAVING 


NTING 
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in response to enthusiastic demand, 
the bi-monthly 


a 


INDUSTRIAL DESIGN 


goes monthly ............... 


starting January, 195'7 


for the men whose decisions today shape the products of tomorrow 
WHITNEY PUBLICATIONS, INC. @: 
18 East 50th Street + New York 22, N.Y.+ PLaza 1-2626 “S" WW 


advertising offices: 
Atlanta + Boston + Chicago + Los Angeles * San Francisco + Tyler, Texas 


for two important reasons: 


A real okay from design executives ... after only 15 issues, 
distribution is at the 11,000 mark and subscriptions continue 
to climb at the high price of $9.00 per year! This alone is 
proof that INDUSTRIAL DESIGN provides today’s leading de- 
signers and design executives with the editorial service they 
need. INDUSTRIAL DESIGN helps them keep pace with the 
mounting demand that industry places on them today to come 
up with designs for products that work, look, and sell better! 


A big “yes” from advertisers ...major producers of materi- 
als, components, finishes are consistently contracting for more 
and more pages of advertising in INDUSTRIAL DESIGN. Now, 
these advertisers want more issues . . . to reach the design 
executives busy with today’s planning of tomorrow’s prod- 
ucts. For example, one advertiser (name on request) says: 


“We understand that INDUSTRIAL DESIGN will go on a 12-time 
basis in 1957. Thus far we haven't missed a single issue — and 
we would like to be the first to hand you an order (herewith) 
for 12 pages. ... As we step up our production each year, we 
also try to stabilize the increased production through a con- 
stant search for new markets, new users, and new uses... . 
We find that our advertisements in INDUSTRIAL DESIGN are a 
sound investment.” 


INDUSTRIAL DESIGN talks directly to the men who make the de- 
cisions for the specifications of new and re-designed products. 


INDUSTRIAL DESIGN is doubling its editorial staff effective at 
once. And, starting with January, 1957, it will provide its 
influential readers and advertisers with 12 issues a year... 
filled with significant new material and increased sales 
potential! Have you seen it? Ask us for a copy—and more 
facts about it. 


and don’t forget the three big issues coming up in '56: 
August, 1956 — Design in the Aluminum Industry 
October, 1956 — Design in the Mid-West 

December, 1956 — Annual Design Review 
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Advertising Age, June 25, 1956 


Concentrate in 
the Target Market 
with the Drug Leader 


The San Francisco Call-Bulletin published more lines of retail drug 


HON ORED—The 
Dallas Advertis- 
ing League’s 
“Most Valuable 
Member of the 
Year” award is 
presented to Mrs. 
Jerry Porter, ad- 
vertising director 
of Dallas Federal 
Savings & Loan 
Assn., by last 
year’s recipient, 
William E. Wag- 
ley, John A. Scott 
Co. 


advertising in the first five months of 1956 than all other San Fran- Three rich West Bay counties— 


San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


cisco daily newspapers combined. 


The most for your money where it counts the most... 


Nelson Moves to ‘Yachting’ Referee Quashes 
Larry Nelson, formerly with 


: statin: an he ‘ a ; 
Regan & Schm is fh House Beautiful, has joined the Mactadden Plaint 
| sales staff of Yachting, New York. 


birthplace... 


of tomorrow's products, processes and plants 
is research — with its laboratories and men. 
80% of the manufacturers who sell them 
scientific apparatus advertise more in 
Analytical Chemistry than in any other magazine 
serving the chemical process industries. 
Analytical Chemistry publishes more on 

the applications of modern research, 

analysis, control, and instrumentation products 
than any other magazine. 


ANALYTICAL CHEMISTRY 


One of four, fact-full 
American Chemical Society Publications: 


Chemical and Engineering News 


Industrial and Engineering Chemistry 


Journal of 


Agricultural and Food Chemistry 


advertising management 


REINHOLD PUBLISHING CORPORATION 
430 PARK AVENUE + NEW YORK 22, N.Y. 


Vs. ‘Sports Illustrated’ 


New York, June 20—It’s okay 
for Time Inc. to go on calling its 
|magazine Sports Illustrated. 
That’s the gist of a verdict made 
|in supreme court here yesterday 
by Isidor Wasservogel, special ref- 
| eree, who ruled out a complaint 
| filed last November by Macfadden 
| Publications, which puts out the 
monthly Sport. 
| Macfadden had contended that 
| SI “simulated many of the dis- 
tinguishing characteristics” of 
| Sport and that articles and stories 
|in the two magazines were similar 
in nature and type. Macfadden also 
said it feared that Time Inc. ulti- 
mately would kill the “illustrated” 
part of the Sports Illustrated logo. 

The referee said Time Inc. “has 
spent more than $6,000,000 in pro- 
moting” Sports  Illustrated—‘a 
sum hardly consistent with an in- 
tention, as alleged by plaintiff, to 
benefit from any popularity plain- 
tiff’s magazine might enjoy.” He 
also said the appearance of the 
magazines “is not so similar as to 
deceive the average purchaser.” 


Carpet Institute Offers 
Supplement to Newspapers 

A four-page newspaper-size sup- 
plement has been produced by the 
Carpet Institute, New York, for 
use by carpet retailers and news- 
papers across the country. 

The supplement has been de- 
signed as a suggested special news- 
paper section on carpets for tie-ins 
with local retail carpet advertis- 
ing. The section has been mailed to 
women’s page editors and ad man- 
agers of all the nation’s daily pa- 
pers in addition to 1,000 leading 
weeklies. Eugene V. Connett, ad 
director of the institute, said the 
supplement serves a dual purpose: 
(1) To provide editors with a wide 
range of carpet editorial material 
and (2) to serve as a vehicle for 
local retail “carpet time” promo- 
tions. Handling is Selvage & Lee, 
public relations, New York. 


Reynolds Expands ‘Digest 

“Reynolds Aluminum Digest,” a 
monthly publication, is being made 
available to the metalworking in- 
dustry by Reynolds Metals Co., 
2500 S. Third St., Louisville. The 
“Digest” was originally started to 
keep Reynolds executives up to 
date on developments in the field 
by condensing articles which ap- 
pear in the technical press. Rey- 
nolds is enlarging its circulation; 
anyone wishing to receive it with- 
out charge may do so by writing 
Desk ES at Reynolds. 


Top Value’s Borden Resigns 
Robert E. Borden, director of 
public relations of Top Value En- 
terprises, Dayton trading stamp 
company, since last fall, will re- 
sign effective July 1. His future 


plans have not been disclosed. 
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Advertising Age, June 25, 1956 


Co-op Ad Allowance Discrimination Is 
Hit in Grocers’ ‘Policy Declaration’ 


 — ———————— 


Officials Stress Need |for an amendment to the Robin- 
For A d PI ” |son-Patmah Act was made in| 
} r Amendment UgQYING speeches by the out-going presi-| 
| Fair Trade ‘Loophole’ \dent, Alvin V. Hokanson; Henry | 


LBison Jr., associate general coun- 
Los ANGELES, June 19—The use |sel of the association, and Watson 
of advertising allowances by man-| Rogers, president, National Food 


Brokers Assn. 

The speeches and the declara- 
tion were in support of the “Equal- 
ity of Opportunity” bill (H.R. 
1840) amending the Robinson- 
Patman Act, which passed the 
House and has now gone to the 
Senate. 


The convention also adopted 


|a resolution endorsing the princi- 
|ple that grocers 


hould be given 
adequate and just 
for the costs they bear in provid- 
ing service, handling, storage and 


compensation | 


return of cartons, bottles and cases. achieved a sales gain of 7.2%, 


> as 


The resolution pointed out that compared with the national aver- 
labor and storage costs frequently age gain of 6.9%, and independents 


exceed the net profit on the mer- are handling 64% 


chandise concerned. 

A figure of 10¢ per case or car- 
ton was set as the minimum for 
the supplier to compensate for 
these costs. The association was 
called upon to make this stand 
known to suppliers. 

Mrs. Marie Kiefer, secretary- | 
manager of Nargus, reported that 
in 1955 independent grocers 


of the nation’s 
food business: 


An issve of the monthly Clipper is yours to 
use without cost. You can create sparkling 
layouts for printed matter with scissors and 
paste pot. No obligation. Address . . . 


MULTI-AD-SERVICES, INC. 
Box 806M Peoria. illinois 


{ ufacturers as a screen for discrim- | 
ination among buyers drew fire | 
from virtually all principal speak- 
ers at the 57th annual convention 
of National Assn. of Retail Grocers 
here last week. 

The result was a “declaration of 
, 


policy against harmful discrim- 
inations and other injurious prac- 
tices,” which was endorsed unani- 
mously by delegates. 
i In the declaration it was as- 
| serted discriminatory practices 
now going on in the food distribu- 
tion industry are a “national dis- 
grace.” Never before in the 20- 
year history of the Robinson-Pat- 
man Act has the law been violated 
with such impunity, it declared. 

Covering a wide range of vari- 
ous types of discriminations, the 
declaration has this to say about 
advertising: “Cooperative adver- 
tising payments and promotional 
allowances have become a fre- 
quent source of harmful discrim- 
inations. 

“In a growing number of in- 
stances, such payments and allow- 
ances are not offered on propor- 
tionately equal terms to all com- 
peting purchasers. 


i s “The services for which the pay- 

ments are made either are not 
4 commensurate with the value paid 
suppliers, or are not performed at 
all. In some cases the contracts 
call for services which only se- 
lected, favored buyers can per- 
? form. Alternative offers which 
would allow all competing buyers 
to share in receipt of such pay- 
ments for services which they can 
perform are rarely made. 

“The practice of buyers initiat- 
ing cooperative advertising and 
promotional contracts and submit- 
ting them for approval by their 
suppliers is becoming a serious) 
menace to competition in the food 
distribution industry. The coer- 
<cive, one-sided feature of these 
ccntracts makes them susceptible 
to unfair and discriminatory acts 
and practices... 
i “Suppliers should be on guard 
against the dangers of accepting 
buyer-initiated contracts. They 
will be held accountable for violat- | 
ing the Robinson-Patman Act. In) 
f fact, the provision of the Act pro- | 
hibiting receipt of price discrim- | 

inations by buyers is considerably 
‘ more difficult to enforce than is 
the section of the law prohibiting 
sellers from granting harmful dis- 
criminations. Suppliers, therefore, 
are more likely to be found in vi- 
| olation for discriminatory adver- 
tising and promotional allowances 
' than is the buyer who initiated the | 

offensive contract in the first | 

place.” 


a og rs 


| 
| 
s Other “harmful” practices enu-| 
merated in the declaration include | 
direct price preferences, paying) chad 
the salary of a buyer, payments to) 


the discriminatory practices have | 
made in the industry can be traced | 
to the “loophole” in the Robinson- | 
Patman Act which -.permits dis- 
criminaticns to meet competition, | 
notwithstanding the fact that their | 
effect may be to injure competition 
substantially or to tend to create a 
monopoly. 

A similar detailing of the need’ 


Er ee ee 


— 


stores for exclusive distribution | 
} privileges, working by eed 
employes in stores during a spe- 

cial featured event, free goods and | 

an “almost inexhaustible” list of | 
other preferences. 

The declaration asserts that to a| 
considerable extent, the inroads | 
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you proofs that simulate actual high-speed printing conditions. 


try on process work, with accurate, realistic color proofing. 


It’s in! It’s ready to roll! Another big Vandercook press to wet proof your 


color work. That makes 4! DOT’s big 4—and all to give you faster service and show 


DOT has kept 3 of these famous presses busy for years. Now, with the 


installation of No. 4, DOT is equipped to deliver the finest, fastest service in the coun- 


Send your next photo-engraving job to 


2-5367 


ee eos Se 


DOT. And don’t forget DOT for top black 


and white work, too . . . line or halftone. 


Sreoypouilid. 


ONE OF THE WORLD'S BEST EQUIPPED PLANTS 
600 W. VAN BUREN STREET, CHICAGO 7, ILLINOIS 
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Advertising Age, June 25, 1956 


72 
Advertising Pages and Li in C M l 
May and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 
‘ Pages Lines > Pages Lines 
May May dan.-May Jan.-May May May Jan.-May Jan.-May May May dJan.-May Jan.-May May May dan.-May Jan.-May 
1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 

Weeklies, Bi-Weeklies, Semi-Monthlies Personal Romances ........ 139 211 896 1018 5.952 9,063 38,449 43,680 
Capper’s Week'y ..... < 10.8 13.3 77.9 74.2 10,791 13.282 77.868 74,149 0 ee 14 18.5 75.9 $4.2 4.898 7,950 32,555 36,109 
{Christian Advocate... 175 173 1000 1029 7.258 7,159 41,418 42,598 | ZtSereenland ....... meen? as eelUmeaeeOUee ele 8.597 
RE ka 97.3 89.6 4125 420.1 66,179 60,958 280,518 285,661 | Serets Romance Group: 

Cue xe pede 84.4 84.7 355.0 3568 36.208 36327 152310 153.053 perme J Bo oe A ae banca oa pos —_ or 

=§Confi 1 . be Cee A —_ . y 

on seeseresenccrece ERS EES meee names gaees Soke Seeeaee Ree | Sig Geman ...... 170 «61430 83.3s«83.0——«<724278——«AST~—s«35,737 «35,610 
te RE RR 187.2 1978 6257 609.0 127.276 134470 425.456 414,086 | S*ettS ~~ 2+ =e eee e eee i ee I a a. a ll 
New Yorker ............... 4381 4023 1,950.7 1.7586 187.925 172587 9836844 754.419 | *!llSilver Screen ........ 132 120 23.7 12.0 5.684 5,163 10.184 5.163 
tNewsweek ................ 3015 312.2 1,350.4 1,226.0 126,624 131,123 567,155 514,909 i. rere 254.7 2728 “1,288.1 “13221 “109.214 “1i7.106 ~ 552671 ~ 567.166 
Presbyterian Life ......... ill 16.0 69.0 83.6 4,651 6,745 28,995 35,126 | tMay-June issues combined; started publication as a bi-monthly with March-April 1955 issue. {May-June issues combined. 
§The Reporter ........ "Danie 14.2 19.1 87.6 95.9 5,948 8,022 36,807 40,293 | SApril-May issue combined. |||April-May issues combined; started publication as a bi-monthly with April-May 1955 issue. 
Saturday Evening Post ....... 367.55 352.3 1,555.9 1,554.1 249,962 239,549 1,058,024 1,056,814 | Not included in totals. 

Saturday Review ..... ; 3 86.8 92.9 392.3 376.7 36,474 39.018 164,780 158,214 | NOTE: Figures for each publication in the Dell, Fawcett and Ideal groups include all advertising carried by the group as a 
tSporting News ............ 27.1 24.2 118.0 124.2 29,412 26,272 128,059 134,761 | whole PLUS additional advertising carried by each individual publication. 

Sports Iliustrated ........... 125.7 80.0 440.5 283.0 53,930 34,317 188,959 121,393 
Leta .. 336.0 350.1 1,557.6 1,391.2 141,120 147,021 654,175 584,291 . . : : 
ea, 358 146 1514 724 6505 2648 27,555 13.179 Magazine Linage Trend. Figures in thousands 
U.S. News & World Report... 271.2 268.1 1,337.7. 1,235.0 133,912 112,581 561.838 518,704 

Total Group .... . Fe96.7 Be4e5 12,6933 11.837.1 1,541,332 1,527,578 6.716805 6,355,799 
tFive issues in May 1956; four issues in May 1955. {Four issues in May 1956; five issues in May 1955. §Three issues in May 
1956; two issues in May 1955. 

Women's 
Better Living ..... be aoe 256 399 1121 1546 10970 17,115 48,079 66,333 
§Bride’s Magazine .... _ 145.0 139.0 3122 301.0 91,640 87,848 197,312 190,232 
Everywoman's ...... ie 343 372 1698 1983 14693 15,957 72,863 85,088 
Family Circle ............ 673 65.0 2931 340.9 28,872 27,881 125,736 146,223 | 
Good Housekeeping cose =12702 «=©142.0 0S 638.6 = 571.2 = 73,033 «= 60,929 «273,973 245,025 
Ladies’ Home Journal ........ 130.5 1239 530.2 5189 88,736 84,253 360,511 352,845 
McCall's Magazine ........... 808 889 3875 376.2 54,938 60,446 263,468 255,784 
tParents’ Magazine ..... 59.9 644 279.7 2714 . 25,791 27,685 120,339 116,705 
RAE Soca vee 138.7 145.4 575.3 564.5 94,299 98,852 391,182 383,856 
Western Family: 

Southwest Edition ...... 321 325 1296 156.7 13,803 13,976 55,612 67,206 

Mountain Edition... 30.9 287 1187 145.0 13,270 12347 50,902 62,196 | | MAY 

ZtNo. Calif. Edition .... 32.1 310 1244 1531 13,775 13,314 53,380 65,696 

H#Northwest Edition ...... 324 316 1292 1549 13,913 13,567 55,431 66,455 APR. 

Woman's Day .... bovis 606 636 2662 3066 25,984 27,277 114,197 131,519 
Woman's Home Companion |... 618 625 2409 2758 42,009 42,553 163,793 187,522 
The Workbasket ............. 181 180 1512 138.7 3,549 3,527 29.639 27,178 MAY 

Total Group .......... ... TOMS Tors Tost Diss 568317 ~ 568.299 2216704 2.255516 | | 

§Published in January, April, July, and October. tIncludes linage carried in special Shopping Scout Section (572 lines per page). 
ZtNot included in totals. 
Ge ] Business “ 

nera 

See eee ~ 68.7 838 427.7 3781 45,052 Y 

American Artist ............ 25.4 27.6 1458 1321 10671 11,578 61,253 55.465 | Business Week ............. 519.9 508.0 2,393.7 2,320.6 218,335 asses uae es romp 
American Forests ....... ee 243 137 95.3 88.3 10,206 5,740 40,026 37,072 | Dun's Review & Modern Industry 756 718 3733 3558 46,568 44.251 229967 219.192 
American Legion ..........- 17.7 19.7 93.0 94.1 7,462 8,248 39,064 39,507 | {Financial World ........... 49.3 412 285.0 247.5 20,690 17,306 119,700 103,947 
American Magazine ....... 20.2 255 191 1334 8.492 10,708 50,002 RON, 5 ns soteztucncekes 72.0 63.2 347.0 298.2 30,219 26,521 145,749 125.245 
MAO Sle da visecs “ig 20.6 204 1008 96.1 8.849 8.742 43,255 ME GUNES. Sheu ssccanntevckes 169.0 1323 826.0 636.3 106,808 83,582 522.032 402.110 
I a akrat, oh ons “FENG 33.9 292 1726 £1375 (14,212 # 12,257 72,484 57.766 | Nation's Business .......... 60.2 414 2405 1906 25820 17,770 103,178 81.775 
Christian Herald ..........-. 25.4 241 1999 1689 10911 10.335 85.766 SLOZS | tetas Group ............. UIT “SALT “G8932 “Aa2T1 “W492 “W776 “ZA06STO ~ZISAS2 
MIN, vnwch Gacewhenss 7.7 8.6 35.2 34.7 3,239 3,616 14,784 W584 | srour issues in May 1956: five issues in May 1955. $Five i te ier 2908: Sow : On 154, 
COUN ea ag 233 220 1306 123.3 4,193 3,960 23,503 22.186 ssues ssues 
Cosmupolitan ...... any 193 25.5 988 104.7 8.328 10,976 42,398 44,919 
Eagle Magazine ............ 10.0 5.6 45.5 44.1 4,203 2,367 19,124 18,539 | Youth 
SN Sos tcteidnes baveoanwe 715 61.8 310.8 302.4 48,629 41,997 211,366 205,621 | American Girl .............. 26.0 21.6 130.7 111.3 ll 
Elks Magazine ..........-. Mus 6S 712 63.8 6,297 5,073 30,542 SESE Gee? Ble. ..css..s.. 0500 318 306 1562 1368 sem anaee seein pulp 
Esquire ee Oe Kobeaass 63.5 67.3 347.0 285.4 43,206 45,703 235.993 oe ee 25 23 18.1 98 1,077 989 7.768 4.188 
"Fe ie eR 18.6 11.1 91.3 60.2 7,826 6,976 38.360 37,797 | Scholastic Magazines ......... 40.7 48.0 200.6 165.9 17,098 20,173 84,266 69,688 
Extension ........ Gah Wadrada 44 15.1 88.3 96.2 9,901 10,371 60,756 66,214 | Scholastic Roto ............. 6.0 79 33.2 28.5 5.237 6.891 29.034 24.896 
NS nds ivan tedes 308 342 1379 1259 12957 14,378 57,897 52,885 Teted Gren jo os ue a IK 
i iss sen coal ie 333 345 1324 1338 14299 14816 56.809 s7,sa9 | “otal Group ............. ; ; . . ‘ 166 3 239.5 
Grade Teacher ........... 291 243 1784 1635 12,843 10,698 78,668 72,087 
Harper's Magzine .......... 325 184 1807 1187 13,663 7,733 75,892 49,860 | Outdoor & Sports 
Holiday oes eens 1025 89.5 4176 363.1 69,675 60,916 = - 283,932 246,886 | American Rifleman ......... 56.4 564 275.2 287.3 24211 24,190 118,064 123,252 
Hot Rod... ccccceeeeeess 222 176 = 107.0 79.2 9,324 7,406 44,926 33,250 | Field & Stream ............ 919 84.7 3908 366.2 39.439 36,324 167,664 157.114 
Improvement Era ......... 321 314 1295 1414 13,483 13,190 54,394 i itethin 9 ans -23 as r—~4 a7 ry ane 
instructor w 243 243 147.5 1434 16594 16,621 100,894 98.093 | outdoor Life ............... 865 87.2 3916 387.4 37.111 37,422 167998 166.200 
Motor Boating .. raoa 1386 ms = = per ——_ yn yo Sports Afield .............. 769 77.7 3264 3147 32981 33,318 140,021 135.002 
Motor Life , ° b ‘ ' " , . . ———=r =EErFe “SUR SESS GE Oe : wm oa 
edhe ad Seabee 235 327 1162 1230 10.722 13720 48816 51.646 Total Group ...........-. 3326 3264 14838 1,461.1 142,693 140,024 ~ 636,556 ~ 626,845 
National Geographic ...... 495 530 2344 2331 11,744 ~# 12518 55,779 55,383 
Promenade . Nate 32 23 183 42 9,961 9,131 50,757 as,984 | Mechanics & Science 
{Reader's Digest 36.0 320 163.0 64.0 6,552 5,824 29,666 11,643 | Mechanix Illustrated ........ 623 702 3588 3588 13945 15,717 80,369 80,372 
Real Bae a 7.7 10.0 43.9 50.9 3,297 4,303 18,814 21,839 | Popular Mechanics ...... ... 1314 1431 7235 733.7 29,442 32,046 162,064 164,346 
Redbook Mayazine .......... 23.3 21.3 130.2 112.0 9,977 9,155 55,871 48,033 | Popular Science ............ 1168 1398 682.2 703.3 26,166 31,307 152,801 157,538 
_ “es batons 10.1 8.4 39.2 64.6 4,227 3,534 16,448 27,139 | tScience & Mechanics ....... 68.7 74.1 285.5 282.9 15,392 16,608 63,932 63,369 
pS on 13.9 138 38.0 39.3 9,325 9,304 25,540 ye Total Group ............. 379.2 427.2 2,050.0 2,078.7 84945 ~ 95,678 ~ 459.166 465,625 
Town & Country Fis 56.8 60.1 3123 329.0 35,892 37,994 197,357 207, soutien Chenin: itched eam ems ty Gbdeas tate. ; 
Town Journal ... x 438 459 2092 189.1 18,804 19,672 89,750 81.133 
True 37.8 325 1320 1290 16,213 13,911 56,646 55,33 F r 
Yachting ........ 119.2 105.3 514.5 498.0 70,090 61,916 302,525 292.823 | Detective & Fiction 

ee Me T2785 T2158 63316 59719 655,773 622,888 3,233,761 3,057,172 wth $ Group ........-- 10.1 12.1 62.5 74.2 4,345 5,176 26,794 31,849 
tLarger page size (628 lines) in May 1955. May and June 1956 issues combined. Started accepting advertising in April rilling Fiction Group ...... os 7 83 _ «68 ie fe U68e 10,304 
1955. §Published bi-monthly; figures shown are for May-June issue. 2¢Not included in totals. We GD: cab cactceacse 16.9 19.8 99.8 120.2 5,877 6,898 35,153 42,153 
Home Newspaper Sections (I) 
pine am +s: - ~~ = -_e — = Ra 64,149 255,501 222,539 | (Nationally distributed with Sunday newspapers) 

etter Homes Bardens “~ 209. * ‘ . . 118,733 490.250 449,156 
Flower Grower ! 55.7 59.0 316.6 347.7 23,380 24,780 132.972 146,020 weg a seeeeeeees a Ho rep rs 47.629 = 56,360 248,778 =—-231,876 
House Beautiful ......... 172.3 167.1 = 578.9 = S717 = 108,897 105,577 365,858 361,301 | ppm”) WAMYY «oe seen ees 29. . 6 ‘9 = 25,339 :19,183 125,451 89.203 
House & Garden . 133.4 1252 4126 «© 402.0 84,295 79,098 «= 260,745 254,076 | frre entree ses 2] WA MI SB ON 6S 6B 
Household ....... 49.6 Sl 2255 233.7 21,279 21,896 96,717 100,240 BS I 2 ones. 75 SS _ O65 _ 81 MS ND MST SNe 
Living r: 1203 1305 4066 3744 76,023 82,476 256,992 236,644 Total Group .....0...2.00e 239.9 ~2668 1,205.2 1,078.1 203,952 226,709 1,024,374 ~ 916,400 
Sunset Magazine ............ 207.2 167.9 768.2 671.9 86.987 70,534 322,629 282,193 | Four issues in May 1956; five issues in May 1955. 

Total Group ..... . Maes “9902 “TeBEA “FTees2 595.492 567.243 2.181.664 ~ 2,052,169 

Newspaper Sections (II) 
Fashion (All other newspaper sections and comics) 
Charm sesereccseeecees MML2 13992 546.8 5621 60,564 59,677 234,592 241,140 | ftFirst 3 Markets Group ..... 45.5 514 242.0 2321 38,675 43,648 205,658 197,285 
Glamour ee eeeeeeeens 117.3 148.8 8 «=—6503.8 = 516.0 = 50,322, © 63,836 = 216,133 = -221,345 | New York Mirror Magazine ___ 346 447 1828 1962 33903 43844 179,130 192.268 
Harper's Bezaar ...... 1475 130.8 574.9 528.2 93,236 82,659 363,326 333,801 | New York Times Magazine ... 260.9 274.5 1,332.4 1,142.6 221,778 233,334 1,132,542 971,193 
Mademoiselle ..... . 115.0 101.5 516.9 514.2 49,315 43,520 221,756 220,600 Total G Silo 43706 “17572 “15709 “204356 “320826 1517330 ~1300,746 
SE ny RCN 04 1925 767 725 C55 GINS US 299! ie hiniiiimmahiws° OO , mets aeaacie 

Total Group ............. 6544 "652.7 2,877.1 ~2,853.0 337.750 333,407 1.500103 ~1.479,815 . : , 
Comics Magazines 
v 

n-ne {American Comics Group: .... 69 78 29 238 2590 2,960 7,882 9,008 

e rn Group: . Archi ic Group ....... . , 14.8 174 , . 

Modern Romances .. 356 292 1455 1324 15,252 12,537 62,433 56,799 me , - 4 ER - = _— - —_ —_ = 

Modern Screen ......., 36.0 29.8 140.3 125.5 15,431 12,768 60,193 53,824 (Total 2 Units) ......... 13.0 9.0 56.7 53.1 4,914 3,402 21,417 20,034 

Sereen Stories .......... 24.8 24.0 111.0 107.5 10,647 10,281 47,630 46,123 NE eo ee 6.2 48 276+ 26.3 2,362 1,797 10,425 9,924 
Fawcett Women's Group: eee 68 4.2 29.1 26.8 2,552 1,605 10,992 10,110 

Motion Picture & TV Magazine 14.7 17.2 75.3 84.3 6,325 7,380 32,301 36,154 | Quality Comic Group: 

True Confessions ...... 214 19.1 96.0 103.3 9,162 8,183 41,188 44,331 (Total 2 Units) .......... 120 120 61.0 61.0 4,536 4,536 23,058 23,058 
Hillman Women's Group ..... 62 143 84.7 77.4 6,949 6,143 36,355 33,189 #Comies Unit ........... 6.0 6.0 31.0 31.0 2.268 2,268 11,718 11,718 
Hillman Romance Group ..... 2.0 1.3 11.2 12.7 856 557 4,802 5,450 | Romance Unit .......... 6.0 6.0 30.0 30.0 2,268 2,268 11,340 11,340 
Ideal Women’s Group: | “wa “Ga “Seaa - sane ~@Gaean ~ §6408 ~~“ OCU eee 

Tilt Groep ....<..:..:..: 37.7 356 1534 1557 14214 ~ 13,450 57,934 58,811 

Intimate Romances ........ 139 212 90.6 102.7 5.955 9,120 38,846 44,066 | , os a, : 

Movie Life cick 15.7 23.9 99.5 111 6.726 10.272 42.698 47.659 tPublished bi-monthly; figures shown are for Gupte issue. Not included in totals. 

Movie Stars Parade ....... 15.6 23.9 99.5 108.6 6,712 10,272 42,704 46,589 (Continued on Page 74) 
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THE ANSWER TO THE SHORTAGE OF ENGINEERS? 


Topping management's current list of headaches 's the dearth of new technical men. In typical timely 
fashion, DR&MI relates in the latest issue te experiences.of leading companies in fitting 
: liberal arts grads into jobs traditional y filled by engineers. ‘Getting Engineers 
m ‘Out of Nowhere” is impartial reporting on a controversial subject— 
the kind that insures a reacy-made executive audience 
for your selling nfessage in every single issue 
ci el of DR&MI. 
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TRADE IN YOUR OLD IDEAS ON TRADE SHOWS 


Among the oldest of merchandising methods, trade shows have assumed a new 
importance and complexity, dictating a fresh appraisal of the medium by sales 
executives. In “How to Make Trade Shows Pay Off,” DR&MI brings 

management up to date on this $3-billion-a-year selling tool, cites 
trade show successes, points out causes of failure. Such 

agp practical operating low-down for the high-ups 

en ee appears in every issue of DR&MI. 
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GIANT NEW MACHINES SOLVE GIANT PROBLEMS 
. .« AND CREATE SOME, TOO 


Gargantuan equipment is available today to shoulder industry’s king-size 
jobs. Latest DR&MI presents a picture gallery of some of the newest 
behemoths at work. “Big Solutions to Industry's Big Problems” 
explores both their merits and shortcomings. Objective 
coverage of vais management interest means that 
management-slanted advertising of any product 
or service consistently finds its target 
in every issue of DR&MI. 


KEEPING UP ON CENSUS 
FIGURES MAKES GOOD SENSE 


Never before have Census Bureau figures provided such 
profitable grist for management's decision making rill, 
The current DR&MI tells how census data’s gathered, 
how industry can use it in setting selling quotas, 
plotting expansion plans, picking plant sites. 
_Want to tell the top decision-makers about 
your products? Reach ‘em where they 
turn each month for helpful infor- 
mation to base decisions on... 
in the pages of DR&MI. 
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La Presse ‘ 
*Star Weekly ........ 
Weekend Magazine 


Total Group 


r aor 
1956 


Canadian Nationa] Weekend Newspapers (Rotogravure Linage) 


May  dan.-May Jan.-May . 
1955 1956 1955 


May 
1955 


May 
1956 


346. 
tFour issues in May 1956; five issues in May 1955. 


Canadian 


Canadian Home Journal 
Canadian Homes & Gardens .. 


English Edition 

French Edition 
Revue Moderne 
Revue Populaire 


Foreign 


tLife International: 
English Edition 
Spanish Edition 
Newsweek- European 
tNewsweek- Pacific 
Popular Mechanics: 
Mecanica Popular (Spanish) 
Mecanique Populaire (French) 


19.145 
100,100 
474,569 


dan.-May Jan.-May 
1956 1955 


Reader's Digest: 
§Arabic 


Australian 
Austrian 
British 
Caribbean 


French (Belgium) 
French (Paris) 
French (Provincial) 
French (Swiss) 
German (Germany) 
German (Swiss) 


South African 
Southern Hemisphere 
Swedish 
\||Time Atlantic 
!!|Time-Latin American 
|| | Time- Pacific 
Visao (Portuguese) 
2||!||Vision (Mexican) 
Vision (Spanish) 


BORED ccctctcccncscecs 


Jan.-May Jan.-May 
1956 1955 
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Mé&O Paper Boosts Burton 

Dr. John O. Burton, formerly as- | 
sistant director, has been namedj|appointed midwestern division 
director of research of Minnesota | 
& Ontario Paper Co., Minneapetie. | 


Joins ‘Freight Guide’ 


| Playboy. 


Douglas S. Crawford has been! 


manager of Official Motor Freight 
Guide, Chicago. Mr. Crawford was | 
He succeeds M. S. Wunderlich, who| formerly mail order manager of | 
will handle special assignments. 


Negotiator 


BERNARD P. GALLAGHER 


PURCHASES — SALES——- MERGERS _. 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


| Miami Bank Names Garrison 
J. Samuel Garrison has been 
| named assistant vp and director of 
public relations and advertising of | 
the Central Bank & Trust Co.,| 
Miami. Active in advertising and | 
public relations in greater Miami 
since 1950, Mr. Garrison also has 
been sales manager of WPEN, 
Philadelphia. 


Estes Named by Conde Nast 

H. Carlisle Estes, formerly with 
Time Inc., has been appointed cir- 
|culation promotion manager of 
| Conde Nast Publications Inc., New 
| York. 


| 


in coverage of both MISSISSIPPI and 
JACKSON’S 16 county trade area 


YFeaching 1/6 of all 


homes in Mississippi 


*ABC REPORT Sept. 30, 1955 
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CLARION * LEDGER 


SON DAILY * NEWS 


1 4 ne se ie J | : ' 9. , 1 | oe 
>. Morning — Evening — Sunday > 


“ 


PRESENTED BY THE KATZ AGENCY INC 


-"CO-OWNERS WJTV (TV) WSLI (RADIO) 


Lighting Promotion Launched 
The American Home Lighting 

Institute is making plans for 

American Home Lighting Fixture 


Circuses, Says 
|Month in October and has em- 


Bankr up t Beatty |barked on a four-month campaign 


Macon, Ga., June 19—One of the to organize the more than 2,000 
nation’s daredevil circus perform- electrical distributors and 300 elec- 
ers, animal trainer and circus | tric utilities. Among plans for 


TV Knocks Out 


‘operator Clyde Beatty, said last| promoting the month are a color 


week that television has dealt the|spread in the October Living for 

traveling circus a tough blow. 'Young Homemakers, an AHLI 
Mr. Beatty, 52 and a circus man| merchandising kit to be sold at 

for 33 years, testified at voluntary | cost for $10, and a “Here’s How” 

bankruptcy proceedings for the| booklet, already mailed. 

National Circus Corp., operator of|, ° 

his three-ring circus. | Businessmen’s Digest’ Bows 


(An involuntary bankruptcy pe-| Businessmen’s Digest, a new 


tition is pending in U.S. district! 


publication designed specifically 


|court here against another of the | fr young business executives, will 


few remaining circuses, King Bros.,|be Published by the New York 


billed last year as the world’s sec- | State Junior Chamber of Com- 
ond largest.) |merce. The magazine digests ma- 


A petition of Mr. Beatty’s circus terial with permission from busi- 
It is issued 


corporation said it owed more than | 2€SS publications. is 
$250,000 and had only $200 in the | ™onthly, subscription price is $5.50 


bank. Referee E. P. Johnson ap-|@ Year. Digest is published on a 
pointed a trustee. |non-profit basis, with returns from 


Mr. Beatty said circus attend-| Subscriptions paid to the Junior 
ance has been falling off steadily) Chamber. The address is Box 141, 
since 1952. He blamed tv, on which | Cortland, N. : 
he himself sometimes has per-| Dodge Heads Fisherman Press 

| Frederic Dodge of Frederic N. 
® Since 1946 his circus has been | Dodge Co., management counselor, 
one of two still operating its own|has been named publisher and 
railroad trains. The other—still| President of Fisherman Press, Ox- 
|going strong—is Ringling Bros. | ford, O., succeeding Frank Ware 
Barnum & Bailey. jof Frank Ware Co., publication 
‘ King Bros. traveled by truck and| Management consultant, who has 
had winter quarters here. Mr. | resigned. 

Johnson called it “terribly insol- 
vent.” It recently had left em- 
ployes and animals stranded from 
the New England states to Georgia. 


‘Du Pont Appoints Managers 
E. I. du Pont de Nemours & Co. 
|has appointed two new managers | 
_in its women’s wear merchandising | 
section: Don W. Gay, formerly su-| 
pervisor, is now manager, outer-| 
| wear group, and Robert B. Gard- 
| ner Jr., formerly New York district | % 
|manager, Dacron sales, has been 
/named to the new position of mer- 
| chandise manager for intimate ap- 
| parel. Mr. Gay succeeds George B. 
Lewis, who is now manager of 
advertising and promotion for 
women’s wear. 


CoNsOLIDATED 


TAKES THE PULSE of the 

aation’s news. The beat means ' 
sittle—the count means much! 

.. .We read practically all daily 
and over 6000 weekly English 
language newspapers for per- 
sons and establishments whose 
names are a Blue Boox of Who 
and What. “et us serve YOU. 


Hundred Million Club Elects 
The Hundred Million Club, a 
New York group of direct mail 
advertising specialists, has elected 
S. Arthur Dembner, circulation 
promotion director of Newsweek, 
president for 1956-57. Other new 
officers include vps Jack Shelton, | 
Maxwell Sackheim & Co., Elmer| 
Fredericks, Doubleday & Co., and CONSOLIDATED 
Richard Kershaw, American 
Home; Phyllis Sawdon, Sawdon 
Co., treasurer, and Muriel Gilmore, | 
Lewis Kleid Co., secretary. | 


PRESS 
CLIPPING BUREAUS 
431 SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO 5, ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, N.Y 
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eae *Time-Canadian ............ 2383 2423 9810 877.4 101,745 412,020 368.515 | __ Portuguese ceeseeeeee 90.0 — as en 
OF ae iy Total Group ............. 9879 9761 3,906.6 3,7936 “S73,875 (1,888,042 “Les R87 spage fe os 8.554 32,578 35,581 
ta, ? tFour isswes in May 1956; five issues in May 1955. aes 65.0 11.346 42,594 44,919 
cages. a 38,640 183,750 165,690 
ea. a ee 45.920 188,790 197,610 
mae cinacee a 33.915 170,275 150,255 t 
ere 644 826 3201 2866 43,775 56185 217,685 194,905 | teeen oe 24.430 167,090 118,300 
eee 68.9 716 3161 300.6 46835 48.705 214.965 204.425 we Mo -—  —_— SS  —— 2) nee 
ees 52.0 49.2 250.8 199.2 21,840 20,650 105,320 83,650 pereenn 68.8 49.0 257.8 216.7 28,910 20,580 108,290 91,000 
i Oe 528 710 2611 2758 22,190 29,820 109,672 115,850 | Total Group ............. 22108 20537 9,761.7 “88041 596,086 570,226 2,670,240 2,411,286 
tye tTwo issues in May 1956: three issues in May 1955. tAsian and Tokyo Editions combined as of March 5, 1956. Figures : i 
eae | 36.4 24.3 138.7 118.8 8,149 5,439 31,069 26,613 | shown above represent the combined edition and the average of the two previous editions. §Started publication in January 
ae . 33.0 38.8 136.0 150.5 7,392 8,680 30,467 33,712 | 1956. ||/Four issues in May 1956; five issues in May 1955. |||{Started publication November 1955. Not included in totals. 
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Hamlyn Rahill Meeker 
LINEUP FOR ‘56-'57—Bill Metz, of Scripps-Howard Newspapers, new 
president of the New York chapter of the American Assn. of News- 
paper Representatives, is shown with other electees. They are Steve 


‘Life’ to Get $23,080 a Page 

Life plans to increase its b&w 
page rate from $21,775 to $23,080 
with the issue of Jan. 7, 1957, and 
not from $15,065 $15,968, as er- 
roneously stated last week. The 
magazine will als: offer discounts 
on dollar volume  nging from 3% 
to 12% and thes together with 
discounts based © continuity, will 
range up to 17% | if. 


Carlson Joins H .tchinson 
Mildred Carls\n, formerly of 

WBZ and WBZ-TV, has joined 

Charles F. Hutchinson, Boston 


agency, as director of product de- | 


velopment. 
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Smallwood was president of the 
company for 17 years. 


Lipton Elects Wood President 
Carl I. Wood has been elected 
president of Thomas J. Lipton Inc., 
Hoboken, N.J., succeeding Robert 
B. Smallwood, who will serve as 
board chairman, and chief execu- 
tive. Mr. Wood has been with Lip- 
ton 34 years. He was formerly 
exec vp and general manager. Mr. 


Quinn Named Ad Manager 
Robert F. Quinn, formerly as- 
sistant advertising manager of Na- 
tional Gypsum Co., Buffalo, has 
joined Philip Carey Mfg. Co., Cin- 
cinnati, as advertising manager. 


Imprinting—our specialty ! 


Sersen’s Mail ha Quotation or Phone us to Call 
IMPRINTING, Inc. “Hs sPicks. sr” CHICAGO 7 


Hamlyn of the Katz Agency, sec- 

retary; Jack Rahill of the Texas 

Daily Press League, treasurer, 

and Herb Meeker of Scolaro, 

Meeker & Scott, vp. Mr. Hamlyn 

and Mr. Rahill were reelected to 
their posts. 


Viewers Rank Piel, 
Hamm Commercials 
Tops in ARB Poll 


WAsHINGTON, June 19—The two) 
top favorite commercials in the 
country, according to a poll by 
American Research Bureau, are | 
those which extol the merits of two | 
beers—Piel Bros. and Hamm’s. 

Astonishingly the two top com- | 
mercials are those of regional spon- | 
sors; Piel Bros.’ famous Harry and | 
Bert are seen only in the New York | 
area, and the Hamm’s beer com- 
mercials, ranking No. 2 in popular- 
ity, are seen only in the Midwest. 


® ARB made the survey as part | 
of its May diary, adding the ques- | 
tion: “Of all the television com- 
mercials you’ve seen this week 
(May 1-7), which one did you like 
best?” 

Piel’s and Hamm’s commercials 
rung up enough votes from region- 
al viewers to get top honors in the 
national poll. 

“These figures, of course, give! 
no indication of resulting sales,” 
ARB notes, “nor do they represent | 
a statistical rating of the commer-! 
cials. They merely indicate the 
preferences of the ARB national 
May sample for the commercials | 
themselves.” 


® Here is how viewers polled by 
ARB voted for their favorite com- 


mercials: 
j 
Commercial % | 
Ss) fe ee ne 7.7 | 
D. SRR IED ceenienmniciicremsinenssenns 7.1) 
Di: Ce BI ciecicisencigretictvtecncsntesesitl 4.4) 
SS ee — neat 3.2) 
Bint atigicninciialiodasnnd 2.9 
Ul 2.8 | | 
Fa, SS INIOIIY catiteesenscncrecconeussverciow 2.6 | 
i I Sicesnincdscerteninncsslododtoncvandlinsiseisshisitd 2.2 
GIT ccencseesptnectsensetigiamasiemenssaenenenanes 2.1 
SS SS TE REN 2.1| 
11. General Electric ; | 
BI, GD crceaceciniconiceseisiccnmiianns 
Bailey EN ilncecthinmadtdisicinphoninsocevevinniansinnmsstiia . 
14, Campbell Soup ...........cccccssscs-sssessese 1.5) 
BN I odin ctadenttinpadinreceniettooes 1.5 
FI, cditeeceterctbtintaetitisenncevciensiesins 1.4 
RS 1.4 
18. Welch’s grape juice ............cceeeeeee 1.4) 
19. Ballantine beer, ale .............-sceseeee 1.3 | 
20. Pepsodent 1.2 | 
a anne 11 
ID catia tnttetinitnimcecsaniaticceninivinndiely 1.1} 
23. Bank of America .............ccccccscereeeeeeees 1.1} 
BO, RR cecccenseciorntntnninnssanempnemnaintemeniiiatins 1.0) 
25. Frosty Morn bacon ...........cceeeceeseeee 1.0 | 


| 
NIAA Chapter Elects Gadsby 

Charles Gadsby, Jean Scott 
Frickelton Advertising Agency, 
San Francisco, has been elected 
president of the Northern Califor- | 
nia chapter, National Industrial 
Advertisers Assn. Other new of-| 
ficers include Jack Biedenkapp, | 
Wall Street Journal, v.p.; Jack 
Vineyard, Standard Oil Co., v-p.;) 
and Bill Majors Jr., Majors &| 
Mattoch, secretary-treasurer. 


Reflecting the quality of your product 
in the quality of your advertising 


INTERNATION 
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Nielsen Decries 
British Admen’s 
Research Choice 


Hits ‘Favoritism’ in 
Appointment of TAM as 
‘Official’ TV Pollster 


Cuicaco, June 19—Arthur C. 
Nielsen, president of A. C. Nielsen 
Co., charges that British advertis- 
ing and commercial television in- 
terests have shortsightedly shown 
favoritism to a British research 


outfit in selecting its audience 
measurement service over the 
Nielsen Television Index. 

“As a result,” says Mr. Nielsen, 
“many British firms are getting an 
inferior service at an excessive 
cost, and some are paying for two 
services.” 

Mr. Nielsen’s blast against the | 
British comes in a five-page letter 
to ADVERTISING AGE commenting on 
the recent report that Television 
Audience Measurement Ltd.—bet- 
ter known as TAM—won a con- 
tract for audience research from a 
steering committee representing 
leading advertisers, agencies and 
program contractors (AA, May 
21). 


®S Under terms of the contract, 
TAM will supply audience data to 
agencies, advertisers and commer- 
cial tv contractors for the next 15 
months at a reported cost of $5,600 
per week. Its service is based upon 
use of the Tammeter, an electro- 
mechanical clock attached to re- 
ceivers. 

Mr. Nielsen alleges that TAM 
secured this contract without com- 
peting on the merits or economy of 
its service. He states that although 
“we offered an obviously better 
service at a substantially lower 
price,” the Nielsen organization in 
Britain was denied the opportunity 
to bid for the contract. He further 
alleges that TAM got the nod be- 
cause of the fear that awarding the 
contract to NTI would drive TAM 
out of business. 


a Mr. Nielsen writes that “one of 
the most plausible” explanations 
advanced for denying his company | 
the right to bid was that “our long 
experience, highly efficient tech- 
niques and electronic equipment 
would obviously have enabled us 
to offer a more attractive price— 
and it was assumed that TAM 
would be forced to retire from 
business (for financial reasons) if 
Nielsen were given the contract. 
There was apparently a fear that 
Nielsen would subsequently take 
advantage of this situation by 
raising prices. (The fact that we 
offered a five-year contract, at a 
guaranteed price, as well as an al- 
ternative cost-plus basis, seems to 
have been overlooked.) 


ws “On the other hand,” Mr. Niel-| 
sen continues, “according to the | 
above theory, there was complete | 
confidence that Nielsen could and 
would stay in business, irrespective | 
of losses, if it failed to obtain the | 
steering committee’s contract—so | 
if TAM proved unsatisfactory, 
Nielsen would be available to pick | 
up the work! The statement was) 
frequently heard: ‘Tam deserves a 
chance to prove that it can do the 
job.’” 

Mr. Nielsen pins the major 
blame for this situation on certain 
prominent advertisers and agen- 
cies represented on the steering 
committee. He points out that 
about half of the total cost of the 
TAM service has been “arbitrarily” 
passed on to three of the four con- 
tractors who program the commer- 
cial stations and he suggests that 
“some or all of these contractors 
apparently felt it necessary or de- 


| 


sirable to accede to the demands of 


a group [the advertisers and agen- 
cies] which included some of their 
best prospects.” 


s Taking exception to the state- 
ment that TAM has now become 
“Britain’s major audience meas- 
urement service,” Mr. Nielsen 
states: “NTI is substantially larger 
in most respects: (a) larger sam- 
ples, (b) more types of informa- 
tion furnished, (c) more compre- 
hensive reports to clients and (d) 
a larger organization.” 


Mr. Nielsen also denies that|Television Authority, the publicja 


TAM has become in any way an 
“official” audience research organ- 
ization of British commercial tv. 
He points out that while TAM “has 
chosen to sell its entire service to 


a steering committee,” Nielsen has | 


followed its American practice of 
making individual contracts with 
agencies, advertisers and program 
contractors. 


® He notes that Nielsen even has 
a contract with the Independent 


|corporation established by Parlia- 
iment to develop commercial tv. 
| (ITA leases station facilities to the 
program contractors, who sell the 
time to advertisers.) 

“It is significant,”’ Mr. Nielsen 
|says, “that Granada, a program 
contractor which made an unusual- 
ly thorough study of audience re- 
search techniques and organiza- 
tions, rejected the inferior, 
excessively-priced service offered 
by the steering committee and made 
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long-term contract for NTI 
service. And another contractor, 
Associated Television, continues 
to use Nielsen.” 


® In his letter to AA, Mr. Nielsen 
outlines his case against TAM, 


| trying to show where it is inferior 
| to NTI service. The Tammeter it- 


self, he claims, “has certain basic 
characteristics which we rejected 
many years ago. The spring-driven 
clock, with no adequate provision 
for handling power failures, falls 


What sold you on “ 


*Broadeast Monda: 
through Friday, on 
KNXT I os Angeles: 
KPIX San Francisco; 
KFMB-TV San Diego; 
KFRE-TV Fresno; 
KERO-TV Bakersfield ; 
KBET-TV Sacramento; 
KOIN-TV Portland; 
KTNT-TV Seattle-Tacoma. 
Available as a complete 
group or the six 
California stations only. 
Get details from 
CBS Television Spot Sales. 
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very far below Nielsen standards | 


of performance and accuracy. The 
placement of a clock near the tv 
set constitutes poor research, for it 
is bound to affect the family’s 
tuning.” 

TAM has boasted that its service 
is quicker than Nielsen’s, since its 
field force makes weekly calls on 
homes to collect tapes and re-set 
clocks. But this, Mr. Nielsen as- 
serts, “represents the depths of in- 
efficiency and creates costs which 
should not be tolerated.” 


He adds: 
pends primarily on how much 


“Delivery speed de- | sponsored tv on the American pat- | sen points out that “the meters|Nielsen calls this plan 
tern rather than along the lines of! used commercially by us for more }dream,” which his company re- 


77 


“a pipe 


money the researcher elects to | the British system, with its em-|than 13 years measure audiences |jected after spending $500,000 in 


waste in achieving high-speed de-| phasis on spots. He points out that | on a minute-by-minute basis.” 
livery (and a great deal is now|in December, 1954, before the start | 


‘research on it. He points out that 


Mr. Nielsen asserts TAM service | Nielsen can provide measures of 


| being wasted). For a while, TAM of commercial tv in Britain, the | is especially inferior to NTI be-/ sales effectiveness through its food 
beat us in London by a day or two | Nielsen organization published a/cause it lacks the “vital” feature|and drug indexes, which it main- 
—a matter of no practical import- | 144-page book dealing with audi-|of “client service’—“personal as-/tains in Britain as it does here. 


ance. Subsequently, the score was|ence measuremen 


evened. Recently, in Manchester, Britain. 
NTI has been faster.” 


Bedford Attwoo: 


problems 


application of the reports.” 


head of TAM, 
|recently stated that his company|® TAM attempts to measure sales|American experience in audience 
® Mr. Nielsen denies the charge | was the first to produce minute- | effectiveness of tv advertising by |research, by using highly devel- 
| that his organization was geared to | audience measurements. Mr. Niel-|means of a consumer panel. Mr.| oped and efficient equipment and 


in}sistance in the interpretation and | 


Panorama Pacific’ : 


Both Nielsen and ARB! They show that “Panorama Pacific” 
has more viewers... higher ratings...a bigger share of audience 
than any other Pacific Coast network early-morning show. 
And within reach of the eight CBS Television Pacific Network 
stations carrying the show are 93% of the Coast’s television 
families. Perfect way to cover the Coast at one fell swoop! 
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“The British tv industry,” writes 
| Mr. Nielsen, “had a wonderful op- 
portugity to profit from the costly 


—— |research techniques, concentrating 


|on a single service and financing it 
|on the economical basis which we 
| recommended. Instead, they chose 
to turn their backs on this experi- 
ence.” : 

Mr. Nielsen predicts, however, 
that “most TAM reports will gath- 
er dust on the bookshelves of sub- 
scribers” and in the end advertis- 
ers, agencies and program con- 
tractors in Britain will Jearn “what 
type of tv audience research ac- 
tually produces maximum profits 
for them.” 


Wharion School Issues 10 
Books on Consumer Spending 

The Wharton school of finance 
and commerce of the University 
of Pennsylvania has issued the 
first ten of a series of volumes of 
statistical tabulations on consumer 
expenditures. 

The tabulations are based on the 
survey of consumer expenditures, 
incomes and savings in 1950 and 
1951 conducted by the U.S. bu- 
reau of labor statistics, covering 
nearly 1,500 items of information 
for each of 12,500 families and 
single individuals in 91 cities. 


PUZZLED? 
Need information 
about business papers 
serving any given 
industrial market? 


Get it the quick, easy, in- 
expensive way in IM’s 556- 
page Annual Market Data 
& Directory Number, June 
25th, by placing year’s trial 
order now for only $3. 


Market Data Number in- 
cludes basic information 
for more than 2500 Busi- 
ness Papers! Indexed ac- 
cording to market served. 
Circulation, space rates, 
'} closing dates, page size, 
{ even name of each editor! 
Only publication of its 
kind in the world! 


| Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I’m 
not satisfied. 


NAME 


COMPANY. 


STREET 
CITY. z 
STATE. 


(0 $3 enclosed [) Bill firm 
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Advertising Age, June 25, 1956 


Advertising Pages and Linage in Farm Publications 


May and Year-to-Date Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- 


Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
-—Total Advertising, in Pages—. ~—————Total Advertising, in Lines ——. in Lines -——Total Advertising, in Pages—. ————Total Advertising, in Lines ——, in Lines 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May May May May May Jan.-May Jan.-May May May Jan.-May Jan.-May May May 
1956 1955 1956 1955 1956 955 1956 1956 1956 1955 1956 1955 1956 1955 1956 1955 1956 1956 1956 
Farm Magazines Kansas Farmer ...... 49.3 514 289.2 264.9 37,429 39,044 219,777 201,318 35,476 36,838 
; Michigan Farmer .... 56.7 58.8 329.1 327.8 43,574 45,192 252,759 251.764 38,699 40,370 
Fr se (Memon teens 66.4 60.6 375.7 311.0 28,497 26,012 161,187 133,422 27,460 24,832 | wicsouri Ruralist .... 49.1 45.8 290.0 288.3 37,282 34,778 220,415 219,141 34,978 31,608 
Montana Farmer-Stockman 75.3 71.5 355.3 364.9 56,962 54,089 268,605 275,884 498,75 48,090 
BContral ........ 129.0 964 596.3 SOl1 55,355 41,349 255,804 214,983 54,039 40,420 | Webraska Farmer .... 83.3 91.5 515.9 490.7 62,960 69,201 390,026 370,979 57,604 62,453 
Eastern ........ 128.5 96.4 606.8 SO0l1 55,140 41,349 260,303 214,983 53,824 40,420 | New England Homestead 38.3 35.1 204.1 210.4 26,820 24.557 142,897 147,306 20,925 18,283 
#Seuthern ....... 1259 96.4 S771 SOL1 53.997 41,349 247,584 214,983 52,681 40,420 | ohio Farmer ......-. 66.2 644 399.1 384.6 50,873 49,479 306,507 295,414 45,741 44,602 
Western ........ 139.2 100.2 636.8 516.8 59,717 42,993 273,180 221,695 58,401 42,064 | pennsylvania Farmer .. 53.2 327.1 333.1 40,438 40,855 251,243 255,783 36,661 36,003 


Average 4 Editions . 130.7 97.4 6043 505.0 56,052 41,760 259,218 216,661 54,736 40,831 | prune Farmer. 


Farm & Ranch—Southern Agriculturist: 


H#Southeastern Edition 38.0 33.2 201.7 209.3 16,317 14,250 86,515 89,773 14,592 12,446 | <Zradiana Edition .. 
H#Southwestern Edition 39.8 34.9 217.2 235.5 17,053 14,989 93,141 101, * 
Average 2 Editions . 38.9 34.1 209.5 2224 16,685 14,620 89,828 95 


Progressive Farmer: 


#Carolina-Va, Edition 108.9 113.3 545.5 517.2 74,080 77,037 370,912 351,697 71,517 74,018 | Western Farm Life .. 
#Ga.-Ala.-Fia. Edition 110.9 118.3 552.2 544.6 75,380 80,429 375,489 370, 


#Ky.-Tenn.-W.Va. . 101.3 1098 5198 500.0 68,893 74,658 353,492 340, 
#Miss.-La.-Ark, ... 1026 1109 5124 491.9 69,775 75,389 348,428 334, 
Texas Edition ... 106.2 111.3 523.1 507.6 72,185 75,690 355,687 345, 


Average 5 Editions . 106.0 112.7 5306 512.3 72,063 76,641 360,802 348, 


395 14,851 12,717 Rural New-Yorker .... 


Z Illinois Edition .. 
O17 15,109 12,987 | Average 2 Editions . 


Wallaces’ Farmer .... 


eSEESES 8 


356 79,921 77,694 iti 
. y §Herdsmen Edition 
O12 66,446 = 71,928 | Wisconsin Agriculturist 


486 67,537 72,890 &@ Former ........ 71.3 75.7 443.3 435.4 55,875 59,313 347,584 341,329 54,138 57,339 


Group ..... 1,157.7 1,150.9 6,541.1 6,412.9 883,129 878,802 4,990,364 4,895,312 802,654 787,072 


’ Total 
= oo oo Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 


Successful Farming ... 96.2 92.4 534.9 494.4 43,277 41,592 240,691 222,460 42,631 40,802 
Total Group ...... “FZ ITF F250 7045.1 216,574 200,265 111,726 1,016,286 210,713 193,115 " 

tCombined with Better Farming (formerly Country Gentleman) in September 1955. Not included in totals. Farm Linage Trend Figures in thousands 

Monthlies 

Agricultural Leaders’ MAGAZINES MONTHLIES 
_ eee 10.9 1442 819 95.1 4,691 6,085 35,112 40,781 4691 6,085 1956 1956 

American Fruit Grower 30.0 25.2 185.2 175.7 12,962 10,900 79,984 75,888 11,791 10,534 

American Poultry Journal: mAy[216 | MAY 15 42 | 
#Eastern Edition .. 32.5 30.5 209.2 211.1 13,958 13,08 89,733 90,569 12,441 10,763 , 
#Midwest Edition . 29.2 24.5 187.2 174.6 12,509 10,524 80,288 74,891 11,482 9,008 APR. (260 si APR 
#Pacific Edition .. 32.1 28.4 183.7 175.3 13,783 12,210 78,793 75,215 11,745 9,544 165 7 _| 
#Southern Edition 31.2 281 197.9 1839 13,364 12,043 84,900 78,880 11,705 10,232 1955 1955 
Average 4 Editions . 31.3 27.9 1945 186.2 13,404 11,966 83,429 79,889 11,843 9,887 

American Veg. Grower 20.6 16.0 1295 948 8916 6,915 55,952 40,969 8811 6,702 ws 200 | MAY Tia 

Arkansas Farmer .... 25.0 21.2 135.4 114.7 18881 16,041 102,341 86,710 18,048 15,276 eee 

Better Farming Methods 37.4 33.8 205.3 187.3 16,038 14,493 88,080 80,348 16,038 14,493 

Breeder's Gazette .... 17.9 15.7 1074 1045 8035 7,042 48,316 47,022 7,245 6,199 i ! 

Breeder Stockman .... 55.3 80.9 3714 414.4 23,226 33,992 155,976 174,044 31 14 SEMI-MONTHLIES WEEKLIES CANADIAN 

Broiler Growing ..... 373 30.2 2125 1924 16014 12951 91.160 82553 12,230 9,906 1956 1956 1956 

California Citrograph 20.4 23.2 113.8 1209 13,720 15,554 76,448 81,270 13,440 15,386 | | aay may[87 | maY[442 | 


California Farm Bureau 


Florida Cattleman .... 
Florida Grower & Rancher 
ttGeorgia Farmer 


963 15,034 16,164 Average 2 Editions . 51.0 


Deirymen’sGenpwe 0 i ——i(“(‘(‘é#U#H:C#O(O#O(C ete ec cccee 


— 233,424 219,640 36,566 35,778 


ED dass 4.9 15S 694 639 11,305 8602 52,493 48,284 10615 8,134 
#Carolina Co-operator 9.2 87 —— —— 3,880 3,670 3.880 3670 | | APR| 1.085 apr. [100] apr.[436 | 
Cattleman, The ...... 82.9 1067 470.6 573.0 34,807 44,807 197,634 240,658 15,929 20,013 1955 1955 1955 
Coastal Cattleman .... 123 15.6 865 92.7 5,151 6,562 36,338 38,942 3,283 2,464 
Cooperative Digest ... 108 100 436 259 4544 4190 18312 10883 4514 4,170 ra 879 MAY Efer, rye 408 
County Agent & Vo-Ag 
ge yeas 23.1 278 1619 1596 9,899 11,935 69,434 68,466 9,899 11,935 
Electricity on the Farm 12.9 128 53.9 57.7 4599 4569 19,231 20,595 4599 4,569 
Farm Management .... 23.4 24.0 128.0 128.5 10,044 10,285 54,909 55,133 10,044 10,285 |p. wy oars 
#Farm & Ranch Ry. 03 86 = = 1675 14698 15,401 16,838 | Si- Weeklies 
Farmer-Stockman: ot Arizona Farmer- 
#Oklahoma Edition . S18 55.4 270.8 259.7 22,231 23,751 116,192 111,425 20,055 21,558 Ranchman ........ 69.7 68. , 0 52,756 52,082 316,741 291,812 51,608 50,486 
Texas Edition .... 47.2 51.3 259.6 246.6 20,235 21,997 111,379 105,802 18,059 19,804 | California Farmer: 
Average 2 Editions . 53.4 265.2 253.2 21,233 22,874 113,786 108,614 19,057 20,681 #Northern Edition . 52.4 50. : 3 39,543 38,071 237,187 221,695 37,598 36,106 
342.8 23,952 24,673 149,004 143,972 13,621 13,097 #Southern Edition . 49.5 49. 7 8 37,388 37,071 229,661 217,584 35,534 35,450 
8 
154.3 


Kentucky Farmer .... 
Michigan Farm News .. 
Mississippi Farmer ... 
Missouri Farmer .... 
National 4-H News .. 
National Live Stock 
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‘616 7,257 «6,342 Weeklies 


tlowa Farm Bureau 


12,473 
,941 18,373 20,265 GMM car ocde bcos 158 8. . Y 5.960 $9,521 44,429 "10,738 5,493 
582. 6,115 = 4,095 Total Group ...... 136.5 102,796 95,613 609,686 555.881 98,912 91,757 


42,722 44,965 241,495 240,916 39,076 41,214 


Producer ........ 19. . r 3 13,904 9,026 69,768 56,238 13,482 8,748 Spokesman ....... 42.1 443 2379 237.4 
Nation’s Agriculture .. 121 108 50.3 0 5,493 4878 22,639 22,068 5,493 4,878 | {Weekly Star Farmer: 
New Jersey Farm & Garden 57.7 49.9 293.2 9 25,960 22.487 131.927 122,333 22844 20.056 Kansas Edition .. 18.4 26.1 104.1 115.2 45,244 64,178 256,424 283,919 26,034 30,226 
Ohio Farm Bureau News 10.6 120 53.8 1 4,784 5383 24230 26575 4,589 5,053 $Missouri Edition . 19.0 25.6 1046 1148 46,858 63,118 257,706 282,740 27,867 25,600 
Poultry Tribune Okla.-Ark. Edition 17.0 23.6 97.2 107.0 41,948 58,146 239,575 263,697 24,715 24,836 
#Eastern Edition .. 39.3 38.6 259.8 242.0 16,849 16,541 111,457 103,804 15,049 14,176 Average 3 Editions . 18.1 25.1 102.0 112.3 44,683 61,814 251,235 276,785 — 26,887 
#Central Edition .. 349 34.8 2269 209.0 14,974 14,944 97,335 ; 13,784 13,356 Total Group ...... 602 69.4 339.9 349.7 87,405 106,779 (492,730 517,701 65,281 68,101 
#Southern Edition . 39.7 394 2526 239.1 17,022 16,889 108,384 102,577 14,606 14,684 | tFigures shown represent the average of 12 editions. {Five issues in May 1956; four issues in May 1955. #Not included 
HPocific Edition .. 42.9 43.6 261.6 250.5 18,381 18,714 112,218 107,482 14,397 14,846 | jn totals. 
Average 4 Editions . 39.2 39.1 250.2 235.2 16,807 16,772 107,349 100,883 14,459 14,266 
Southern Livestock Journal 49.0 55.9 367.1 374.7 20,580 23,457 154,182 157,387 4,401 3,794 | Dailies 
Southern Planter .... 25.8 28.1 188.4 199.2 18,047 19,658 131,894 139,424 17,183 18,505 
Tennessee Farmer & Chicago Daily Drovers 
Homemaker ....... 13.6 124 95.4 75.7 10,692 9,733 74,822 59,340 9,889 9,027 a errs 28.0 35.0 167.3 194.6 59,178 74,184 355,691 413,861 35,857 39,845 
Turkey World ...... 37.7 418 270.4 281.2 16,184 17,932 116,009 120,636 12,443 13,824 | Kansas City Daily 
Western Dairy Journal 30.9 31.9 200.9 188.1 13,237 13,668 865,191 80,697 8,760 6,335 | Drovers Telegram, .. 25.0 26.0 165.2 189.6 52,250 55,852 350,644 403,884 31,748 35,699 
Western Livestock Journal 76.1 95.4 530.6 516.7 32,641 40,926 227,612 221,680 14,020 15,106 | Omaha Daily Jour 
tWyoming Stockman-Farmer 39.5 29.8 188.6 150.9 29,848 26,712 142,562 135,226 23,745 21,095 Bee er 30.0 37.0 189.6 199.0 63,321 78,254 403,033 423,057 41,548 49,103 
Total Group ..... "T087.61.126.8 6,562.9 6,457.2 542,134 554993 3,243,097 3,190,701 417,094 397,195 stectads Saeeitae 19.0 21.0 1221 1325 40,481 44,064 259,803 281,386 29,728 29,911 
- - : ; ; . ' y : . , y ; ' . ; 
ee ee le Fee ee SOS OS Se he a a eS ee ee rtd OE oo: toro Tid0 G82 7157 215250 352354 T3ed171 1520188 iseesl isasse 
Newspaper Monthly Farm Sections Pansies 
a apa 118.1 1304 22,551 31 120 133,069 21,965 30,801 | Le Bulletin des 
Register ......... 22.1 31.0 . . ’ 638 469 , , , 1 
aed Gravure ...... 10.9 9.2 53.4 38.6 10,940 9,169 53,430 38,545 10,940 9,169 Agriculteurs ...... 75.1 63.6 320.5 279.5 52,594 44,524 224,359 195,630 52,304 44,326 
Texas Ranch & Farm 19.2 13.9 117.3 $1.4 19558 14616 119,658 85,484 19,180 12,278 | Country Guide ...... 43.1 485 207.8 211.6 31,085 34,933 149,626 152,323 31,085 34,933 
—_- = — ——— ——— ——— | tFamily Herald & 
Total Group ...... S22 “S41 28S (250.4 53,049 55,423 (293,557 257,096 52,085 52,248 | “Westy star ...... 106.5 108.9 473.1 499.7 106,452 108,913 473,076 499,727 74,160 75,343 
Farmer's Advocate & 
Semi-Monthlies Canadian Countryman 57.1 53.5 266.4 255.7 39,987 37,469 186,488 178,962 32,661 30,987 
American Agriculturist 35.9 33.4 196.8 181.3 26,111 24332 143,281 132,007 23,671 21,978 reg h, — AS 31.7 374 1578 149.4 13,599 16,036 67,688 64,088 13,529 16,001 
Se earns es: ane . = 2 co a ao eee SEER | PUM sccececcee 120.9 110.6 531.3 536.0 126,939 117,211 557,821 573,343 71,746 73,822 
Farmer, The ........ $41 902 5116 502.1 65896 70680 401.075 393,653 61,200 65,490 | tWestern Producer ... 66.5 45.7 282.5 2541 71201 46,947 _ 302,268 _ 271,897 46,153 32,766 
Hoard’s Dairyman .... 57.6 49.2 314.7 281.7 41,932 35,821 229,119 205,105 36,565 30,271 | Total Group ...... 5009 4682 22394 71860 441,857 408,033 1961326 1935570 321,638 308,178 
Indiana Farmer’s Guide 22.8 21.6 140.6 147.7 17,901 16,917 110,262 115,822 13,521 11,904 | fFive issues in May 1956; four issues in May 1955. tLarger page size (1060 lines) in May 1955. 
Seat Cover Manufacturers Glamorene in TV Drive General Mills Boosts Two beeen =) om _ E. ae & Sete = sl a ml ype ery — 
aa ou i ews, has appoi 
i ’ . P. McFarland, formerly di- |New Yor ew advertising plans 
Plan i067 Ad Campaign Comncat Bit, Ser Sn Seed yes . . call for use of business papers, | manager of the company. 


The Automobile Seat Cover | and upholstery cleaner, has begun 


Manufacturers Assn., Chicago, is'a television campaign which it 
creating an advertising fund to | 'calls the largest individual weekly 


finance and produce an industry-| | tv campaign ever run in the clean- 


wide consumer advertising, sales|ing preparations 


industry. The 


promotion and publicity program | program consists of 44 two-minute 
early in 1957. Members of the as-|spots weekly over WABD, New 
sociation and suppliers have) York, plugging Glamorene as a 
pledged to raise $100,000 by the| car upholstery cleaner. Tie-in dis- 
end of the year. The goal for the| plays will run in 200 Strauss auto- 
1957 ad program is $300,000, ac-/ motive accessory stores in the New 
cording to Henry Sternberg, presi-| York area. Products Services Inc., 
dent of ASCMA. New York, is the agency. 


rector of operations, has been ap- 
pointed director of merchandising 
and planning, and J. M. Coleman, | 
|formerly merchandising manager, 
has been appointed southern area | 
sales manager of the grocery prod-| Army Times Co. Appoints 
ucts division of General Mills,| Army Times Publishing Co., 
Minneapolis. Washington, has promoted Don 
Mace to vp and editorial director, 
Cormac Moves to McGivena (Allan S. Waldo to vp and adver- 
Cormac Industries, manufactur-|tising director and R. W. Hunsehe 
er of photocopying machines, New to vp and circulation director. G. 
York, has moved its advertising| E. Nelson, formerly business man- 


consumer magazines and some 
newspapers. Previous agency was 
Byrde, Richard & Pound. 


Grossman Forms Impac 

Aileen Grossman, formerly ad- 
vertising manager of Chicago Mu- 
sical Instrument Co., is developing 
an organization to serve advertis- 
ers. The company, Impac—lInte- 
gration of Merchandising, Produc- 
tion and Advertising Counseling— 
will begin active operation Aug. 1 
with offices on Chicago’s near 
north side. 
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ec , 
Ki gets consistent results-- 


in dollars and cents”? 


RCS Cnealive fet Lithegrof ty . Phetag raphy ‘ Sx “slabs 


4 WACKER DRIVE 


123 NORTI 
ILLINOIS 


CHICAGO 6, 
PHONE STATE 2-5977 


RAPID COPY SERVICE. INC: 


G. D. Crain, Jt-> Publisher 

Advertising Publications 

200 East Illinois Street 
Illinois 


| 


Rone = 


The Workbook of Advetuing, Mouagenou 


Published b 
y the i 
PP STi ae publishers of Advertising Age and Industri 
OIS STREET * CHICAGO 11, ILLIN ndustrial Marketing 
. o1s . | Yeor (52 © 
issues) $3 


Chicago ll, 
in every issue of Advertising 


I thought you would 
he consistent 
inquiries. 


we have advertised 
t began in 1953. 
e been well pleased with t 
_in dollars and cents 46 well as 


As you know, 
Requirements 
like to know 
results obtained... 


s of your rea 


markets an 
printing, planography > 
frequently repeated ads 
the first run- 


photograp 
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Oh, how he wishes he was in Peoria! 


This spacebuyer's test schedule should have been in 

Peoria. Peoria is a Burgoyne ‘Test Panel’’ city 

...@ self-contained market as far from St. Louis or 

Chicago as Baltimore is from New York... 

within easy reach for market checks. Peoria 

Journal Star has more than 100,000 

circulation with a 99.7% circulation ratio to 
homes in metropolitan Peoria— 


Represented nationally by Ward-Griffith Co., Inc. 


“And when the testing’s over and you're gunning for consumer dollars, you'll find 363,448,000 of them in Metropolitan Peosia!"’ 


Reynolds’ Foil Ad in 
‘Newsweek’ Is First 


in Consumer Weekly 


New York, June 19—What 
started out as a joke, on a fishing 
\trip three years ago, finally cul- 
‘minated last week in the first 
|aluminum foil ad ever to run in a 
|} weekly news magazine. 

In the June 18 issue of News- 
week, Reynolds Metals Co., Louis- 
ville, Ky., used a center spread 
printed on aluminum foil to sell 
aluminum foil. 

The big trick was the printing 
of foil with high-speed weekly 
magazine equipment. Heretofore, 
aluminum units have appeared 
only in business papers and in 


lly. 

To merchandise this new pro- 
duction venture, Newsweek has 
|mailed out 700 letters, along with 
copies of the magazine, to 700 copy 
| chiefs, art directors and industrial 


a 


From strong, sound timber like this 
come Champion’s quality papers 


By truck and by rail, from its own forest reserves and from 
nearby independent suppliers, come Champion’s timber require- 
ments. Shipments are conscientiously inspected; only sound, 
clean wood is accepted. Through such careful screening of raw 
materials, as well as exacting supervision of processes, Champion 
produces the papers of matchless value and quality that maintain 
its leadership of the papermaking industry. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY e HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas, and San Francisco. Distributors in every major city. 


CHAMPION Sets the Pace in Papermaking 
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designers. A second letter, this one 
printed on foil, was sent to more 
than 6,500 people in the agency, 
publishing, industrial, food, drugs, 
household furnishings, liquor, to- 
bacco and other fields. 


# Reprints of the ad, bound in 
Newsweek covers, are being dis- 
tributed by Reynolds to its cus- 
tomers and reprints also are run- 
ning in several of the packaging 
books. 

The whole thing started some 
three years ago, when Reynolds 
and Newsweek executives were 
out fishing. Regardless of their 
|luck with fish, they did hook an 
idea—and a three-year headache. 

Newsweek found that the in- 
| tense heat used for drying caused 
ithe most problems, with bindery 
headaches running a close second. 
| Special adhesives that would stand 
up under the heat had to be per- 
fected, as well as inks that would 
dry and not smear. White ink 
caused the most trouble, as it 
tended to mottle. Another stickler 
consisted of splices that would 
not hold up under the heat. 

In the bindery, the main trou- 
ble was the foil’s tendency to curl 
—on a humid day, the foil spiraled 
up like watch springs. 

Preparation of the press plate 
had to be near perfection, too— 
and work with foil is guaranteed 
to make even the best printer bet- 
ter. There was no trouble with pa- 
per breakage, however. In fact, the 
foil added to the paper strength. 


# Even waste disposal posed a 
special problem, since little specks 
of foil in the waste make 'repro- 
cessed paper worthless. The solu- 
tion at Newsweek was sweeping up 
the waste by hand and trucking it 
out separately. 

Newsweek’s customary seven- 
week closing date was extended to 
ten weeks for the ad. The cost was 
based on the four-color page 
spread rate, $15,130, “with neces- 
sary adjustments to compensate 
for the additional expense en- 
tailed.” 

Working with Newsweek and 
Reynolds during this three-year 
experiment were Minnesota Min- 
ing, Consolidated Water Power & 
Paper, Levy Inks and the McCall 
Corp., Newsweek’s printer. 

And now that it’s all over, News- 
week can happily report that the 
presses in the two Newsweek 
plants turned out the magazines 
at the regular rate of 50,000-55,000 
copies an hour, and the first copies 
were delivered on schedule, com- 
plete with foil ad, four hours after 
the copy left the editors’ hands. 


‘Stage 7’ Adds Sponsors; 
National Beer Signed 

National Brewing Co., Balti- 
more, has bought the “Stage Sev- 
en” anthology series for presenta- 
tion in five markets. Additional 
stations are being cleared for the 
show by National’s agency, W. B. 
Doner & Co. 

Another sponsor of the Televi- 
sion Programs of America distrib- 
uted film, American Home Prod- 
ucts Corp., has added three stations 
to its lineup for the show. Fea- 
tured products for this sponsor, 
which carries the program on two 
New York City stations, are the 
Chef Boy-Ar-Dee foods. Young & 
Rubicam is the agency. Other new 
sponsors for the series are Robert 
A. Johnston Co., Milwaukee; Jack- 
son Brewing Co., Beaumont, Tex., 
and Henke-Pillot of the Kroger 
grocery chain in Houston. 


Storer Names McMurray 
Maurice McMurray, formerly a 
member of Storer Broadcasting 
Co.’s national sales office in New 
York, has been named national ac- 
count executive of WJW-TV, 
Cleveland. He will handle this in 
addition to his present assignment 
in the same capacity for another 
Storer station, WJBK-TV, Detroit. 
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SPECIAL—Except for small photos| 
of its products on Pages 1 and 4, 
American Family soap devotes all 
the space in @ four-page ad to pro- 
motion of premiums. The ad ap- 
pears in the June 17 Chicago Trib- 
une Magazine. H. W. Kastor & 
Sons, Chicago, is the agency. 


After 20 Years, 
Rockford Gets 2 New 
Shopping Centers 


RockForpD, ILL., June 19—Rock- 
ford, which has gone without any 
new shopping centers for some 20 
years, has suddenly sprouted two 
new, large ones within a two week 
period. 

The largest in the area is the 
North Towne shopping center, 
which has 25 stores on 38 acres of 
land. The largest in terms of num- 
ber of stores is the Plaza shopping 
center, with 28 stores. 

Stores in the North Towne pro- 
ject include W. T. Grant Co., Kro- 
ger’s, Piggly Wiggly, F. W. Wool- 
worth and a Thom McCan shoe 
store. In the Plaza center, are S. 
S. Kresge Co., Richman Bros., and 
Goldblatt’s department store, with 
Goldblatt’s the largest store in this 
group. These three chains have 
opened their first stores in this 
area with this opening. 

The Rockford Morning Star & 
Register-Republic carried special 
news and advertising sections for 
the opening of these centers, a 34- 
page section for the Plaza and a 
32-page one for North Towne. 


- 
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Foote, Cone Advances 


C. Marvin Potts, a vp in the 
Chicago office of Foote, Cone & 
Belding, has been named execu- 
tive art director, and John B. 
Breunig, also a vp, has been ad- 


C. Marvin Potts John B. Breunig 


vanced to manager of the agency’s 
art department. The appointments 
follow the resignation of David 
Lockwood, who had been art di- 
rector of FC&B in Chicago for 16 
years. Mr. Lockwood has not an- 
nounced his future plans. 


Six Named Product Managers 

Minneapolis-Moline Co., Hop- 
kins, Minn., manufacturer of farm 
equipment, has appointed six 
product managers who will spe- 
cialize in sales promotion and 
merchandising of major classes of 
the company’s products. James H. 
Bunker, formerly assistant man- 
ager of the Amarillo division, is 
the new product manager in 


charge of tractors and attached 
tools; Walter A. Kimball, eastern 
division territory manager at Caro, 
Mich., farm implements; H. E. 


’ | Rentsch, assistant manager of the Mastic Tile Boosts Two Publication Boosts Peck |manager of Kitchen Business, New 


Omaha division, drills, harvesters; Mastic Tile Corp. of America,| L. Doyle Peck, formerly field| York. Mr. Peck will make his 


|and foragers; Clarence O. Brobst,|Long Beach, Cal., has appointed | editor, has been named advertising | headquarters in Chicago. 


Roger T. Hiowell and A. C.!/I. G. (Dick) Rivers to the new 
Nichols Jr., all previously in|position of genera! sales manager 

product education and training | and Robert L. Fish« » to sales man- J ha Lod E ae TR ai ae E | 
schools, have been appointed prod- | ager, western divis yn. Mr. Rivers} Manafacturers of fishing tackle ana related lines 
uct managers of corn huskers and |joined Mastic in 1949 as sales| can’t miss getting bigger strikes from advertising 
shellers, hay balers and planters, | manager, and Mr. Fisher, with the| i" FTTN—the top specialized book covering 
engines and farm and industrial | company since 1950. has been ad-| !1.047 selected top tackle de dealers and jobbers. 
units, and Uni-Farmor machines, | vertising and merchandise man- 
respectively. ager. 


FISHING TACKLE TRADE NEWS Wine 


IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD 


The Mirror-News reaches the most families 
who have children under 17 years of age 


The Los Angeles Continuing Home Latest Media Records figures show 319,636* copies a day—that’s a new 
Audit shows that 69% of Mirror-News that The Mirror-News is first in the all-time circulation high for The Mir- 
reading families have children under metropolitan Los Angeles afternoon ror-News. And, The Mirror-News con- 
17—for a whopping total of 436,839 newspaper field in the important tinues to have the largest afternoon 
youngsters. This is a child-group RETAIL FOOD classification. For the newspaper home-delivered direvtation 
54.2% larger than that of families first 4 months of this year, The Mirror- in the entire West! 

reading the other Los Angeles after- News led the second paper by 106,- ce \ ae sotine, Gash Jt, bag 
noon newspaper. 772 lines in this category. subject to audit.) 


FOOD ADVERTISERS . 
WHO COMPARE USE r 3 Ne 
THE MIRROR-NEWS 108 OWS 
IN LOS ANGELES 
LOS ANGELES | 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 
REPRESENTED NATIONALLY BY O’MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO 
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The man who knows all the answers... 


He doesn t work for us. 


Because the quick answer to an advertising problem is usually shot 
off a cuff. It is almost always yesterday's answer to today’s problem. 


We believe the job of an alert agency is to find new answers to old 
questions—or better still, to probe for new questions. As a result 
we have some great diggers on our staff. And it’s surprising how 
often they come up with a good solid chunk of information, or a 


shiny new idea. 


DONAHUE & COE, INC. 


Advertising 
NEW YORK ATLANTA MONTREAL 
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Feature Section 


Advertising Age 


Return of Sidewalk Vending? 


It's Company Open House Season 
Bedell Offers a Thought for the Day 


Dramatize the Key Idea: Woolf 


Opinions expressed here are those of the writers, and not necesscrily those of Advertising Age. Comments are always welcome. 


On the Merchandising Front... 


Is Sidewalk Vending Due to Return? 


By E. B. Weiss 

Recently, the Dime Savings Bank of 
Brooklyn, one of the largest and certainly 
one of the most aggressive savings banks 
in the nation, opened a new type of bank- 
ing service: sidewalk banking. At its 
downtown office in 
Brooklyn, the Dime 
Savings Bank has in- 
stalled tellers’ windows 
directly in front of the 
building, on the side- 
walk. 

This is a fascinating 
development in what 
is now a very tiny 
trend—but a trend 
with plenty of vitality, 
I think—toward what might be called 
“sidewalk” vending. Other aspects of this 
same trend are in evidence in various 
adaptations of the vending machine to 
sidewalk selling; for example, a bakery 
chain is experimenting with the 24-hour 
vending through its windows of some 
bakery products. Still other aspects of 
the same trend involve the display and 
sale of merchandise in parking lots. This 
phase of the trend, by the way, has ex- 
panded enormously in just a few years. 


E. B. Weiss 


8 The trend is interesting for a number 
of reasons. In the first place, it demon- 
strates the remarkable vitality of old 
ideas—provided, of course, they are 
dressed up in modern garb. Sidewalk re- 
tailing was—really—one of the earliest 
forms of retailing. It reached one of its 
great stages of development in the bazaar. 
For scores of years, many merchants put 
displays outside their stores. Then this 
became, somehow, a symbol of low-class 
retailing; it was found eventually only 
in the poorer neighborhoods. 

However, the aristocratic shopping cen- 
ters gave it a new form—selling displays 
in the parking lot. Then, vending machine 
merchandisers began to adapt the idea— 
cigaret vendors began to appear in var- 
ious outdoor locations; ditto for the Coca- 
Cola vendor. A few food supers are doing 
a sizable 24-hour volume on a few items 
through window vendors of various kinds 
and, interestingly, at least one food su- 
per reports that it does a splendid vol- 
ume this way during regular store hours 
as well as when the store is closed. The 
gasoline station is becoming quite a 
“sidewalk” retailer of a new type, and 
I have been saying for several years that 
the gas station is destined to become a 
new type of retail outlet for innumerable 
non-automotive products. Milk is being 
sold by some gas stations; ice, too, from 
“sidewalk” locations. 

As the makers of vending machines 
make still faster progress in solving such 
problems as heat, cold, and change-mak- 
ing (and amazing progress is being re- 
ported in these directions), sidewalk 
vending will jump by leaps and bounds. 
I think the time is not far distant when 
the food supers will be selling soft 


drinks for take-home—both in individual 
bottles and in such units as six-packs— 
from 


“sidewalk” machines. The pre- 


cooked pre-packed meal will surely be 
sold this way, once the problem of heat 
and cold is licked, as it will be. 


® In brief, I believe that technological 
progress will bring back, in new forms, 
one of the oldest techniques of retailing: 
sidewalk retailing. Why will this happen? 
For these reasons: 

1. Car shopping makes it quite logical 
—and some machines will come along 
that will make it unnecessary for the 
shopper to get out of the car. 

2. All retail buying is not big buying. 
There is a vast amount of emergency and 
fill-in shopping in merchandise of all 
categories. As stores get bigger and big- 
ger, it becomes more of a nuisance and 
time-waster for the shopper to make 
these emergency and fill-in purchases. 
The sidewalk concept has a strong appeal 
here, and I might mention that the side- 
walk banking facilities of the Dime Sav- 
ings Bank of Brooklyn are aimed speci- 
fically to serve the customer who wants 
to save time and who wants to make 
small withdrawals. 


® 3. Sidewalk retailing appeals to the 
nocturnal shopping requirements of the 
public—a public demand to which retail- 
ers tend to cater only with great reluc- 
tance. Again referring to the Dime Sav- 
ings Bank, those sidewalk windows are 
open until 9 p.m. every day! And let’s 
bear in mind that the savings bank func- 
tion is a retail function in every meaning 
of the term. 

4. Sidewalk retailing also appeals to the 
very early-morning shopping require- 
ments of a growing segment of the pub- 
lic. Again referring to The Dime’s new 
concept, these sidewalk teller windows 
are also open from 7:30 a.m. every day. 
Yes, the hours are from 7:30 a.m. to 9 
p.m. every day! (Those retailers who 
continue to fight night hours might give 
this some thought.) In any event, the 
point I am making here is that plenty 
of buying would be done in a few mer- 
chandise categories, in certain areas, in 
early morning hours (as differentiated 
from 9:30 a.m. to noon)—if the facilities 
were available. And I might add that the 
banks which opened teller windows in 
New York’s subways are finding that 
early-morning hours are quite attractive 
to the public. 

5. Sidewalk retailing appeals to the in- 
creasing desire on the part of the public 
to shop on Sunday. Anybody who thinks 
the public doesn’t want to shop on Sun- 
days should check volume, in those west- 
ern states where the food supers are open 
on Sunday—and should also take a trip 
some Sunday along the main highways 
in New Jersey, where an astounding vol- 
ume is done on Sunday in every con- 
ceivable merchandise category. 

6. Sidewalk retailing appeals to the 
public’s desire to shop faster—ever fast- 
er. 

7. Sidewalk retailing is still another 
way of capitalizing on the pre-sold brand. 

I hope I have made it clear that, when 
I refer to sidewalk retailing, I am really 


THE NATIONAL NEWSPAPER OF MARKETING 


talking about “outdoor” retailing; I con- 
sider, for example, the open area of the 
gay station to be “sidewalk,” as well as 
the parking lot. It is my opinion that 
some day there will be a new type of 
“rack jobber”—the vending machine 
operator who will be selling a mounting 
variety of merchandise through multiple 
locations “on the sidewalk.” Some of 
these locations will be owned by the 
vending machine operator, others will 
be leased from retailers. 

It isn’t generally appreciated that the 
problem of change, the problem of heat 
and cold, are on the way to solution. 
Even bills will soon be “acceptable” to a 
vending machine. So technology is point- 
ing the way. 

But more iimportant is the positive fact 
that the public still cannot buy as rapidly 
as it wants to, or at any hour of any 
day—as it also wants to do. And equally 
important is the fact that retail stores 
are getting too big. Remember that space 
and time are inter-related. And, finally, 
retailing has yet to learn how to make 
full capital of the pre-sold brand; self- 
service of the food-super type is merely 
the first toddling step in this direction. 


= I would like to make one point clear: 
It is not my position that retail stores— 
as presently constituted—should be open 
more hours of the week. I have insisted 
for years that retail stores, as they now 
function, are open for too many hours. 
Traditional morning hours, for example, 
are loss hours for most retailers under 
their present setup. 


But it is my position that retailing must 
learn how—economically and efficiently 
—to make merchandise available to the 
public more of the 24 hours of the day, 
and more days of the week. This calls for 
brilliant new concepts of retailing—not 
perpetuation of the present forms. 

It calls for something as daring in con- 
cept as sidewalk banking, or banking in 
New York’s subways, or banking in a 
railroad commuting station. As a matter 
of fact, more smart new techniques for 
catering to the public have been de- 
veloped by banks (which, obviously, per- 
form a retail function) than have been 
developed in recent years by our major 
merchandise retailers. Typically, the sat- 
ellite electronically-controlked branch of- 
fice of the bank is miles ahead of any- 
thing attempted in branch-store retail. 
ing. 

And I might add that our banks have 
also reversed the trend toward bigness in 
retailing by opening small units—‘“spe- 
cialty stores,” if you will. I have been 
pumping, for a year or more, for a re- 
versal of the current trend toward giant 
store units—if for no other reason than 
the very fact that everybody is opening 
giant units. 

Incidentally, talking about daring con- 
cepts, can you imagine all of the “logical” 
reasons why banking could not be done 
on the street—particularly withdrawals? 
Logic has such a consistent habit of being 
illogical! 

P. S. “The Dime” does a huge banking 
volume by mail, yet many retailers insist 
they cannot do a mail business. 


Just Looking... 


Once I inherited 13 psychologists. 
This appalling event occurred during 
the war, when as you may remember, 
nobody in the government ever got 
fired. 

If a Washington agency was abol- 
ished in those days, it simply trans- 
ferred its personnel en masse to an- 
other agency. And that’s how I 
happened to get these psychologists. 


@ One day I remarked about the 
rather peculiar behavior of some of my 
new acquisitions. Their chief—a chap 
with a brilliant mind and the build 
of a gorilla—explained things. 

“All these guys got into this busi- 
ness,” he said, “because they needed a 
little straightening out themselves.” 

And I’ve sometimes wondered if 
that, perhaps, doesn’t explain the 
quaint antics of some of the learned 
doctors who—a little out of bounds, it 
seems to me—have set up shop as 
critics of advertising copy. 

My off-the-cuff diagnosis is that 


By Walter O'Meara 


they are frustrated copywriters who 
are taking out their submerged grudges 
on their betters, whom they cleverly 
call “word watchers.” 

Certainly, they themselves could 
never be accused of word watching. 
Nobody is more addicted to the use of 
words than they. Nobody makes more 
speeches or issues more manifestos. 
Yet, for all their wordiness, few sup- 
posedly literate men use words so bad- 
ly. 

That, I suspect, is why they have 
fallen back on a kind of pseudo-scien- 
tific jargon, that odd mumbo-jumbce of 
pretentious phrases that serves to con- 
ceal a lack of both syntax and sense. 
And, incidentally, makes all their re- 
ports—whether on beer, lipstick, ciga- 
rets or automobiles—sound exactly 
the same. 

Lacking a Ph. D., I wouldn’t pre- 
sume to offer advice. But it might be 
better all around if the brain washers 
stuck to their knitting and left us poor 
word watchers to ours. 
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Employe Communications... 


Benefits of the Office Open House 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The term “open house,” when used in 
industrial circles, normally refers to rub- 
berneck fiestas at the factory level. Com- 
pany headquarters tours, particularly for 
employe groups, are. singularly few, yet 
the few which have been held have been 
markedly successful. 

When American Steel Foundries be- 
came the first tenant of the new Pruden- 
tial Bldg. in Chicago, opportunity nearly 
knocked the door down. The result was a 
preview of the new offices for office em- 
ployes and their families that drew 524 
people instead of the 525 who had been 
invited. And the show reaped a harvest 
of employe good will and enthusiasm that 
looks as though it might last for years. 


s For companies planning office open 
houses, some of the experience-laden sug- 
gestions of M. J. Allen, the company’s 
personnel and public relations director, 
might come in handy: 

Send personal invitations to employes’ 
homes with reply cards. (Mass invitations 
by bulletin board reduce the warmth of 
the welcome.) 

Train your guides. (ASF used office 
girls on a volunteer basis; four met the 
guests in the lobby with corsages for the 
women guests. On the office floors, sev- 
eral officials acted as guides; one was the 
company president, C. C. Jarchow, who 
carried an employe’s baby in his arms on 
an office tour and made a lot of new 
friends in a hurry. All guides were thor- 
oughly coached before the affair began.) 

Hire a caterer. (Budget-conscious com- 


G. D. Crain Jr. Says... 


panies often try to save by mass-pro- 
ducing food within the company walls. 
ASF engaged a caterer, was delighted 
with both food and service, and saved 
money and headaches both.) 

Have officials on the job to meet guests 
in person. (The company executives were 
all present on the handshaking assign- 
ment, done informally in their own of- 
fices, which they showed to visitors. Of- 
ficials admitted afterward that they’d had 
a wonderful time and wouldn’t mind 
doing it again.) 

Provide something for guests to do in 
addition to taking the tour. (ASF em- 
ployes’ youngsters were given toys, as 
well as the space required to play with 
them; all guests received souvenirs— 
notebook-wallets. Trips were arranged to 
the building roof for the city’s best view 
of Chicago. When the affair was over, the 
floral decorations were distributed among 
the visitors.) 


s Remember the little things, such as 
parking. (The company merely took over 
the building parking lot at the rear, and 
arranged for quick handling of guests’ 
cars.) 

These are the main points of the ASF 
office open house formula. The thank- 
you notes deluged the president’s office 
for days afterward, and two weeks later 
300 business men—ASF customers, pros- 
pects and business friends—were invited. 
There was a 90% acceptance, which 
astonished the company officials. 

There’s a lot of pressure around the 
ASF offices to make the open house an 
annual affair. That’s always what hap- 
pens in the field of communication when 
you’ve had a winner on your hands. 


Newspaper Research Started Here 


The enormous amount of newspaper 
readership research which has been done 
by the Advertising Research Foundation, 
plus the individual studies of many lead- 
ing dailies, has somewhat obscured the 
fact that the first large-scale study in this 
field was undertaken back in 1932 by the 
Kimberly-Clark Corp. 

This pioneering research job was re- 
called by the recent death of Frank L. 
Blake, advertising manager of the com- 
pany, who retired a few years ago. The 
work was handled by the Gallup Research 
Service, headed by Dr. George Gallup, 
who was just beginning the great career 
in advertising and public opinion research 
which has since given him world-wide 
fame. 

Dr. Gallup had done some of the first 
newspaper research work for the Des 
Moines Register and Tribune, while at 
Drake University, and the results had 
been so interesting and important that he 
established a formal research operation 
in Chicago, inasmuch as he had become 
professor of journalism and advertising 
at Northwestern University, in nearby 
Evanston. 


8 Kimberly-Clark undertook the research 
project as a means of stimulating interest 
in Sunday rotogravure advertising. It was 
then one of the principal producers of 
roto paper, a line which it has since dis- 
continued. But its efforts not only aided 
newspapers in building roto linage, but 
stimulated interest in research as a basis 
for sales programs so greatly that news- 
papers have been in the forefront in this 
field ever since. 

The paper company published a series 


of booklets reporting the results of the 
Gallup studies. The first appeared in 1933, 
and summarized the results of the work 
done by Gallup in 1932, which included 
studies of the Chicago Sunday Tribune, 
St. Louis Globe-Democrat, Pittsburgh 
Sun-Telegraph, Columbus Sunday Jour- 
nal, Memphis Commercial Appeal, Prov- 
idence Sunday Journal, Des Moines Re- 
gister, Peoria Star, Peoria Journal-Tran- 
script and Fort Wayne News-Sentinel. 
The booklet, one of the first which out- 
lined in detail the now familiar techniques 
used in sampling a reader audience, and 


* the methods used in determining reader- 


ship of editorial and advertising content, 
was widely distributed, and attracted 
great attention, since the first articles by 
Dr. Gallup describing his research meth- 
ods had appeared a short time before. 


® The. second report appeared in 1935, 
and revealed that 29,000 readers, a sam- 
pling of the circulation of 4,979,875 of the 
Sunday newspapers studied, had been in- 
terviewed in 16 cities served by 20 Sun- 
day papers. In addition to those included 
in the first report, this list added the De- 
troit Times, Detroit Free Press and Detroit 
News, the Indianapolis Star, the Cincin- 
nati Enquirer, the Cleveland Plain Dealer, 
the Philadelphia Inquirer, the Baltimore 
Sun and American, and the Minneapolis 
Tribune. 

In this report specific data for reader- 
ship of ads and text were reported, with 
high scores shown for rotogravure sec- 
tions as compared with other parts of the 
Sunday newspaper. 

The third report in this series appeared 
in 1938. By this time Gallup had made 43 
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Try, Try Again 


Equitable’s ads have about them a deceptive simplicity—compounded, we 
are certain, of a great deal of toil and creative sweat. This particular spread is 
practically editorial in appearance. The photograph, entitled “Childbirth”— 
and appropriately credited to the photographer, Shelly Grossman—is out- 
standing for its realism and the tenderness of parenthood which it portrays. 

Somehow, as far as we are concerned, the copy does not quite compare with 
either the layout design or the illustration. It covers three types of Equitable 
policies—endowment insurance (for educational purposes), mortgage insur- 
ance and health insurance. But it covers them much as a catalog might cover 
them. There is an attempt at color, but it falls awfully flat. “Somehow, it’s no 
longer a hospital room; it becomes a place for big dreams. At first they are 
built with the eyes, but soon there is time to talk of these dreams and to do 
something about them.” For us this has a soap opera or Hollywood ring. It 
seems an obvious attempt to fabricate emotion—by someone not quite up to 
re-creating the actual event in words so apt that one is not conscious they are 


Not knowing the circumstances under which the ad came into being, we do 
not want to lay this fault-finding at the copywriter’s door. For undoubtedly 
the copywriter had a supervisor or a copy chief and there may even have been 
a plans board. If such supervisory checks existed, they probably failed to be 
tough enough to send the copy back for one more rewriting. 


surveys, sampling the reading habits of 
more than 11,000,000 subscribers to 21 
different newspapers in 17 cities. Factual 
information had accumulated to prove 
that 93% of all the readers were looking 
at the rotogravure section, while compar- 
ative scores for text and ads in all other 
sections had been assembled. For the first 
time advertisers and agencies were get- 
ting a full-scale analysis of reader traffic, 
and were having an opportunity to see 
not only the relative impact of various 
Sunday features, but also indications of 
the most effective copy appearing any- 
where in the newspaper. 


® The fourth and final booklet covering 
this research appeared in 1940, and was 
entitled, “Gallup Method Proved Effec- 
tiveness of Roto.” This study covered 21 
issues of Sunday newspapers in 14 cities, 
giving the results of later studies of the 
following Sunday papers: 

Minneapolis Tribune, Detroit News, 
Detroit Free Press, Indianapolis Star, 
Cincinnati Enquirer, Philadelphia Inquir- 
er, Cleveland Plain Dealer, Baltimore 
Sun, Rochester Democrat & Chronicle, 
Des Moines Register, St. Louis Globe- 
Democrat, St. Louis Post-Dispatch, Omaha 
World-Herald, Louisville Courier-Jour- 
nal, St. Paul Pioneer-Press and Hartford 
Courant. 

Information was given in this report as 
to the breakdown of interviews by occu- 


pation. Business and professional readers 
accounted for 15% of the interviews; sal- 
aried workers, 29.2%; skilled labor, 39.9%, 
and unskilled labor, 15.9%. Detailed 
charts showing reader traffic in all sec- 
tions of the Sunday paper again empha- 
sized the high readership of roto. 


® As the result of the enormous impact 
on the advertising world of these Gallup 
studies of Sunday newspapers for Kim- 
berly-Clark, reader research in general 
received great impetus, and it was not 
long thereafter before the newspapers un- 
dertook the continuing study of the me- 
dium carried out through the Advertising 
Research Foundation, which have given 
newspaper advertisers and their agencies 
such a wealth of information regarding 
effective copy procedures. 

Carl J. Nelson now heads Publication 
Research Service, which succeeded the 
Gallup enterprise when Dr. Gallup en- 
tered the opinion research field and later 
joined with Dr. Claude Robinson in de- 
veloping techniques for measuring adver- 
tising impact. He supervised the original 
Gallup newspaper studies for Kimberly- 
Clark. Mr. Nelson agrees that this large- 
scale and convincing study of reader 
traffic and ad readership in Sunday news- 
papers did a mighty job in focusing the 
attention of the whole advertising world 
on the importance of basic research in the 
study of media and advertising values. 
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RICHARD H. BURGESS 
Vice-President — Domestic Sales 

Pepsi-Cola Co. 

New York, N. Y. 


| The Vice-President Knows... i 
S 
“WHY PEPSI-COLA SELLS 
SO WELL IN LOUISVILLE” 
“Pepsi-Cola sales in Louisville have increased over success in Louisville stems from three factors: the 
325% in the past five years. This isa remarkable _astonishing growth of the market; a quality prod- 
record, even surpassing Pepsi-Cola’s sales growth __ uct, forcefully sold; and concentrated advertising 
nationally — and that has been substantial. Our in the market.” 
} 
Pepsi-Cola is currently engaged in the most inten- 
sive newspaper advertising campaign in The Bs 
Courier-Journal and The Louisville Times ever under- S: 
taken in Louisville by a soft drink manufacturer. In : 
nine months Pepsi-Cola will use over 20,000 lines of 
| R.O.P. color ads and full-color ads in The Sunday 
) Magazine. 
Gehl Louisvitte for all iti worth 
A Majer American Marke! Where One Daily Newspaper Combination Reaches 99% of the People a LAST YEAR, LOUISVILLE’S FOOD 
. SALES SOARED TO $175,000,000 | 
Che Conurier-Zournal —AN INCREASE OF 12% OVER THE « 
ii PREVIOUS YEAR i 


THE LOUISVILLE TIMES _ 


392,500 DAILY COMBINATION © 313,633 SUNDAY 
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Salesense in Advertising... 


The Difficult Art of Dramatizing 
the Key Idea 


By James D. Woolf 
Advertising Consultant 

It is generally agreed, I believe, that 
every campaign of advertising should, 
if at all possible, focus attention on a key- 

note idea, or central selling theme. 
The major objective of illustrations in 
advertisements (print 
= or tv) is that of trans- 


mitting the keynote 
idea, clearly and 
graphically, to the 
reader. 


Sometimes, when the 
idea has to do with at- 


tractive appearance 
A ; y) (silverware, carpeting, 
— . wallpaper, etc.), a 


picture of the product 
is sufficient. 

Oftener than not, however, a picture 
merely of what the product is results in 
an advertisement that misses the boat. 
The advertisement is ineffectual because 
the illustration fails to convey and dram- 
atize the keynote idea; namely, what the 
product does for the reader. 


James D. Woolf 


w Many advertisements are deficient in 
this respect. The headline plays up the 
central idea (user-benefit), but the il- 
lustration confines itself merely to por- 
traying the appearance of the product. 

Dramatizing the idea (what the prod- 
uct will do for the user) is a difficult 
art. It has little to do with layout-mak- 
ing, which is concerned primarily with 
problems of arrangement. 

The real challenge to creative imag- 
ination is presented to the layout man 
by problems of graphic idea-visualiza- 
tion. 

Reproduced here are several advertise- 
ments which, in my opinion, do a good 
job of conveying and dramatizing key- 
note ideas. 


ete. 


IiDEA—Kellogg’s Rice Krispies are so crisp 
they say “Snap! Crackle! Pop!” when you 
pour on milk or cream. The unusual color 
photograph dramatizes the idea beau- 


tifully. 


hu hear a bugger whoosh 
‘You emell a fregher aroma 
‘You taste an extra richness 


Lo Rermnee (hem & Nentne “Times 


IDEA—“Fresher aroma” because Chase & 

Sanborn coffee is “the only one that’s 

pressure packed.” The “whoosh” illustra- 

tion conveys and dramatizes the idea in- 
stantly and graphically. 


Solight they amos 
Puffin * Biscuits 


IDEA—Puffin Biscuits are “So light they 
almost fly!” Such an abstract virtue as 
lightness is a difficult thing to portray, 
but the imaginative concept here does it 
in an eye-catching and dramatic fashion. 


Would your carpet pass this loiling water test’ 


colorfastness” of 
Wunda Weve carpet. “Its sparkling color 
will come through intact” even after the 
brutal boiling water test that is so graph- 
ically portrayed by the color photograph. 


IDEA—The “amazing 


“” Delsey siz, 


gammy Ends waste, saves money 


j 


Get 2-ply Delsey trssue 
in white or bath towel colors - 
Soft like Kleenex tissues 


ipEA—Delsey is clean-cut to tear evenly 

without shredding. A second’s glance at 

the photograph suffices to convey this 

benefit clearly and understandably to the 

reader. A thousand words, assuming they 

would be read, would not be as meaning- 
ful as this graphic illustration. 
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: Terra Tone 


GOOD/YEAR 


Ag oat Dn Be 

3, ke rie 
sti» - 
oe - 


IDEA—So stain-proof is Terra-Tone floor- 

ing that even sizzling-hot grease leaves no 

trace of soil. The impact of the headline 

is multiplied dramatically by the striking 
pictorial device. 


A Long Look at Advertising 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


PRIVATE: To Very Young 
Men and Women Only 

WANTED: Scores of young men and 
women of high ideals, and persistently 
studious and enquiring minds, for adver- 
tising careers. MUST have IDEALS and 
be willing to progress through THEM 
rather than through their surrender. 
Should save money, the better to be able 
to resist temptation to trade integrity for 
a false security. You can be assured of 
an inner happiness, ability to look your 
children in the eye, and of being building 
stones in the foundations of a society 
fabulously potential for leading the whole 
world to an ever better standard of liv- 
ing, an increasing culture, and—more im- 
portant—a better standard of life. 


A new novel, I gather from its review, 
pictures Madison Ave. as a slimy and 
corrupt place where an advertising man 
or woman may look upon the consumer 


as a “poor, dumb, beat-up, oppressed, 
cheated . . . stupid, helpless . . . ridicu- 
lous, prat-falling clown, the almighty 
slob!” 


If you read that novel, or a review of 
it, you will likely feel that it issues a 
very different kind of “call” to you in 
advertising, than the “call” I would issue 
to you in the words of the ad above. 

The author of the novel, we are told, 
said in a statement to reviewers: “When 
I sneaked [sic] out of the ‘advertising’ 
business, I promised myself that never 
would I write one of those righteously 
wrathful books about the manifold sins 
of advertising. . . [This] . .. is a book 
about politics in the era of the Ad Mind, 
about economics at the Sensible Slob 
level ... but it isn’t a book about adver- 
tising.” 

Nevertheless, the adman hero says to 
his ace copywriter: “Well, it won’t be the 
first time you’ve sold junk that you per- 
sonally wouldn’t buy at half the price. 
He’s our product. Sell him.” 


* * * 


Such a review leads to many questions 
in my mind. Generic ones. Fundamental, 
tough ones. Not about this book—but 
about all books that “unmask” advertis- 
ing. 

It must be tragic for a man to spend 
his working years at tasks that embit- 
ter him. If a book’s protagonist (an ad- 
vertising executive) looks upon what 
he sells as worth less than half its price, 
there must have been a prototype—a rea- 


son for this approach. Must capable ad- 
vertising persons work with culpable 
ones? 


® How does a man’s family feel about 
his work if he can even think of the 
average consumer in terms of an “al- 
mighty slob?” 

Why does a man have to promise him- 
self he won’t write a book about the 
manifold sins of advertising? Dogs a man 
live among sins, come to embrace instead 
of reject them, and then come to hate 
himself for it? And hence promise, out 
of loyalty to the unworthy, he won’t re- 
veal that of which he was part? 

If a man has a low view of an occupa- 
tion, why does he remain in it unless he 
can find a spot in which he can help 
elevate it and be proud of his work? Does 
an individual really cleanse his soul if 
he abides for years in what seems to 
him a house of prostitution—then leaves 
it with his “chips” to condemn those who 
remain behind? 

I do not know the answers to these 
questions. 

There are people in advertising who 
prostitute themselves and their ideals. 
There are also many who don’t—and it 
isn’t necessary, I am sure. I believe it is 
due to two things, when it happens. Both 
are part of ome answer. Such persons 
have not sufficient confidence in them- 
selves as professionals at selling-multi- 
plied-by-circulation to give them inde- 
pendence and freedom to renounce or 
reject what they disapprove. And—or— 
they have too little financial courage or 
resources to risk their paychecks against 
what they know is wrong, or for the 
privilege of doing what they know is 
right. 

But this need not be. 


* * * 


Most young men and women are ideal- 
ists. They start out wanting to make the 
world better. That is normal and desir- 
able. It is even essential that a good per- 
centage of them never change. But wis- 
dom is in knowing that compromises 
with ideals are sometimes necessary in 
everything but high principles. 

The idealist who will not compromise, 
even in immaterial things, makes the 
world worse instead of better, as surely 
as does the idealist who at last comprom- 
ises his integrity. 

Your integrity is one thing no one can 
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Now, both Starch and Readex 


‘| in all issues of FACTORY 


An important announcement about readership research 


| by FACTORY Management and Maintenance 


Advertisers and agencies can now have the benefit of 
both Starch and Readex studies in FACTORY. Starting with the January 1956 


issue, FACTORY has been both “‘Starched” and ‘“‘Readexed.”’ And it is our 
intention to continue both services in all issues of FACTORY during 1956. 


As far as we know, FACTORY is the first and the only businesspaper to offer 
such a dual service. 


Why have we engaged these two major readership organizations? 


Well, the first readership service available in any businesspaper was that : 
provided by Daniel Starch and Staff. And FACTORY was one of the first two or : 
three business publications to be ‘‘Starched.” Through the almost 20-year span 
of this FACTORY-Starch relationship, many people have followed and used 
the ratings of the 100 advertisements per issue that it is the Starch practice to 
study. And they can still do so—without juggling schedules 

to do it—because it is our intention to have all issues of FACTORY 

“Starched” on a continuing basis. 


However, the rise of interest in readership information is undeniable. 
Therefore, in order to make more such data available to more people, 
FACTORY is now having Readex Reader Interest Reports made 

on all FACTORY advertisements . . . again in all issues. 


We at FACTORY feel that in offering both the Readex and the Starch services 

to advertisers we are helping to make available a larger fund of readership 

knowledge. And, as our own study and experience permits, we intend to & 

share with advertisers and agencies whatever information we acquire that | 
_ gives promise of helping to achieve better advertising readership. 


MANAGEMENT AND MAINTENANCE 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET, NEW YORK 36, N. Y. FACTO RY @@ 
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take from you or destroy—except your- 
self. It is the only thing you possess on 
earth which is inexorably, divinely yours. 
The stock market cannot corrupt it, nor 
moths nor rust—nor dry martinis, nor 
blondes, nor matinee idols, nor earth- 
quakes. It cannot be burned, sundered, 
stolen, or lost. It is completely, entirely, 
subject to your disposition. 

When it leaves, it is always at your 
hands. You can sell it, give it away, lose 
it gradually, or in one grand gesture, but 
only you can. It’s the most valuable thing 
you'll ever possess, and the only thing 
worth keeping if it costs all else. 

Staunch will helps safeguard it, but I 
advise you to save money every week 
from the first week you work. It is much 
easier to be honorable and true to your 
ideals if you have money in the bank. 

You will probably never know exactly 
the fuliness of being a man or woman 
until you risk your job, your income, 
instantly—when someone wishes you 
truly to impair your integrity. Once you 
have withstood that, you will have start- 
ed a foundation for independence which 
you increase ever more easily from then 
on 

a > + 

The world has improved fabulously 
through the centuries. We play our part 
in that. Despite our American weakness- 
es, no historically recorded society has 
ever approached ours in doing so many 
good and worth while things for so many 
people. Never in any society have people 
privately devoted so much time and 
money to voluntary efforts to solve pub- 
lic and social problems. 

Grievous indeed still, are many aspects 
of life for many people. But there is no 
problem you can name, against which 
public spirited men and women some- 
where are not pitting their energies and 
substance to effect its solution. That’s the 
American way. There is an eternal lea- 
ven at work in this country that proves 
again and again that man’s cheapness and 
perfidy are a littie more than matched 
by his generosity and nobility. Adver- 
tising has played well its part in count- 
less such efforts. 

There are sins in advertising, of course. 
So are there in all fields. But advertis- 
ing’s good is greater than its sins. 

Without advertising we could not main- 
tain our free and traditional cherished 
institutions, or our standard of living, or 
our economy. Advertising unquestionably 
has made our most precious social and 
political and economic achievements pos- 
sible, as much as any other single thing 
except man’s integrity itself. It would be 
hard to find a great or now burgeoning 
virtue in this country that has not had, 
even required, substantial aid from ad- 
vertising, directly or indirectly. 

No business or organization, no group 


Tips for the Production Man... 


or association, can be better than the 
people who comprise it. An adman or 
woman is invariably part of advertising’s 
problems, or part of their solution. You 
take your choice. Reformation begins at 
home. If you want the world better, it 
must begin to be made better in your city 
and mine first, in your home and mine, 
your office and mine. 

Don’t be misled by the apocryphal lit- 
erature of advertising. Advertising is not 
a wallow into which nice young men and 
women must sink. You are adult, a free 
agent. Choose your job, your companions. 
And above all, your standards. If you 
suffer a little for them, you will find 
them supporting you so much the better 
in the long run. Advertising is not es- 
sentially a noble calling, but such gran- 
deur of character as you can achieve you 
can exert in advertising. It is not a pro- 
fession, but your work in advertising 
can be professional., 


= It is a great privilege to create good, 
constructive advertising. The good in it 
is as surely an essential part of the foun- 
dation verities of this fabulous American 
society as are even our schools and 
churches. It is a great privilege to write 
advertising that sells—to experiment with 
what can be the impact of your per- 
sonality, your judgment, your wisdom, 
your sincerity, your skills, on the great 
audiences editors and producers assem- 
ble. 

The profit motive is a vital and essen- 
tial part of evolutionary progression. The 
service motive can never arrive except 
the profit motive first paves the way. 
Commercial ends are not ignoble. If they 
are honest, they can be vastly construc- 
tive. It should be you who determines 
what the advertising you affect will be. 
I do not mean in terms of details, but in 
terms of ethics and morals and truth. Be- 
fore the good adman or woman—must be 
the good man or woman. 


® Yes, advertising needs you—your tal- 
ents—and your ideals. And if you remain 
faithful, it will reward you amply in 
money and in satisfactions. Don’t let the 
drum beats of cheapness drown out—ever 
—the high clear notes of the best chords 
that sound in your young heart. Draw 
early the lines of your path, and hew to 
your line. And you will never feel called 
upon to write a portrayal of your indus- 
try, past, present, or future, that will 
make your progeny wonder why you 
spent your life where you did! Instead, 
perhaps some day you'll write a book 
demonstrating that the enlightened ad- 
man, and the little, average, stumbling 
consumer who has majesty in his im- 
mortal soul, were partners in helping 
build a civilization an entire world will 
yet copy and revere. 


Index Tabs Useful; Also Add Color 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

Al Aigner writes to say that he is 
prejudiced since he makes the things, but 
thinks index tabs, in addition to classi- 
fying material in catalogs and sales pre- 
sentations for time-saving reference, also 
add color to a catalog. He was referring 
to a recent column in which I was dis- 
cussing methods of spreading color 
through a printed piece. 

He is quite right about tabs, of course, 
and need not apologize for being preju- 
diced. His firm, the G. J. Aigner Co., 
Chicago, makes and processes these ex- 


tended tabs in a variety of forms. 


= Some samples he sent along show that 
tabs work equally well for end binding 
as well as for side binding. There is no 
question that catalogs of loose-leaf ma- 
terial get better results when organized 
for easy reference by some kind of ex- 
tended tabs. If the number of catalogs 
being prepared is small, then possibly the 
kind that are applied to divider pages 
with printed identifications inserted, are 
cheapest—also best, if there is a likeli- 
hood of frequent title changes. The in- 
serted tabs should be printed on stock 
heavy enough to stay put within the 
tabs, however, as there is nothing worse 


than an indexed catalog where tabs are 
forever falling out. 

Mr. Aigner’s company favors the type 
of tab that is incorporated as part of the 
divider page with title printed thereon 
..-plus tab and part of the sheet fused 
over with a stiff cellulose acetate to pro- 
tect and strengthen the tab. Not only 
does this alleviate bent tabs, but also pre- 
vents the tabs from becoming soiled and 
dog-eared through constant use. 


® The point of his suggestion about the 
addition of color comes through the use of 
colored acetate. Each divider can be 
identified by a different color. The string 
of tabs of varying hues does pep up a 
presentation that otherwise might pe 
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drab. Colored stock for the divider pages 
is another inexpensive method of in- 
troducing more color. 

The acetate sheets, which extend be- 
yond the tab over a portion of the di- 
vider, give an amazing extra stiffness 
to the tab even when the divider paper 
is of moderate weight. For example, a 
divider page of only 80-lb. enamel is 
stiff enough for conversion into a tab 
when reinforced in this way. 

Divider pages need not be wasteful... 
they can be printed with catalog material 
or a selling message. 

Index and sub-index can be accom- 
plished merely by making the tabs of 
the major divisions wider and set in a 
larger and identifying type face. 


The COPYWRITER'S 


Copyright 1956 by Paul Pinson. 


not the technique skills of rendering. 


will certainly, if gradually, improve 


This is a Fat-head. You can learn 
to draw these by holding a quarter or 
a nickel on your (unlined) paper and 
tracing around it. 


Practice without the coin awhile. 


Keep trying until you can make a 
pretty good circle, free-hand. Re- 
member to leave room for Fat-head’s 
expression, in case you want him to 
have one. 


This is one good way to show Fat- 
head smiling. If you do not go be- 
yond this lesson, you may be sur- 
prised at how much copy you will be 
able to turn out, based on this sim- 
ple, smiling Fat-head. 


HERE'S My 
DRAWTH INK, 
ART DIRECTOR. 


You'RE BFITER. 
ALREADY, 
COPYWRITER, 


DRAWTHINKS ., &.... 


Putting First Things First 


Don’t try to be literal... communicate. Note that in these sketches, and 
in most instances throughout the course, no attempt is made fur smooth- 
ness of line or “polish.” This is deliberate. This is to prove you can tell 
your story visually by putting first things first. 

First for you, first for any creative advertising, is the well told story, 


The Drawthink method may help you develop your own ideas, and it 


sheets that flow from your desk to the art department. 


Next Lesson: 
Fat-Heads.” 


Art Course 


the communicative value of those 


A FAT-HEAD 


MAKE FAT-HEAD 
SMILE / 


“Real Ads With Smiling 
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more design engineers 


read this magazine than any 


other design publication... 
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how to size up the job 
the editors are doing 


Most recent development we've come across is the Editorial Audit pro- 
posed by the Marsteller, Rickard, Gebhardt and Reed, Inc. 


We welcome the opportunity to show how MACHINE DESIGN stacks up 
against their 13 Audit Check Points: 


1. Is the audience for whom it is edited clearly 
Stated and does an examination of six consecutive 
issues indicate that the publication generally aims 
at the target audience ? 
MACHINE DESIGN is edited for design engineers 
engaged in all phases of product design engineer- 
ing. Analysis of any number of issues will show 
that editorial content is kept current with the 
interests and problems of this audience. 


2. Is there a clearly defined editorial policy and 


.does an examination of six consecutive issues indi- 


cate that the publication generally fulfills this policy? 
This magazine offers maximum practical assist- 
ance to design engineers in their jobs of creating 
and improving engineered products. This editorial 
policy influences every issue. 


3. Does the publication employ a consistent method 

of checking editorial readership? 
Yes. A continuing Survey of Design Engineer Prob- 
lems; services of the Eastman Organization; Starch 
Editorial Surveys; the Ad-Gage method of reader- 
ship measurement, and reader reaction analyses 
are all employed to maintain a constant check on 
editorial readership. 


4. Is there evidence that the publication is provid- 

ing leadership in its industry or profession? 
Evidence of MACHINE DESIGN’s leadership is found 
in its pioneering in such areas as design for pro- 
duction; helping management improve the effi- 
ciency of the design operation; co-sponsoring with 
Purdue University a series of conferences on mech- 
anisms. The editors of MACHINE DESIGN have con- 
sistently served on industry and government com- 
mittees to establish and maintain manufacturing 
standards. 


5. Does it charge for editorial cuts? (Does it main- 
tain full editorial control of its own editorial col- 
umns ?) 
No. MACHINE DESIGN has never charged for 
editorial cuts. The editor has full authority over 
the editorial columns. 


You can always look to 


6. Does it avoid special issues at other than regu- 
lar publication cycle times; or if it has extra special 
issues is there clear editorial justification for them? 
Since the first issue in 1929, MACHINE DESIGN has 
never deviated from its regular publication sched- 
ule. There has never been an extra special issue. 


7. Is the editorial content adequately illustrated? 
Every illustration, graph, or chart used in the edi- 
torial pages of MACHINE DESIGN piust have a func- 
tional purpose. MACHINE DESIGN was one of the 
first publications to have a full time art editor. 


8. Are there published advertising acceptance stand- 
ards? 
Te quote from our rate cards, “All copy and cuts 
subject to approval by the publisher’. MACHINE 
DESIGN has exercised this right of rejection at 
various times. 


9. Is the publication date clearly fixed and consist- 
ently followed? 
Yes. 


10. Does comparison of current and a five-year old 

issue indicate improvement in editorial format? 
Constant checking and evaluation of readership 
by the Roy Eastman Organization has guided our 
editors in all editorial improvements. 


11. Are there staff editors in areas of high industry 
concentration ? 
Yes—-In Detroit, Cleveland, Chicago, Pittsburgh. 
New York and Washington. 


12. Is there evidence that editors are continuously in 
the field obtaining material? 
In 1955, the editors spent 198 man-days on field 
trips. 


13. Is subject matter clearly indexed and described 
in an informative table of contents? 
In addition to an informative contents page, MA- 
CHINE DESIGN provides in each issue a complete 
subject index of editorial and advertising content. 


publication 


AGHITE DECI se ~~ 
o [FENTON] 


Penton Building, Cleveland 13, Ohio 
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Advertising Age, June 25, 1956 


Daylight Saving Banned by Law, Milwaukee 


Admen Just Show Up for Work Early Anyhow 


MILWAUKEE, June 19—Advertis- 
ing agencies and graphic arts com- 
panies are among Wisconsin busi- 
ness enterprises playing the game 
of “Beat the Clock” during the 
late spring and summer months. 

Wisconsin law now bans the 
daylight saving time. 

For ad agencies and graphic arts 
houses, business is cramped con- 
siderably by the difference be- 
tween the regular time here (CST) 
and New York and Chicago busi- 
ness hours. 

They find, too, that their em- 
ployes favor starting work earlier 
in order to enjoy some of the sum- 
mer hours at the end of a day. 

As a result, many companies 
normally working on an 8 to 5 ba- 
sis have switched to 7-to-3:30-or-4 
hours (depending on whether a 
half-hour or one-hour lunch pe- 
riod is allowed) or to a 7:30 to 
4:30 schedule. 

The advertising agencies here 
have not made the shift as a group, 
each deciding individually what it 
will do, and many asking their em- 
ployes to state preferences. 


® But members of the Wisconsin 


have to work with businesses oper- 
ating on daylight saving time. 


San Juan Agency Names 
Cullman, Plans Expansion 

W. Arthur Cullman, associate 
professor. of advertising, Ohio 
State University, and marketing 
consultant, has been elected a di- 
rector of Publicidad Badillo, San 
| Juan, P. R. Dr. Cullman, formerly 
exec vp of Benson & Hedges, New 
York, has served the Puerto Rican 
agency since 1953, both in the U.S. 
and on the island. 

Publicidad Badillo plans to ex- 
pand its operations at San Juan 


91 


and New York 

Caribbean offic« 
currently billing 
000,000 annually 


ito a network of 
The agency is 
more than §$2,- 


1956 
MARKET DATA 
NOW AVAILABLE 


Write for your free copy 


Ske Bl Paso Gimes 


2M ROEPROGT NEWSPAPER oa 
WORNING AND SUNDAY . : 


El Paso Herald-Pest 


A SCRIPS-HOWARD NEWSPAPER we 
VEN : 


Top Value Issu>s New Book 

Top Value E: erprises, 126 S. 
Ludlow St., Day on, has issued a 
new 52-page cai. log which illus- 
trates merchanc se available to 
stamp savers. Ro ert S. Bare, Top 
Value president, says he believes 
the new catalog = the largest ever 
issued by a trad 1g stamp compa- 
ny. 


American Avicaiion Moves 

American Avi:tion Publications 
has moved its New York office 
from La Guardia Airport to 17 E. 
48th St. 


Graphic Arts Association have} 
voted for earlier hours as a group, 
and the 100 member companies in| 
the Milwaukee area—employing 
about 10,000 workers—are now ob- 
serving them. 

Of the 40 organizations which | 
belong to the association elsewhere | 
in the state, about half have gone 
on earlier schedules. 

Some of the graphic arts and ad- 
vertising men point out that the! 
time difference hampers operations | 
tremendously if hours are not ad- 
justed, because the different lunch 
hours and closing and starting} 
times cut down the time during| 
which they can contact New York | 
and Chicago firms. 

Many Wisconsin companies in 
other businesses also have turned 
to earlier hours as a convenience to 
tneir employes or because they 


Coming 
Conventions 


June 24-28. American Newspaper Classi- 
fied Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 23-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 


Hotel, Victoria, B.C. 
June 29-July 1. Northwest Daily Press 
Assn., summer meeting, Northernaire, 


Three Lakes, Wis. 

July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 

Aug. 13-18. Affiliated Advertising Agen- 
cy Network, annual meeting, Reno, Nev. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 


annual convention, Hotel Statler, New 
York. 
Oct. 8-10. American Photoengravers 


Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Peansyivania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 


Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


by air than by ship. 


money and collected 


first—and they'll pay /ater. 


LAsT YEAR—for the first time in 
history—more people went to Europe 


Most of these people did as people have 
always done. They vp Mest u 
eir tic 

But, over 9,000 people did sates 
new and different in air travel. They flew 


On May 1, 1954—when Pan American 
World Airways announced an imaginative 


pecs he would like to 9°: — 
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, overseas by PAN /AN : 


Over 100,000 people wrote for 
the picture in this Pan Am advertisement 


Pe ...and now he’s going! § 


millions of American families each year 
surge upward in income. But, they do not 
automatically raise their standard of livag 
to the level they can now afford. Creative 
marketing can cut down the time it would 
normally take these people to learn to 
live better. 


new travel plan that lets you ‘Fly Now, 
Pay Later,’ America really got its wings. 
In only two years’ time “Pay-Later’’ sales 
have gone over five million dollars. 


J their A survey shows that, of more than 
15,000 “ Pay-Later”’ travelers to date, 8 out 
of 10 would not have gone without the Plan's 
help. Thus, the’ Pay-Later"’ Plan has hastened 
the development of a new air-travel market 


years before its time. 


J. WALTER THOMPSON COMPANY 
Offices in: New York, Chicago, Detroit, 
San Francisco, Los Angeles, Washington, D.C., Miami 


In our rapidly expanding economy, new and principal foreign markets 
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y KNOW | ... but EVERY DAY is an 


INTERNATIONAL 
WHITE-BREAD-FOR | 
ENERGY WEEK ? 


It’s a $12,000,000,000 market, but you can cover it at 
the buying level with NPN—the only magazine edited 
for and directed to marketing men in the major oil 
companies and independent oil jobbers. These are the 
men who buy oil marketing equipment and TBA. Are 
they getting your sales story regularly in NPN? 


Niational 
[Pletroleum 


[Nlews 


the McGraw-Hill Magazine of OIL MARKETING 
@® @ Estodsished 1909. Published monthly 
j NPN Factbook published as a 13th issue in May 
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Phil Silvers and His Crew Descend on 


Chicago in Mammoth 


Cuicaco, June 19—In a citywide 
os to tie in all its Chicago 
alers, Amana Refrigeration Co. | 
will bring Phil Silvers (Sergeant | 
|Bilko) and the cast of his televi-| 
sion show, “You'll Never Get | 
| Rich, ” of which Amana is a co-| 
|sponsor, to Polk Bros. store on 
| June 23 and 24. 
| Silvers will stage four shows— 
‘two each day—in Polk’s parking 
jlot. Amana expects to accommo- 
‘date 100,000 people. 


| Some 200 other Chicago Amana | 


| dealers will participate in the pro- 
|motion by offering special trade- 
‘ins, and all are provided with 
point of sale merchandising aids, 
including Phil Silvers glasses. 

|# The promotion is in the hands of 
|Gourfain-Cobb Advertising Agen- 
cy, which is the agency for Main- 
line Distributors, Amana’s Chicago 
‘wholesale outlet. Mainline is owned 
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Activity at residential building site — 
@n originiol water color painted for The San Diego Union and Evening Tribune. 


HARDWARE STORE SALES 


Data copyrighted 1956 Sales Management Survey 


. of Buying Power, further reproduction not licensed. Ze 
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: of © Y NEWSPAPERS 
i 
ao 15 “Hometown” Newspapers covering 


San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles. . . 
F Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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SAN DIEGO :: BIGGER 


Che San Biiego Anion 
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THAN 
Columbus, Ohio . . $49,516,000 
Indianapolis, Ind. . . $49,226,000 
Yonkers, N.Y. . . . $46,651,000 
Portland, Oregon . . $39,152,000 
Louisville, Ky. . . . $37,818,000 
iM LUMBER - BUILDING - Denver, Colo. . . . $37,744,000 


SAN DIEGO, CALIFORNIA — $51,461,000 


San Diego isa highly responsive market—isolated by 125 
miles from any other major area. San Diego is sold more 
quickly — at lowest cost per sale — by the saturation 
coverage of The San Diego Union and Evening Tribune. 
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Amana Hoopla Show 
Sgt. Bilko Amana Bargains! 
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by Mr. Gourfain. 

Mainline will run eight pages of 
advertising in the four Chicago 
daily newspapers to promote the 
event. Polk Bros. newspaper ad- 
vertising and television commer- 
cials will be almost exclusively for 
Amana just before and during the 
promotion. 

Gourfain-Cobb has arranged a 
publicity program that smacks 
heavily of Hollywood itself. These 
are some of the things in the plan: 


@ The new Army summer uniform, 
featuring shorts, will be seen for 
|the first time anywhere when the 
least of the show appears in them. 
| Arrangements were made through 
‘Fifth Army Headquarters. 


° Jean Lewis, who was elected 
'Miss Army last year, will appear 
'as Miss Fifth Army, and will be 
| written into the show. 


'@ The American Legion Post of 
|Commonwealth Edison Co. will 
supply its crack drill team. They 
|ranked first in national competi- 
tion two years ago. 


e Cesar Petrillo and his orchestra, 
with the cast of “In Town To- 
|night,” popular Chicago tv show, 
will supplement the Silvers show. 


|e Senior sergeant from the Fifth 
Army Motor Pool will make Phil 
Silvers an honorary “topkick” and 
present him with a silver-plated 
|monkey wrench. 


@ The American Red Cross will 
provide an emergency tent to care 
for anyone in the crowd needing 
|medical attention. 


e Lt. General William H. Arnold, 

commanding the Fifth Army, gave 

Silvers a free hand on recruiting 

while in Chicago and a special sta- 
|tion will be set up on State St. to 
|aeccept recruits. General Arnold 
| will meet Silvers at the airport, 

with the Fifth Army band and a 

WAC unit on hand to add greet- 
| ings. 


|e A military police cavalcade of 
|jeeps and motorcycles will escort 
|the performer to his hotel. 


| ‘The Fifth Army, quick to take 
advantage of the publicity for the 
Army, will erect a small encamp- 
ithe near the Polk store, where 
the cast of the show will peel 
| potatoes and otherwise seem mis- 
erable as they play out their parts. 


® Polk Bros. will have triple dis- 
plays of Amana products in and 
around the parking lot, as well as 
in many locations inside the store. 
The 400 feet of six-foot-high wall 
around Polk’s store will be 
painted for the occasion with 
messages telling the Amana and 
Polk stories. 

Mainline exceeded its sales 
quota for the first quarter of this 
| year by 30%, and says its only 
|}complaint with Amana is that the 
company can’t supply enough mer- 
chandise. Jack Rishel, sales man- 
ager of the appliance maker, says 
that Amana factory deliveries are 
|running from four to eight weeks 
behind orders, according to prod- 
uct, and that air conditioners are 
sold out. 
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Following Reader BBDO Names Ware, McAfee ye gn Segoe Post to join the | WCAU-TV Appoints Two |TV as national sales’ manager. At 
G 2 , in S.F., Rhoades in L.A. Los - es ~- of BBDO as an; Marvin L. Shapiro, formerly | the same time, E. Gordon Walls, in 
TIpes, Management E. V. Ware has been named mar- | #©COUnt executive on Rexall Drug.| with CBS-TV spot sales in Chicago | charge of local sales, has been ap- 
|ket research director in the San |and before that with WCAU-TV, | pointed regional sales manager of 


a = 

Methods Alters Size Francisco office of Batten, Barton,, RKO Names Ell ott and Roston | Philadelphia, has rejoined WCAU-| the station. 

GREENWICH, ConN., June 99 | Durstine & Osborn. He formerly! Mrs. Carroll A. Elliott, formerly 
When Management Methods was | “95 a supervisor of marketing in| of McCall’s, has } ined RKO Tele-| 
launched in 1951, it started life as ‘Re, 28ency’s New York office.|radio Pictures, Nw York, as di- 
a large economy size—11%4"x11%" Dickerson McAfee, formerly with|rector of copy nd co-director 
—in order to “attract attention in | McCann-Erickson _and General/of the advertis 1g department. 
a hurry.” Now the book is going to | Electric Co., has joined the copy|Named co-direct: of the depart- 
move to the standard size used by department of BBDO, San Fran- ment with Mrs. Elliott is Arnold 
weekly news magazines. cisco. Roston, art direc'or. Mrs. Elliott 

The change, which takes place| Robert M. Rhoades has resigned|also has been v ‘th Charm a 
with the September issue, was dic- | #8 San Francisco manager of The|CBS Televison. 


tated by results of a survey of its 
readers, which was prompted by a 
steady trickle of complaints about 
size. The survey, which brought in 
replies from 1,370 readers by cut- 
off time earlier this month, showed 
83% in favor of standard size. 

“We were unprepared for the 
overwhelming bias reflected in our 
poll,” said Publisher Jerry Harris. 
“We had suspected that technically 
minded men might object to the 
size, but the heaviest segment of 
the vote came from presidents, vps 
and board chairmen, who stood 6 
to 1 in protest against our size.” 

Advertisers will not be affected 
by the move, he added, since unit 
sizes remain the same. 


Rand and McGuire Promoted 
at Remington Rand 

Marcell N. Rand has been ap- 
pointed exec vp and general man- 
ager of the Rem- 
ington Rand di- 
vision of Sper- 
ry Rand Corp. 
Mr. Rand, who 
has been vp and) 
general manager | 
of the Reming-| 
ton Rand inter-| 
national division 
for the past seven | 

: years, will report | 
Marcell N. Rand directly to the 
president 
of Remington Rand, James H. 
Rand, his father. 

Howard J. McGuire will suc- 
ceed Mr. Rand as head of the in- 
ternational division. With the com- 
pany for 28 years, he was form- 
erly assistant general manager, re- 
sponsible for branch and dis- 
tributor operations in Asia, South 
Africa, Australia and New Zea- 
land. 


And one can’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his formot or ma- 
terial, Invasion of Privacy, Copyright 
Violation. Accusing Agency, lient, 
Per former—anyhow, a claim is made 
THEN you should have our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- . 
ANCE is amazingly inexpensive. Get J 

data and rates NOW, before any ‘Kansas City, Mo 
claim is lodged. 


Calvert, Grey Cited by 
National Livestock Exchange 
Calvert Distillers Co. and its 
agency, Grey Advertising Agency, 
both New York, were cited by the 
National Livestock Exchange at its 
recent annual convention in St. 
Joseph, Mo., for “unusual and im- 
aginative service to the livestock 
producers of America,” for Cal- 
vert’s recent ads featuring roast 
beef and steak in its current “noth- 
ing-finer-in-American-taste” cam- 
paign. The citation notes that the 
Calvert campaign represented the 
first time in advertising history 
that meat was so prominently 
used in whisky advertising. Cal- 
vert’s current ad in the campaign 
appearing in magazines, newspa- . 
pers and outdoor panels features Even jet-fast is slow indeed compared with the something that has 


tomato aspic salad in a tie-in with 


the Produce Package Assn. happened in Pittsburgh as more and more advertisers turn to the 

Hamil Th Post-G : ; 

amilton Joins Thermos azette for its broad coverage, low cost and high reader ac- . 
six years advertising and sales ceptance. 4 


promotion manager of Silex Co., 
has been appointed advertising 


manager of American Thermos Ad / 
Products Co., Norwich, Conn., ef- T . Ly, 0 : 
fective June 21. Mr. Hamilton was / LAS hy ~ 
a partner in Daly & Hamilton, LS apgenid YU = 


Burlington, Vt., agency, before 
joining Silex. 


etter ot Sat Pittsburgh Post-Gazette 


the advertising promotion staff of 


Good Housekeeping. Mr. Slock- 7 . : esd 
mower uch tee & msenann Fastest-Growing Newspaper in America's 8th Market 


assistant in the circulation depart- REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


ment of McCall Corp., New York. 
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“There's no way you can hand business along to the children in the agency field;sometimes you can’t even hand it along to a partner.” 


Art Director-Exec 


Rene Clarke 


Retires from Agency; Not from Art 


Now 70, Veteran Adman 
is Completing 44 Years 
With Caikins & Holden 


New York, June 20—James A. 
Clarke retires from Calkins & 
Holden June 30. That’s 
Clarke, of course. Mr. Clarke, who 


has been artist, art director, vp, | 


president and vice-chairman at the 
agency, is 70, and he’s going home 
to Yonkers to do landscapes with 
figures. 


Papers initially. A couple of years 
ago he did it again, with a Pruden- 
| tial page. 

| Best thing he’s ever done, 
|though, was a series of ads for 
| Wesson Oil. His work for Wesson 
|marked the first time that art had 
been used for a food subject. His 


Rene | 


| 
| 
| 


Mr. Clarke joined the agency in| 
1912. That was 44 years ago, after | 
he’d been fired from a printshop| 
job and had found the Calkins &| 
Holden name in the phone direc-| 
tory. Mr. Clarke recalls his prog-| 
ress to top jobs at the agency as 
“gradually creeping up—an inch | 


here and one there.” 

It was Lou Pedlar, then art di- 
rector and later the front half of 
Pedlar & Ryan, who pinned the 
“Rene” on Clarke. It happened that 
Clarke was hipped on one Rene 
Vincent, a French artist who “was 
injecting something new in art.” 
He talked Rene Vincent all the 
time. Mr. Pedlar took to calling 
out for Clarke by shouting, “‘Oh, 
Rene!” The name stuck so well 
that Mr. Clarke officially adopted 
the pseudonym by registering it 
with the county clerk. 


® Rene’s probably the only guy 
around town who can say that he’s 
represented in the Ist and the 32nd 
“Art Directors Annual.” He made 
it with a layout for Crane Business 


“Magic of art has never gone 
stale.” 


treatment was good enough for an 
Art Directors Club gold medal and 
a Bok Award from Harvard for 
the greatest contribution to adver- 
tising in 1928. 

Rene’s the only art director 
around to bring home a Bok. 

Life at Calkins & Holden (which 
in 1950 added Carlock, McClinton 
& Smith to the shingle, and is now 
down to two names again) was not 
|just a round of awards. There was 
the time when Black, Starr & Fros 
(now Black, Starr & Gorham) 


| 
| 
| 


leanceled because 


Photes by Syd Schonbrunn of Schonbrunn-Ives, New York. 


Rene’s drawings of jewelry. 

And the time Hartford Fire In- 
surance went elsewhere because it 
| got to dislike Clarke’s drawing of 
a “red demon in a black shroud” 
to epitomize what Hartford in- 
sured against. 


® But that’s ancient history. He’d 
do it all over again, given the 
chance. Some of his artistic bent’s 
been inherited. A daughter paints 
for fun, and a son, now advertis- 
ing manager of the Crane Business 
Paper outfit, 


in Rene’s opinion. 

He’d advise his seven grand- 
children to go into the agency 
| business—“if they went to some 
|other agency; we have a rule here 
against hiring relatives of part- 
ners; and it’s an excellent rule. 

“There’s no way you can hand 
business along to the children in 
the agency field; sometimes you 
can’t even hand it along to a part- 
|ner.” 
| For Rene, the “magic of art has 
never gone stale.” He plans 
work in oils. “Water colors must 
be done at one sitting, and they 
usually take three hours. I’m get- 
ting old now, and I can’t concen- 
trate for three hours.” 


to 


Hollingshead Boosts Kupris 

Anthony C. Kupris, formerly 
general advertising manager, has 
been named to the new post of 
merchandising and marketing de- 
velopment manager of R. M. Hol- 
| lingshead Corp., Camden, N.J. 


| Lendeaman to Pickwick Offset 


Louis Landesman has joined 


t| Pickwick Offset Services Inc., New listed in each book. 


York, as general manager and 


it didn’t like | treasurer. Mr. Landesman formerly Tops Music Names Ehrlich 


was with Norman D. Waters & As- 


| sociates. 


“thinks he knows | 
how to draw, but he really doesn’t,” | 


P.O. Publishes 
Postal Zone Guides 
For 106 Large Cities 


WASHINGTON, June 19—In an ef- 
fort to speed the handling of mail, 
the Post Office Department has 
completed publication of new 
standardized postal zone direc- 
tories for 106 of the nation’s larg- 
est cities. In general the program 
covers cities with populations from 
150,000 up. 

Copies of the directories are 
available free from postmasters of 
the respective cities. While only a 
limited supply is available here, 
the office of the assistant post- 
master general, bureau of post of- 
|fice operations, will arrange for 
large national users to obtain com- 
plete sets, or directories for a large 
number of specified cities. 

Postal zone numbers are used to 
designate a specific delivery sec- 
jtion of a city. Mail matter con- 
taining a zone number may 


Neuwirth & Sobo, New York, to 
handle its advertising. The account 
\formerly was handled by Maxwell 
|Sackheim & Co. 
“AllMale Market Research 
|Council Elects Dr. Brown 
| Dr. Lyndon O. Brown, vp in 
charge of media, research and mer- 
chandising of Dancer-Fitzgerald- 
Sample, has been elected 1956-57 
president of the 
Market Research 
Council. Paul E. 
Gerhold, media- 
research vp _ at 
Foote, Cone & 
Belding, and 
John F. Maloney, 
market research 
director of Read- 
er’s Digest, were 
|named vp and 
| secretary-treas- 
urer respectively. 
The Market Research Council 
was established in 1927 as a dis- 
cussion group for researchers. Its 
| membership is limited to 80. Wom- 


Lyndon O. Brown 


processed quickly and more eco- | en are barred from membership 
— ' in a = to “insure the maintenance of free- 
| particularly where S experl-| dom of discussion.” 


}enced personnel are being used.) 


|Use of zone numbers also helps | Tomlinson Sets Campaign for 


prevent mistakes in delivery. ‘Sophisticate Furniture Line 
| Tomlinson of High Point, High 
\@ Each of the 106 new postal zone point, N.C., will advertise its new 
directories is the same size—ap-/Sophisticate furniture collection 
proximately 6x9”. The 1956 edi-|with four-color spreads in the 
tion contains a map showing how | October issue of House Beautiful 
the cities are divided into zones. | and the November issue of House 
In addition, the specific zone|g Garden. Additional consumer 
numbers of many of the most advertising is planned, but the 
heavily used addresses within each | schedule is not set. 
city, such as well-known office The ads will carry the heading: 
buildings, hotels, and the like, are “Sophisticate by #Tomlinson—a 
|major milestone in contemporary 
'design.” The campaign will be 
| backed by trade advertising. Al- 
Tops Music Enterprises Corp.,'/fred Auerbach Associates, New 
New York, has appointed Ehrlich, York, is handling. 
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Channel 5 


620 kc. 


css 


Represented by KATZ AGENCY 


attitiated with Better Homes and Gardens an Successful Fa 


SYRACUSE 


Channel 
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INC. 
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TV 2 
Channel 6. 
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BLAIR TV, INC. 


590 kc. 
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JOHN BLAIR & CO. 
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May Sales of Chain Stores 


May % Gain 5 Months % Gain 
1956 1955 or Loss 1956 1955 or Loss 
FOOD CHAINS 
“Grand Union .... 36,286,356 25,386,827 +42.9 86,748,685 64,204.668 +35.1 
dy ee 25,312,532 22,688,672 +11.6 123,957,296 —114,069.364 + 8.7 
Kreger Co. ..... 115,043,797 113,900,888 +33.0 555,260.971 422,466,491 +31.0| 
National Tea ...... 47,610,262 42,818,688 411.2 232,095,437 213,762,419 + 8.6) 
Aree 151,344,252  152,089.248 — 0.5 736,282,616 737,553,999 — 0.2| 
Group Total ....$ 375,598,199 $ 356,884,323 + 5.3 $1,734,345 005 $1,552,056,941 411.7) 
MAIL ORDER 
*Sears, Roebuck .. 317,556,055 285,724,511 +11.1 1,081,219,908 1,006,571,278 + 7.4) 
a 10,091,740 8,314,376 +21.4 46,030,539 41. 037,352 412.2 | 
Montgomery Ward . 93,587,416 84,895,810 +10.2 335,862,455 302 679.605 +11.0 
Group Total ....$ 421,235,211 $ 378,934,697 +11.2 $1.463,112,902 $1,350,288,236 + 8.4) 
DRUG CHAINS 
Ee 4,972,730 4,641,389 + 7.1 23,903,557 22.677.913 + 5.4 
Walgreen ......... 17,173,340 15,354,988 +118 83,890,020 74,752,274 412.1 


Group Total ...$ 22,146,070 $ 19,996,377 
VARIETY AND MISCELLANEOUS 
‘American Stores Co. 57,042,285 48,447,843 


+10.6 $ 107,712,577 
+17.7 = 110,193,993 


‘A. S. Beck Shoe Corp. 4,268,213 4,252,679 + 0.4 19,141,147 
Bond Stores ...... 6,833,066 6,596,856 + 3.6 74,835,176 
Butier Bros. ...... 8,576,242 7,592,521 +13.0 44,.552.600 
D.ana Stores Corp. . 2,928,544 2,579,787 +13.5 27,589,472 
Edison Bros. ...... 8,554,697 8.005.934 + 6.9 34,545 061 
Fishman, M. H. ; 1,200,067 1,201,578 — 0.1 4.752.111 
Franklin Stores Corp. 2 891,648 2,503,271 +15.5 31.667.475 
Gamb'e-Skogmo .... 9,091,241 7,968,742 +14.1 36,945,707 
a, a ee 29,198,285 26,464,321 +10.3 121,934,945 
’Grayson-Robinson 

| SRS 9,532,536 7,800,941 +22.2 93,660,896 
‘Green, HL. ..... 8.634,536 8,643,107 — 0.1 32,004,089 
‘Interstate Dept. Stores 5,531,135 5.352.387 + 3.3 19.708 043 
Kinney, G. R. Co. .. 4,694,000 4.156.000 +13.0 18,704,000 
. ti ee 27,135,771 25,951,167 + 4.6 125,479,706 
. eer 14,251,464 13,343,329 + 6.8 50,249,994 
*Mangel Stores Corp. 2,697,058 2,280,518 +18.3 9,956,611 
ee ee 8,298,293 8,169,288 + 1.6 38,734,994 
‘McLellan Stores .. 4,688,997 4,504,380 + 4.1 17,370,419 
* Mercantile Stores, 

OR date ceee se 11,972,000 11,125,000 + 7.6 41,464,000 
‘Miller-Wohl Co. ... 3,358,917 3,051,752 +10.1 32,521,643 
Murphy, G. C. ..... 15,857,467 15,032,943 + 5.4 68,751,473 
National Shirt Shops 

OM. cavaseienss 1,726,768 1,594,294 + 8.3 6,910,499 
Neisner Pe 5,178,961 5.267.417 — 1.7 23,395,234 
Pom. & 6 ..<2.- 100,268,546 89,428,294 +12.1 433,473,702 
Rose’s 5-10-25 .... 1,997,703 1,784,498 +11.9 8,580,259 
"Shoe Corp. of America 6,303,109 5,815,578 + 8.4 26,962,008 
Western Auto .... 17,852,000 16,303,000 + 9.5 77,195.000 
White Auto Stores . 3.268,920 2,468,579 +32.4 12,708 851 
Woolworth, F. W. . 60.220,490 56,598,544 + 6.4 280,093,420 


Group Total ...$ 444,052,959 $ 404,284,548 
Combined Total .$1,263,032,439 $1.160.099,945 


+ 9.8 $1.924,092.528 $1,796,124,582 + 7.1 
+ 8.9 $5.229,263,012 $4,795,899,946 + 9.0 


“Five weeks and 13 weeks. °Four month period. ‘Four weeks and eight weeks. 


weeks. *Ten month period. 


97,430,187 +10.6 


95,386,661 +15.5 
18,772,841 + 2.0 
73,879,625 + 1.3 
39,914,372 411.7 
25,288,238 + 9.1 
34,766,220 — 0.6 
4,556.171 + 4.3 
28,059,409 +12.9 
34,075,569 + 8.4 
112,271,098 + 8.6 


80,737,705 +16.0 


32,104,869 — 0.3 
19,346,792 + 1.9 
17,071,000 + 9.6 
120,303,927 + 4.3 
49,554,664 + 1.4 

9,202,819 + 8.2 
37,551,123 + 3.2 
16,547,333 + 5.0 
40,244,000 + 3.0 
30,422,590 + 6.9 
66,187,986 + 3.9 


6,932,311 — 0.3 
23,436,547 — 0.1 
398,176,104 + 8.9 

7,581,179 +13.2 
25,347,114 + 6.4 
67,700,000 +14.0 
11,057,467 +148 
269,628,848 + 3.8 


‘Four weeks and 21 


“TV-RADIO 
EXECUTIVE” 


IS A POMPOUS TITLE 


FOR THIS MAN 


. because he’s a shirt-sleeved worker who get things done. 
His many outstanding accomplishments in this vibrant and 


vital field prove it—among them 


As an agency TV-Radio head, he planned, nurtured 
and brought to fruition one of TV’s most fabulous 
success stories — just one of the many things that 
earned him the swiftest promotion in the agency’s 


history. 


He gained the unique distinction of being the only 
completely acceptable account executive for one of 
the biggest and toughest accounts in the business. 


As a salesmanager, he more than quadrupled his 
firm’s sales in the short period of three years. 
As a TV-Radio Department Head—he’s a man who knows 
every phase of the business from both the agency and adver- 
tiser viewpoint; who can plan complete schedules, and whose 
contacts will enable him to fulfil even the most ambitious 


objectives. 


As A Resultful Administrator—he is perfectly equipped to 
handle the affairs of a department spending many millions 
annually; who has the personal as well as the personnel touch; 
whose thinking stems entirely from management’s po of 


being: 


view; who is profit-minded at all times. 


As A Top-Flight Sales Executive—He’s hard-hitting, energetic, 
creative and not above ringing doorbells himself; a quick 
thinker who is able to talk on equal terms to executives on 


any level. 


Presently the operating head of a specialized New York agency, 


he has decided to make a change . 
reasons. His breadth of knowledge and experience would make 


him a valuable asset to: 


AN ADVERTISER—with a heavy stake in television 
AN AGENCY—with an expanding TV-Radio de- 


partment 


While compensation is naturally important, it will not be the | 
deciding factor. The shape of the future will necessarily dictate 


his choice. 


BOX 120 


for understandable 


JOHN J. LE 


“We use only class magazines. We have to. Our product doesn’t sell to everybody—a 
prospective customer has to be an LP record collector first. We figured that PLAYBOY 
would appeal to top spending young men—a good mail order market. We were right. 


“PLAYBOY returns more per dollar invested than any other consumer publication we use. 


“Right here are the magazines that do the best job for us. And here’s a comparison that 
shows the dollar return we got for each ad dollar we spent during the last twelve months. 


PLAYBOY HOUSE & GARDEN 
$8.90 $6.80 

HOUSE BEAUTIFUL COSMOPOLITAN 
$7.50 $6.50 

ESQUIRE REDBOOK 

$6.90 $6.00 


“Our past twelve months in PLaysoY have proved the effectiveness of this medium as a 
solid producer. Of course, we'll continue to run at least one ad in oe haf month!’ 


hd 
a) he | 
\ iy 
John J. Leslie, Jr. 
Leslie Creations 


MAIL ORDER SEPARATES 
THE MEN FROM THE BOYS. 
THIS IS THE FRONT LINE 
OF ADVERTISING WHERE 
THE ONLY THING THAT 
COUNTS IS IMMEDIATE 
RESULTS. PLAYBOY HAS 
BEEN A CONSISTENTLY 
GOOD PRODUCER FOR TOP 
QUALITY MAIL ORDER AD- 


“HEE 
RECORD 
FANS! 


Where do YOU store your “ HI-FIDELITY” diece? Seattered around the VERTISERS. CONCLUSION: 
ar Nie clioe Wt ht lvon IF YOU ARE LOOKING FOR 

ides colles nd 59 95 A MEDIUM WITH A SOLID 

Secu as ie see" Mgogy Bagh Basrsnee | 8 SELLING IMPACT ON AN 
LESLIE CREATIONS + Box $516 + Dopt. 246 + Phila 43, Pa, AUDIENCE OF OVER 750,000 


IMPORTANT YOUNG MEN, 
CHECK PLAYBOY. 


ADVERTISING AGE—480 Lexington Ave.—New York City | 


YB Y PLAYBOY ADVERTISING DEPARTMENT 
11 E. SUPERIOR—CHICAGO 11, ILLINOIS 
270 PARK AVE., N.Y. 17, N. ¥ 

FOR FULL INFORMATION ON PLAYBOY'S PROVEN PULLING POWER-—WRITE—WIRE—OR PHONE TODAY 
MAIL ORDER ADVERTISERS DISPLAY ADVERTISERS 

I'm an agency executive (or mail [| I'm an agency executive (or display advertiser) 

order advertiser) interested in more interested in more information on PLAYBOY'S 
information on PLAYBOY'S MAIL ORDER selling impact on over 750,000 young men. Send o copy 


BAZAAR. Send a copy of the PLAYBOY of the PLAYBOY READER SURVEY and the complete de- 
READER SURVEY and a copy of the new tails on your merchandising program ivr display adver- 


PLAYBOY. tisers. Send a copy of the new PLAYBOY, too. 
Name Position 

Company Address 

City State 
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Cites Example of Success in 
Pushing Farm Products 

To the Editor: I have read with 
great interest your editorial en- 
titled “Selling Farm Surpluses” in 
the May 21 issue of ADVERTISING 


AGE. We think that the idea of ex-| 


panded markets and _ increased 
consumption of farm products is 
a sound one and think you will 
be interested in learning of the 
experiences of organized retailers 
and organized farmers which have 
demonstrated its soundness. 


The Voice 


This department is a reader’s ferum. Letters are welcome. 


of the Advertiser 


The National Assn. of Food| tive arrangement between farmers 
Chains, in cooperation with the| and food retailers, designed in 1936 
National Assn. of Retail Grocers,|to relieve the effects of critical 
American Farm Bureau Federa-|seasonal marketing situations. It 
tion, Nationa] Council of Farmer/is primarily an action program 
Cooperatives and the National|which uses the customary mer- 
Grange, has for over 20 years been | chandising activities of food retail- 
actively engaged in a program to/ers to help restore stability to se- 
expand markets for farm food|lected farm commodity markets. 
products. This arrangement is| These activities, when conducted 
known as the Farmer-Retailer|in a coordinated nationwide effort 
Marketing Program. It has no con-|on behalf of one commodity, in- 
nection with the government price| crease the demand for and con- 
support program. It is a coopera-|sumption of that commodity. Ad- 


advertisers. 


tential. 


1032 Carondelet St. 
New Orleans, La. 


3782 DRIVE-IN THEATRES 
1448 FIRST-RUN INDOOR THEATRES 


This is the Theatre Screen Advertising package recently purchased 
from MPA-New Orleans by a national advertiser for a special an- 
nouncement produced on dramatic NATURAL COLOR Eastman film. 
This commercial will appear seven days a week in America’s “cream- 
of-the-crop” motion picture theatres, reaching a captive audience of 
approximately 45 million people a week during the weeks that lie 
ahead. About 30 million of this captive audience will be between the 
ages of fifteen and forty-four, the spending years. 


This advertiser’s one minute natural color film commercial will be 
shown in most theatres with no more than three non-competitive 


A QUICK GUIDE FOR PLACING 
THEATRE SCREEN ADS 


1. 40-Second, 60-Second, or 80-Second film commercials are 
standard length. Films in natural color are preferred. 


2. One theatre up to as many as sixteen thousand theatres 
may be used during a week. 


3. “A week” means a showing of the film commercial at each 
performance of the theatre fer a full week, usually seven 
days, Monday through the following Sunday. 


4. First-run indoor theatres usually have 24 to 30 perform- 
ances during a week with a showing of the film commer- 
cials as a regular part of each performance during the 
full week. 


5. Drive-In theatres usually have 14 performances during a 
week with a showing of the film commercials as a regular 
part of each performance during the full week. 


6. The audience of a theatre for a week will equal about 30% 
of the theatre’s adult potential audience. The adult poten- 
tial averages about 75% of the population in the area 
served by the theatre. 


7. The cumulative audience, different people during six weeks 
in succession will equal about 60% of the theatre’s petential; 
during thirteen weeks in succession 75% of the theatre’s pe- 


8. Bookings may be placed through advertising agency or 
direct by advertiser. 


9. Proof of showing, postal cards signed by theatre owner and 
sent through U. S. Mail, are supplied on request. 


10. Production of films and distribution of films to theatres on 
a nation-wide basis can be arranged with one film com- 
mercial producer and distributor as follows: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


PLUS 


70 E. 45th St. 
New York, N. Y. 


MAPA 


, vertising is, of course, one of the| 
|principal measures used by food) 
distributors in raising demand and | 
consumption. 

During the 20 years of operation 
of this program, more than 350 
special campaigns and promotions 
have been conducted by the par- 
ticipating organizations. These 
have included nearly every farm 
food product and have had out- 
standing results. For instance, the 
program successfully expanded the 
markets for turkeys, grapefruit 
and avocados by giving these prod- 
ucts nationwide rather than local 
distribution. During the fall and 
winter of 1955-56 when total meat 
supplies reached a new record 
high, this program was most ac- 
tive. The organized campaigns sup- 
ported the markets for pork, beef 
and lamb, preventing them from 
falling still further, keeping the 
market channels open and paving 
the way for the recent healthy 
rise in livestock prices. The organ- 
izations participating in this pro- 
gram believe that expanded mar- 
kets rather than storage in 
government warehouses are the 
road to rising and stable farm in- 
come. 

The participants in the Farmer- 
Retailer Marketing Program are 


| the program but who are directly 
or indirectly concerned with the 


|you taking the view that you did 


|to executive manpower in having 
|company officers travel on the 


|Assn. of Washington, D. C., using 


| the effectiveness of the promotion- 
|al efforts through wider advertis- 


|private plane safety factor im- 


now working on a plan to increase 


ing of the product in distress. This 
is to be done by seeking the ad- 
vertising support of members of 
industry not now associated with 


welfare of agriculture. It is rec- 
ognized, of course, that a special 
situation exists today for some 
products, particularly wheat and 
cotton, in which the supply far 
exceeds domestic consumption re- 
quirements. It is doubtful if an 
advertising or promotional pro- 
gram alone could solve the special 
problems of these commodities. 
Joun A. LOGAN, 
President, National Assn. of 
Food Chains, Washington, D.C. 
7 e . 
Differs with Editorial 
on Executives’ Flying 
To the Editor: It is not often 
that I find any reason to differ 
with any of your good editorials, 
but I was a little surprised to find 


in your May 28 editorial, under 
the heading, “Problems of Execu- 
tives Flying.” 

You speak there of the threat 


same company plane “until the 
proves still further.” 

The facts do not bear out this 
statement. 

The National Business Aircraft 


statistics furnished by the insur- 
ance companies which underwrite 
policies on business airplanes, and 


the statistical division of the Na- 
tional Safety Council, provided the | 
following four-year tabulation of| 
passenger fatalities per 100 mil-| 
lion passenger miles: 


seal cael 
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ly 17,000 that operate over 
three-and-a-half million passen- 
ger miles with a better safety 
record. 

As a matter of fact, the Crane 
Co. accident you mention in your 
editorial is the first business plane 
accident involving fatalities on 
such a scale, for several years. I 
would think the attitude taken by 
Mr. Elliott, president of Crane, as 
respects future executive travel- 
ing in Crane aircraft, is most en- 
lightened and should be applaud- 
ed rather than condemned. 

Warp B. STEVENSON, 
Vice-President and Director 
of Public Relations, Benton & 
Bowles, New York. 

Mr. Stevenson’s statistics are 
interesting, but not compelling. 
A car pool or a private car or taxi 
seldom carries six important 
executives from the same com- 
pany who are traveling any dis- 
tance; and fatal accidents involv- 
ing all passengers in an airplane 
are certainly a larger percentage 
of air accidents than they are of 
surface accidents. 

> 


Disagrees on Business Flying 

To the Editor: “Problems of Ex- 
ecutives Flying,” in your May 28 
issue, fails to tell a complete story 
and, as a result, misrepresents 
business flying as being relatively 
hazardous. 

Your story failed to point out 
that most companies, having “rules 
which prevent more than a speci- 
fied number of company execu- 
tives from using their plane at the 
same time,” by no means intend 
this limitation to apply only to 
private flying, but include all 
types of transportation. After all, 
why single out the company air- 
plane, when statistics show that 
business flying is even safer than 
airline flying and up to 54 times 
as safe as automobile travel? 

Indeed, if “the private plane 
safety factor improves still fur- 
ther,” it will approach so high a 
degree of safety that companies 
may make it the sole exception to 
their rules. 

NORMAN WARREN, 

Director of Advertising and 

Public Relations, Lear Inc., 

Santa Monica, Cal. 

e * 


Skip the Plush; He'll Take 
Engineering in Autos 

To the Editor: Referring to the 
criticism brought forth in Rough 
Proofs (AA, May 7), of promotion 
used by the makers of the Zodiac 
Mark II; I’m forced to smirk just 
a bit. 

Yes, it’s doubtful that English 
engineers are “ ... that much 
better than these in Detroit,’”— 
although in “wringing out” our 
European competitors it would 


}seem so. It would appear that in 
|many European cars, 


not just 


those of England, the cars were 


‘also using statistics prepared by|‘itst engineered, and then came 


the styling, if any. Their cars, on 


|the average, are far safer than 


ours. They out-handle, and even 
out-last our cars. 


4-Yr. 
1949 1950 1951 1952 Average 
| Business Aircraft ...... 0.60 0.54 0.47 0.33 0.49 
|'Domestic Airlines ..... 1.32 1.15 1.30 0.35 1.03 
Passenger Autos & Taxis 2.72 2.94 2.91 2.83 2.85 
SEE cu Scacawse ay 0.08 0.58 0.43 0.04 0.28 
rn: . oo, :. aeeanhene 0.20 0.17 0.21 0.16 0.19 


Grandfather’s Horse and Buggy 30 


It is quite apparent that the 


|greatest threat to executive man-| 


power in terms of accidents while 
traveling is to be found in the 
traditional car-pool rather than 
on the business airplane. 

It is interesting also to note 
that, according to the latest tab- 


lulation of about 1954, domestic 


airlines of the United States own 


land operate 1,700 aircraft which 


fly approximately two-and-a-half 


{million passenger miles per year. 


Business aircraft, both single and_| 
multi engine, total approximate-' 


But American engineering is 
not to blame for the automotive 
junk we drive today. We are to 
blame. Indeed, it’s miraculous 
that our engineers are able to 
make these cars of ours run as 
well as they do, considering the 
demands of the American public. 

We're not interested in engineer- 
ing to any extent; our ego ex- 
presses itself in the lavish use of 
chrome, needless pins and fishtails. 
Some of us drive cars with 
radio antennae sticking out of 
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the rear fenders, and the radio’s; 
in front. We demand plush living-| 
room type of transportation, even 
if it’s just to the grocery store, or 
back and forth from work. 

And I have yet to see any Euro- 
pean, particularly British promo- 
tional literature, that exaggerates 
to the extent used by American 
manufacturers in most of the me- 
dia they employ. One American 
manufacturer exploits a popular 
myth that heavy cars are safer 
cars. Nothing could be much far- 
ther from the truth, and this isn’t 
difficult to prove. 

It is apparent that European 
manufacturers view quality con- 
trol seriously. Their customers 
demand this. We don’t; our auto- 
mobiles are profound in manufac- 
turing flaws, but we don’t seem 
to object, generally speaking. I 
object, however. My 1955 auto- 
mobile needs a lot of new parts 
and service after 13,000 miles. It 
needs new upholstery, new muf- 
flers, some new parts in its front 
suspension. The heater needs re- 
pairing, so does the radio, the 
doors and many other items. And 
I followed the maintenance book. 

Indeed, gentlemen, Detroit’s ca- 
pable, but when we, their cus- 
tomers, want engineering instead 
of sloppy plush, then, maybe we’ll 
get engineering. Meanwhile, I’ve 
got my eye on two or three in- 
teresting British cars and a Ger- 
man car. 

Sruart P. SwIcKARD, 
Alexandria, Va. 


Adman's Wife Airs Her 
Disapproval of a Folder 


To the Editor: My husband is in 
the advertising agency business, 
which prompts me to send this let- 
ter to you—provided your letter 
columns are open to “outsiders.” 
(Oh, yes, I get a gander at your 
publication on those occasions 
when my spouse thinks I “ought” 
to be interested in a certain article 
or two.) 

The attached is what you fel- 
lows call an envelope stuffer, I 
presume. It came recently with my 
regular statement from Gimbel’s 
Department Store. When I learned, 
through my husband, the usual 


production and distribution pro- 
cedure for such pieces, I realized, 
of course, that the store distribut- 
ing such folders is not responsible 
for creating them. 

My point is then: Just how dare 
the BVD people justify such cheap, 
suggestive taste in the illustration 


tions on the ‘professional level.’ a 
He agreed. So here I am. 
So here it is. Do you agree? or| 


Although we 
Compton longer 
agency, we are 
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have retained|acute indigestion! |that they could be using more ad- 
than any other] TOCCO is my personal pride |vantageously in the promotion of 
leased also that| and joy. I worked there as adver-|new business and developing good 


would you rather let the wives of | we have been ab! to maintain long | tising manager until 1948 and have idea material in these tight times. 


other admen express their own 
feelings on the matter? Frankly, I 
wouldn’t be too happy were my 
husband responsible for producing 
such trashy “creative” advertising 
as this BVD folder. 
F. KASHINS, 
New York. 
e e * 


P&G-Compton Is Candidate 
in Long-Run Relationship 


To the Editor: “Uni Ace is an article headed, “Cleve-| President, Carr Liggett Ad- 
Pe celeron Re: mca ~ ie neni Po tf Ad Awarcs Swept by Local | vertising, Cleveland. 


the Advertiser” column appearing | 
in your May 14 issue, Lioyd S.}| 


Howard asked what account has|¥nder “Inquiry Advertising” you Thinks Agencies Do Good Job 
been with what agency for the credit Palm & F.tterson as being 9m Small Commissions 
greatest length of time. We would | the agency for tne TOCCO Divi-| 


like to suggest the Procter & Gam- | 
ble-Compton Advertising relation- 
ship, which has existed since 1922. 
The agency was named Blackman 
when first retained by Procter & 
Gamble, but several years later 
was incorporated as Compton Ad- 
vertising. 


and continuous 
ments with pract 
cy ever retained 


Public Relatio 

Procter & Gam 
nati. 

* 

Tocco Is Wilso: 

To the Editor 

the June 11 isst 


Agencies.” Down 


sion of the Ohi 
This may seem 
mistake to you, 

catastrophic im} 
our girls are havi 


vice-president has 
a severe headache, and even as I|commission, and are being forced | 


write you I am 


Max CHAMBERS, 


king arrange- personally handled the account| 
Publisher, Vegetable Growers 


ally every agen-| from this agency for the last eight | 


y us. |years. Incidentally, it has won| Messenger, Preston, Md. 
> — ‘over 20 awards during that period, | e ° e 
epartment, including several firsts in ABP | ; 
ec Co., Cincin- | campetiiiens. | Looking for a Gold Mine 


| All of us at Carr Liggett Adver-| Between the Ears’ 
° tising will feel better when a re-| To the Editor: Could your read- 
ers give me a hand? 


's |traction appears on Page 1 in 48- 
I’m writing a book tentatively 


On Page 95 of| point type! 
of ADVERTISING | titled: “How to Use Your Imag- 
jination in Selling.” 


I need many specific examples 
‘of how your readers have used 
|the “gold mine between their ears” 
'—their imaginations—to sell an 
To the Editor: For some time I /|idea, service, product, or client. 
Crankshaft Co.|have been an interested observer| Perhaps, if you run this letter in 
an insignificant | jn the agency commission discus-|your “Letters” column, we can 
jut to us it is of |stons and sometimes wonder why /|spark some hidden brain power. 
wrtance. Four of |and how it all got started. | Letters can be adressed to me at 
ng hysterics, one| It seems to me that agencies do| 1115 Old Elm Lane, Glencoe, Ill. 


; gone home with |an excellent job for their small} Thank you for your help. 
Waitt N. SCHULTZ, 
Glencoe, III. 


JoHN F. WILSON, 


in the fine print | e e e 


suffering from |to waste a tremendous lot of time 


91.8% 


of all families 


who read 


The Detroit Times 


everyday 


live 


in the 


Detroit Retail 
Trading Area— i 


—a compact 


CONCENTRATED 
group of 


Detroit Times readers 
—right where you 


want to sell 


what 


shown on the folder? What’s the 
object in a gal (fully clothed) 
walking arm-in-arm with two (not) 
one, mind you, but two!) near-| 
naked men? Or is it my evil mind) 
at work? 

When I expressed this revulsion | 
to my husband he very calmly 
said: “Well, I don’t exactly blame | 
you. If you feel so strongly about 
it, why don’t you tell it to Gim-| 
bel’s or the BVD Co.?” To which I 
replied: “This is not a question of | 
a particular piece of advertising. | 
Suppose I do convince the BVD. 
Co. how stupid I think they are. | 
What would that solve? Better| 
still, I think I'll write to one of 
your trade publications like Ap-| 
VERTISING AGE, and air my reac-' 


you have to sell. 


IN THE HEART OF 
THE MICHIGAN MARKET 
( Detroit Retail Trading Area) 


Detroit Times Readers Spend 
TWO BILLION DOLLARS 
ANNUALLY In Retail 
Purchases. 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE INC. 


Offices In 15 Principal Cities 
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INSIDE ViEW—J. J. Newberry Co.’s costume jewelry display is placed 
area near the main entrance. The sport shop, on the lower sales floor 


‘| Can Sell Anything’... 


, Sells such items 


Newberry Redoes Erstwhile 5&10s; 
Decks Counters with Brand Goods 


Variety Chain Upgrades 
Customers, Merchandise: 
Goldfish 20¢; Parrot $150 
By Lawrence Bernard 
PROVIDENCE, June 20—The boys 


from Madison Ave.—frequently 
devotees of the avant garde—lan- 


guish in a cultural lag when it) 


comes to recognizing the transfor- 
mation that is occurring in the 
variety store business. 

In the opinion of J. J. Newberry 
Co., a 45-year-old variety chain, 
whose 476 stores in 45 states last 
year did more than $190,000,000 
(making it fifth largest in the 
country), there’s a ripe plum wait- 
ing to be plucked by astute adver- 
tising men who recognize the va- 
riety chain potentialities and so 
advise their clients. 

Strolling along the aisles of the 
recently remodeled and expanded 
outlet in Rhode Island’s largest 
city, with an ADVERTISING AGE 
reporter at his side, Robert W. 
Conley, merchandise manager of 
Newberry’s Manhattan division, 
commented: 

“No one believes. the type of a 
business we're in until they see it 
with their own eyes. We want to 
handle more brand name merchan- 
dise. We try to promote a brand 
name wherever possible, but we 
still have a long way to go. 


s “We feel that we’re no longer 
a variety store, but a variety de- 
partment store,” he said. “We have 
taken the modern department store 
into the very small town [refer- 
ring to locations other than Prov- 


|he said. 

| There are many reasons why, by 
and large, national advertisers 
have taken little interest in or re- 
fuse to sell to variety stores, ex- 
jeept for certain traditional items 
\like dentifrices. This has repre- 
‘sented a degree of relaxation of 
|the tradition that has kept most 
advertisers out of the “five-and- 
| dime” entirely. Some of the rea- 
|sons: 


e A feeling that selling to variety 
stores leads to cheapening of the 
advertiser’s product. 


e A concept of the variety store 
as being limited to five-and-dime 
housewares and notions. 


e A belief that the five-and-dime 
| appeals only to the lowest income 
| groups. 

le A fear that variety stores be- 
come price-cutters. 

| The Newberry operation in 
Providence, typical of the com- 
| pany’s post World War II “mar- 
keting revolution,” is an obvious 
rebuttal to the above. Putting its 

| argument into words, the company 


| declares: 
- It can supply the advertiser 


with immediate, virtually nation- 
| wide, distribution—without his re- 
|sorting to a sales force. 


e It offers him the weekly store 
traffic of 20,000,000 customers. 


e It will sell his product through 
jtrained sales personnel, some- 
|thing unheard of in the five-and- 
|dime until recent years. 

|e It no longer appeals solely to 
| people in low-income categories. 
Originally opened in 1934, New- 


in a high-traffic 


| Property and include 6,246’ of 
counter space, an increase of some 
|50%. There are only two other 
|stores on the block, and they of- 
|fer a striking contrast: One is a 
traditional Kresge operation; the 


worth store which closed its doors 
last December. 

Inside Newberry’s, the scene is 
dazzling to one unaware of the 
transformation this chain is under- 
going and the breaks it is making 
with oldtime buying and selling. 

On the main floor, in a high- 
traffic area, are Speidel watch- 
bands selling for $16.50—and a 
watch counter offering a $195 Lord 
Elgin wristwatch. Nearby is a 
tightly stacked cosmetics counter 
stocked with names like My Sin, 
Arpege and White Shoulders and 
staffed by a sales girl who knows 
more about upcoming deals in the 
cosmetics business than the store’s 
top executives. 


s “I can sell anything. If I can’t 
sell it, ’'ll learn more about it so I 
can,” she commented. 

Near one of the store’s five new 
escalators is a recently expanded 
camera department, manned by a 
veteran of the photography busi- 
ness. Photofinishing sales have 
gone up 400% since the store re- 
opened in March. On sale behind 
the counter may be found a 
$139.50 Retina IIC camera, a $69.50 
Polaroid, $152 Revere 8 mm. mo- 
tion picture projector and New- 
berry’s New Pan Film (actually a 
Gevaert product, but repackaged 
in a Newberry box). 

Most variety stores sell costume 
rings that seldom retail for more 
than $1. Taking advantage of the 
huge jewelry industry in the area, 
Newberry devotes a few feet of 
counter space to rings selling for 
$3.95. They’re going so surprisingly 
well that the store declines to pub- 
lish the actual sales figures. 


@ The greeting card department 


as $10 fishing reels, Louisville Sluggers and Spalding golf clubs. The perfume counter 
includes brands seldom seen in a variety chain store. 


On the “fashion mezzanine,” the|ures report the company now 
sportswear department reportedly ahead of Kress and breathing hard 
has an assortment as large as any/|on the third-place Murphy chain), 
in town. Women’s coats and top-|a company report says: 
|pers sell for $29.50. Best-selling 


second, a large—but empty—Wool- | 


raincoats used to sell for $2-$3. 
Thanks to upgrading and high- 
styling, the best-sellers now are in 
the $10-$15 bracket. 

On the third floor, the old-line 
shoe department, which once went 
in heavy for items like terry-cloth 
slippers and scuffs, piled high on 
a counter, now stocks $5.98 shoes 
neatly placed on special racks (de- 
signed by Newberry’s president, 
John E. Nelson). 


® In the drapery department, Fi- 
berglas curtains at $9.98 are on 
sale. In the bedding department, 
you can buy a General Electric 
electric blanket for $39.95. 

One fabric manufacturer pulled 
two of his patterns out of every 
other store in town and gave them 
to Newberry exclusively. 

On the downstairs sales floor, 
Newberry boasts “the best toy de- 
partment in the state,” an ex- 
panded sports department offering 
$10 fishing reels, Louisville Slug- 
ger bats and Spalding golf clubs. 

Small- appliances include the 
names GE, RCA, Trav-Eler, Sun- 
beam and Hamilton Beach. 

An extensive hardware opera- 
tion offers the usual nails and 
washers. But it also sells power 
mowers at $100 each. 


® In the pet shop (“We sell what- 
ever we can get in pets”) you can 
buy the usual 20¢ goldfish. But 
you also can buy $25 man-eating 
piranha fish, baby alligators, 
chameleons, lizards, $25 bird cages, 
$110 toucans and $150 parrots. 

So it goes, throughout this mar- 
keting upheaval. There’s even a 
recently-installed charge account 
| plan. 

Does it all pay off? 

The charge department reports 
average individual sales of $5 and 


8 “The aim of the management is 
to retain volume on price ranges 
previously carried and to gain ad- 
ditional sales through the display 
of better quality items in a more 
efficient manner, which will in- 
crease the average sales per cus- 
tomer and store. 

“The combined program of larg- 
er stores and higher-grade mer- 
chandise has been reflected in a 
sharp increase of average sales per 
store. The average in 1938 was 
only $103,000 per store. This figure 
increased to nearly $207,000 in 
1945 and to more than $400,000 in 
1955. 

“This trend is expected to con- 
tinue, since the management in- 
tends to enlarge counter footage in 
many present stores by a substan- 
tial margin, probably averaging 
around the 400% increase effected 
in stores already enlarged,” the re- 
port says. 


Centennial Mills Pushes 
‘Predict-A-Game’ 

Centennial Mills, Seattle, is us- 
ing spot announcements during 
televising of local Pacific Coast 
League baseball on KTVW to pro- 
mote its line of packaged products 
and its “Predict-A-Game” con- 
test. 

Viewers send in their predictions 
on the outcome of a specific game 
along with a label from any Cen- 
tennial product. Winners receive 
pocket-size transistor radios. Cole 
& Weber, Seattle, is the agency. 


Joseph Ryerson to Sell 
Reynolds Aluminum 

Joseph T. Ryerson & Son, Chi- 
cago, will sell aluminum produced 
by Reynolds Metals Co., Louis- 
ville, throughout the areas cov- 


idence], and we give the people! 
there an opportunity to buy mer- berry’s Providence store has sur- 
chandise that they never could|vived, with changes, several hur- 
get before. jricanes and a crippling reduction | 

“If those fellows (national ad-|in its frontage imposed by a for- 
vertisers and advertising people) | mer landlord. Its present quar- 
would merely check into the ex-/ters, the product of a 13-month 
periences we’ve had with some of | stem-to-stern overhaul, are on the 
our nationally advertised lines,” site of the old Providence Journal | 


OUTSIDE ViEeWw—Here are Newberry ideas of what a modern five-and- 
ten window ought to look like. The boy’s clothing window includes 


|average monthly bills of $24. Store 
with most cards going at 10¢ a| business has increased 220% from 
piece. Rustcraft is now the main| what it was early in 55, when the 
line, and individual cards sell up| remodeling was just getting under 
to 50¢ each. | way. Total sales are expected to 
The music department  sells| top $4,000,000 this year. 
$4.98 classical albums as well as| Discussing its modernization-up- 
77¢ popular recordings. | grading program (latest sales fig- 


formerly featured a syndicate line, 


a reminder to use Newberry’s charge account. In the camera display 
may be found a $50 slide projector and a $70 Polaroid Land camera. 


ered by its Chicago and Milwaukee 
plants. James B. Carter, formerly 
associated with the Ryerson alu- 
minum department in Boston, has 
been appointed sales manager of 
the new aluminum department in 
Chicago. 


Minnesota NIAA Elects 

Officers elected for 1956-57 of 
the Minnesota chapter of the Na- 
tional Industrial Advertisers Assn. 
are Robert Rydholm, account ex- 
ecutive, Alfred Colle Co., presi- 
dent; George Billings, advertising 


manager, G. H. Tennant Co., vp; 
Charles Brown, secretary-treasur- 
jer, Foulke Agency, secretary-treas- 
urer, and George Decker, president, 
|Keystone Advertising, chapter di- 
rector. 


Cullen Opens Columbus Office 
John W. Cullen Co., advertising 
representative for the Ohio Select 
List, has opened an office in Co- 
j\lumbus at 1474 Grandview Ave. 
|Robert V. Webster, resident man- 
ager, was transferred from the 
Cullen offices in Cincinnati. 


Whitehead Joins Elrick 

Lewis H. Whitehead, formerly a 
sales analyst of Quaker Maid Co., 
has joined the staff of Elrick & 
Lavidge, Chicago marketing plan- 
ning and research organization. 
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Mouton Isn‘t 
Fur, Canadian | 
High Court Rules 


Ortawa, Ont., June 19—The 
sales and advertising pitch of 
Canada’s fur trade may have to 
be readjusted to conform to a deci- | 
sion of the Supreme Court of) 
Canada that a mouton fur coat is 
not, after all, a fur coat. 

The highest court of the land 
made the decision last week in 
granting an appeal by Universal 
Fur Dressers & Dyers Ltd., Toron- 
to, against an exchequer court de- 
cision of March 17, 1954. 

The exchequer court, which han- 
dles all claims against the federal | 
government, said mouton is a fur) 
and therefore subject to a special | 
15% excise tax. It ordered the) 
company to pay $573 in taxes on} 
marketed mouton. | 

Milady—and there are thousands | 
in Canada who swear by their in- | 
expensive but warm and hard-| 
wearing coats, breathed a sigh of | 
relief. After all, a fur coat is a) 
fur coat. 

Until last week. 


® Mr. Justice John Cartright, who | 
wrote the Supreme Court’s judg- 
ment, says that mouton, made from 
the skin of mature sheep, is not 
a fur. Through a finishing and dry- 
ing process, it is made to resemble 
certain types of fur. 

“It does not appear to me to be 
possible to take an article or sub- 
stance which is not fur, and by 
pressing and dyeing it, to produce 
a dressed or dyed fur,” he said. 

“Its appearance may be changed 
so that no one but an expert can 
say that it is not a fur, but its 
substance remains unaltered. 

“In my opinion, the merino sheep 
is a wool-bearing animal and not, 
a fur-bearing animal—and it is 
not and could not be transmuted 
into a fur by the process to which 
it is subjected.” 


® Actually, the excise tax issue) 
no longer has any bearing on the 
case. The government dropped its 
15% tax on fur coats from the 1955 
budget, several months after the 
exchequer court decision, but by 
that time “fur was flying” before 
the Supreme Court. 

But the decision will undoubted- | 
ly affect the trade, according to a 
survey conducted among a number 
of Ottawa dealers. 

“Thousands of women have 
bought mouton because they con- 
sidered it to be a fur coat,” said. 
one. “Now they find their coat} 
dropping to the category of cloth 
coats.” 

Others thought buyers would go | 
right on believing that a mouton | 
was a fur coat. “We have women 
coming in asking for nylon and) 


Dacron furs,” said another dealer. | 


| 
| 
| 
| 
| 


Block Adds Trimfoot Shoes 

Trimfoot Co., Farmington, Mo., 
has appointed Frank Block Asso- 
ciates, St. Louis, to handle adver- 
tising for all its divisions. Block 
was named in January to iniro- 
duce Trimfoot’s new Claire Mc- 
Cardell shoes for infants and chil- 
dren. Now the agency will also 
handle Baby Deer, Walt Disney, 
Bambi, Mickey Mouse and Mous- 
keteer lines of shoes. Gene Rison 
& Associates, St. Louis, formerly 
handled Trimfoot. 


Larsen Co. Names Hatch 

Larsen Co., Green Bay, Wis.,| 
which markets Veg-All, Layer) 
Pak and Fresh-like canned and) 
frozen vegetables, has appointed | 
Thomas E. Hatch its advertising| 
and merchandising manager. Mr. 
Hatch formerly was marketing) 
manager of the Tap-a-Can division 


of Pabst Brewing Co., Milwaukee. 
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Ad Book Out for Fund Drives 
A catalog of newspaper adver- 
tisements for the United Commu- 
nity Campaigns of America has 
been sent to the nation’s 2,000 
Community Chests and United 
Funds for use in their drives next 
fall. The ads cover the major fields 
of service included in local United 
Community campaigns and include 
pictorial and editorial ads, special 
campaign opener ads, humor pan- 
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els and a jingle series. Batten, | Lansdale Adds Six Accounts United Stores Inc., an appliance 
Barton, Durstine Osborn, New Six new accounts have been |store group. All are in Los Angeles. 
York, is the volunicer agency. added by Lansdale Co., Los An- 


geles. They are Market Basket, 34- 
store market chain; Affiliated 
Teacher Organizations of Los An- 
geles; Walker Mfg. Co., maker of 
El Pato food products; Crenshaw- 
Imperial Shopping Center; Amer- 
come an advertisi:g space repre-|ican Concrete Products Co., man- 
| sentative of McGré-Hill Publish-|ufacturer of pre-cast cement 
ing Co. in Atlanta. 'products for swimming pools, and 


Powell Joins McGraw-Hill 
Robert H. Powell Jr. has re- 
\signed as assistint advertising 
manager of the Norfolk & Western 
Railway, effective July 1, to be- 


In Boston, no selling campaign is complete 
without the WBC Station . . . 


wEez{rv 


g 


© She has a crush on 


The lady from Boston is spending an unusual lot of time watching TV 
this summer. For the programs on her favorite station—WBZ-TV-- 
seem better than ever. 

And better they are! We’re stepping up our whole June-July-August 
programming effort on WBZ-TV. We’re spicing up present programs, 
adding new ones, and backing them all up with big, bright promotions. 

Such programming is sure to help you sell more this summer in the 
country’s sixth richest market. Get availabilities and prices. Phone Herb 
Masse, ALgonquin 4-5670, Boston or call A. W. “Bink” Dannenbaum, 
WBC General Sales Manager, MUrray Hill 7-0808, New York. 


WESTINGHOUSE BROADCASTING COMPANY, !NC. 
RADIO TELEVISION 

BOSTON —W8BZ+WBZA BOSTON —W8BZ-TV 

PITTSBURGH — KOKA PITTSBURGH—KDKA-TV 

CLEVELAND — KYW CLEVELAND—KYW-TV 

FORT WAYNE—WOWO SAN FRANCISCO— KPIX 

PORTLAND— KEX 


© : 
ee 
KPIX REPRESENTED BY THE KATZ AGENCY. INC 


ALL OTHER WEC STATIONS REPRESENTED BY PETERS. GRIFFIN. WOODWARD, INC. 
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SET Yo 
UR SIGH 
on the $2,750,000,000 


MILITARY MARKET 


Keep your sights “on target” with Military Electronics. 
Edited specifically for industry and government engi- 
neers, interested in electronic developments and 
products having military significance. October issue 
mails September 20th. Get the facts today. 


PS having 


Plicanc, ” 
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DECORATIVE—The picture here is in four colors on canvas suitable for 


Ae : framing—and is part of the cover of W. L. Mellor Co.’s redesigned 


} 
i 


‘ Cleveland 


20, Ohio package for its outdoor apron-and-cooking-utensil sets. The cover 
x comes in different designs for different assortments. Potts-Woodbury 
Advertising, Kansas City, Mo., is the agency. 


no 


Russell C. Westover, Jr., President of Ray Oil Burner Company, tells the secret of 


“‘How to make hay without sunshine!” 


“Make hay at midnight or in a rainstorm? Sure — why not? 


“Modern farmers have found a way. They cure it a few 
minutes after cutting —in big dehydrating plants! 


“But there's one catch. Profits could disappear in a hurry 
if the fires go out. That's why they use Ray Oil Burners. 


“And that’s why Ray uses Air Express! 


“In addition to his own stock, any Ray dealer in the coun- 
try can draw on our ‘super stockroom’ of 40,000 different 
parts. It’s only a few hours away by Air Express! 

“It has helped build our reputation for fast service. And 
it saves money! !0 lbs. from San Francisco to Portland, 
Ore., costs $3.78 by Air Express. That's $1.37 less than the 
next lowest-priced complete, door-to-door air service.” 


—__ & Air Express on 


GETS THERE FIRST via US. Scheduled Airlines 


CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 


Teach ‘Indispensable’ 
Role of Advertising, 
OAI’s Moore Urges 


San Francisco, June 19—“The 
American teacher is in a unique 
position to interpret advertising 
and America's free enterprise sys- 
tem to our future citizens,”’ Warner 
R. Moore, president of Outdoor 
Advertising Inc., New York, told 
the advertising workshop of San 
Francisco State College here to- 
day. The workshop is sponsored by 
the San Francisco Advertising 
Club. 

Declaring that unfavorable crit- 
icism of advertising must be 
countered by public appreciation 
of its indispensable role in help- 
ing to provide a constantly rising 
standard of living for all Ameri- 
cans, Mr. Moore warned that neg- 
lect of this responsibility would 
make people “easy prey to the ar- 
guments of those whose strategy 
for the destruction of freedom be- 
gins with an assault on advertis- 
ing.” 

Mr. Moore pointed out that it is 
“characteristic of Americans to 
want something better.” Advertis- 
ing, he said, “stimulates this de- 
sire for something better and thus 
helps to keep our economy healthy 
and progressive.” 


# Because the American economy 
is one of abundance, in which one- 
third of our consumption is op- 
tional, he said, America is “abso- 
lutely dependent on advertising to 
keep expanding production moving 
from manufacturer to consumer.” 

He also said that American busi- 
ness, through advertising, contrib- 
uted $125,000,000 in 1955 in sup- 
port of worthy public service 
campaigns conducted by the Ad- 
vertising Council. 


IRHA Hardware Week Results 
in 9.2% Sales Increase 

Hardware Week, sponsored by 
Independent Retail Hardwaremen 
of America, chalked up a 9.2% 
sales increase during the “week,” 
April 12-21, according to the Na- 
tional Retail Hardware Assn. The 
9.2% increase is compared to the 
same selling period in 1955. 

IRHA Hardware Week was 
kicked off with a 34-page special 
section in the April 14 issue of 
The Saturday Evening Post. Local 
level advertising and merchandis- 
ing was used by IRHA members. 
IRHA plans another promotion— 
Family Gift Center—for the 
Christmas season. 


Wilson Joins F. W. Dodge 

H. P. Wilson, formerly in the ad- 
vertising department of U. S. Rub- 
ber Co., has been named assistant 
director of advertising of the Con- 
struction News division of F, W. 
Dodge Corp., New York. ~ 
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' Too Many Business Ward's Publishes 18th Cincinnati Milling Elects VP _|elected a vp of Cincinnati Milling 
Y < ‘Automotive Yearbook’ Charles M. Reesey, advertising|& Grinding Machines Inc., sales 
Papers; Readership Ward’s Reports, 560 W.. Lafay- manager of Cincinnati Milling|subsidiary of Cincinnati Milling 
7 ette Blvd., Detroit, has published Machine Co. since 1934, has been | Machine. 
Dips, Survey Shows its 18th “Automotive Yearbook,” 
{ , hich emphasizes the expansion of 
li Curcaco, June 19—Many indus- |” : : 
ii trial advertising executives are re- a industry in the past ten 
ceiving more business publications : ; 
| today than ever before, and yet BR jd red «oe " — ro i 9,014 
th i i heel 
Beng “recto spending more time ‘© most 5,000,000 ears have. been es an 
| | according to C. E. St. Thomas, ad-_| DUilt- In the 42 years from 1900 to WILL SERIOUSLY CONSIDER 
ig vertising and sales promotion 1941, a total of 73,000,000 cars YOUR PRODUCT 


iW manager of the Carboloy depart- a oo pron. A volume 

{ ment of General Electric Co. pore pag: ok aumntion 
Mr. St. i . 

H t. Thomas backed up this charts of cars by body styles, en- 

{ 


if they read about it in the magazine they 


really study . . . REFRIGERATING EN- 


GINEERING. 


Published by Members of The American Society of 
Refrigerating Engineers, 234 Fifth Avenue, 
New York 1, N. Y. 


"REFRIGERATING 
‘ENGINEERING 


ine Cr Claret Cihenge wit dots | eine type, makes, and a directory SM. COMER, vp @ 4 general man- 
from a survey conducted by his of equipment and accessory sup- ager of Clark & ‘obertz, Detroit, 
company. The survey was a sam- pliers. has been elected exec vp of the 
4 pling of 1,000 mailings with a 25% } agency. 
return. The four questions that|Morris Joins VCA Labs 
were asked and the answers were: | Carson J. Morris, formerly fro-| director 
} (1) Do you receive more busi-|zen foods manager of Geo. A.|Laboratories division of 
| ness publications (like Steel, Iron| Hormel & Co., has been appointed | Drug Co. 
Age, American Machinist, Indus- 
trial Consultant, etc.) now than 
you did three years ago? A total 
of 191, or 81%, answered yes; 44 
4j said no. 
I (2) Do you recall asking that 
| any new publications you now re- 
ceive be sent tc you? A total of 
111 respondents replied yes; 119 
4 no. 
i (3) How much time per month 
do you estimate you spend reading 
business publications? Nearly 80% 
reported they spend three hours or 
| more monthly reading business 
publications. 

(4) Is this more time than you 
recall having spent reading busi- 
ness publications a year ago? A 
total of 52% answered yes; 48% 
no. 


of marketing of VCA 
Rexall | 


BD ucnt roucn 
WE) GLASS MASTERS 
&) TEASER 


f NO BODY 


s “The important points that come 
from this survey,” Mr. St. Thomas; ° 
said, “are (1) that people today 
are receiving more business pub- 
lications than they have in the 
past; (2) that many of these addi- 
tional books are being circulated 

to people who have not requested | 
them, and (3) that the people who 
read business publications are not 
spending additional time reading 
new bocks—they are merely 
spreading their time across a 
greater number of books.” 

Mr. St. Thomas continued: “As 
an advertising man, the last of 
these three rather simple findings 
bothers me. If I buy space in your 
publications, I want my customer 
to have at least an even chance of 
seeing my ad. - 

“Whether he reads the ad is 
pretty much the responsibility of 
myself and my agency. I’m not 
overly concerned about this prob- 
lem because it is one which is 
more or less under our own con- 
trol.” 

An examination of many of the 
business publications reaching his 
customers, Mr. St. Thomas said, 
revealed that many of the books 
are “just plain junk.” “They lack 
anything even closely resembling | 
editorial quality; they offer this | 
custemer of mine nothing. They | 
are the result of a scissors and/| 
paste pot operation by a so-called | 
editorial staff,” he said. | 


Goebel Merges with McCarty 
McCarty Co., Los Angeles, has | 
opened its seventh office through | 
a merger with Goebel Co., Phoe-| 
nix. The Arizona office will be) 
r known as McCarty Co. Advertising | 
of Arizona. Local management) 
and operation for the Phoenix| 
agency will remain unchanged, 
with Richard E. Goebel as presi- 
dent and general manager. ot 
| 


@ ADOPTING an enthusiastic yet properly restrained 
theme, “Corning can do almost anything with glass,” Corn- 
ing Glass Works proceeds to prove it in this distinctive 
new campaign. Designed to demonstrate Corning’s skill 
and imagination, rather than individual products. Spreads 
combine rich, color photography, brisk copy. Ads run in 
Fortune, U. S. News & World Report and The New Yorker. 


@ ONE ENTERTAINING idea can be worth a thousand bar 
graphs —even in the statistical world of broadcast media. 
American Broadcasting Company had an impressive story 
to tell about its Disneyland and Mickey Mouse Club hits. 
To match the mood of Disney art, copy featured names of 


six of the Seven Dwarfs. Sneezy was left to remind ad 
RT ot ™® « Mga - “O60 ¥ 
—— 


men that such ABC-TV successes are nothing to sneeze at. 
2 tute *- 3 * 
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© BIG, CURIOUS EYES put real tease into this special 
teaser campaign for Lever Brothers’ new Wisk. What is 
Wisk? TV and radio spots, and newspaper ads answer this 
tantalizing question with the equally tantalizing reply: 
“Wisk—it’s wonderful!” Campaign climaxes with Wisk Day 
at local stores. (Confidentially, Wisk is Lever Brothers’ new 
all-purpose liquid detergent. Coming to your town soon.) 


@ LOOK, MA, no car—only wheels! BBDO Cleveland uses 
this camera technique to make a vital point: “You're only 
as safe as your tires.” New safety slogan and eye-catching 
photos keynote a B. F.Goodrich crusade against bad driving 
and bad tires—and create a campaign that is truly unique. 
Color spreads and TV advertising also urge motorists to 
join the Safe Driver League at B. F. Goodrich retailers. 


are located at 16 N. First Ave. 


‘Documation’ Bows 

Management’s Documation Pre- 
view, a new publication which is 
“automation applied to documenta- | 
tion,” is being published by Docu- | 
mation Inc., Box 558, Woodbury, | 
N.J. The publication reproduces) 
contents pages of forthcoming is- 
sues of foreign as well as domestic 
journals, 


BATTEN, BARTON, DURSTINE & OSBORN, INC. Advertising 


NEW YORK + ATLANTA + BOSTON + BUFFALO + CHICAGO « CLEVELAND « DALLAS « DETROIT +» HOLLYWOOD + LOS ANGELES +» MINNEAPOLIS + PITTSBURGH «+ SAN FRANCISCO - SEATTLE « TORONTO 
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s,* vertising dollar.” 
Photocomposition Is Hot Stuff, Get | ““scrituse' tat mere sis nothing 
really new about the idea behind | 
. P Ad U 4 photocomposition,” Mr. Allen| 
pointed out that machines devel- 
With It, Eastern Press Admen Urged »2ix'es 1 2: mscnines cover. 

Sesasco Lopce, Me., June 19— ic figures,” he said, “I can assure oleracea poe i oh Bg 
Photecomposition is the biggest|you that not only the Quincy After enumerating the benefits 
news in the newspaper industry | Patriot-Ledger, but such papers as of the process such as speed, clean- 
today, Richard D. Allen of the/the St. Petersburg Times, the Mil- er operating conditions ond ability 
Patriot-Ledger, Quincy, Mass., de-| waukee Journal, the South Bend to make the most use of photo- 
clared here yesterday in a talk be-| Tribune, the Washington Post and graphs, Mr. Allen said there are 
fore the New England Newspaper | Times-Herald, and all other news- still problems to be solved. In 
Advertising Executives Assn. papers using photocomposition, are particular, he mentioned difficul- 

The most immediate and most} convinced that it can reduce costs. | tie, jn etching magnesium plates, 
profitable benefits lie ahead in the| “If you're not interested in costs, | ¢no length of time required to de- 
application of photocomposition to let me tell you that techniques velop and dry the photo on film 
the production of advertising, Mr.| which are being developed and and difficulty in getting sharp 
Allen said. perfected in pioneer newspapers | proofs. 

“While I cannot give you specif- will give you better ads, more ra- “As recently as nine days ago,” 
\pidly produced and more salable/ny Ajien said, “a special report 
: than anything you have in hot/to the ANPA mechanical confer- 
SIMPSON-REILLY, LTD. metal. ence in Dallas showed that at least 

bly. ; Re ‘ntatives: 12 newspapers are actively using 
Ae ® “This will apply increasingly to | photocomposition techniques. Two 
the comparatively untouched field| years ago there wasn’t a single Nathan Caputo Barr Brown 
of r.o.p. color work which un-| newspaper. The age of photocom-| coynrtry-styLe—Pictured at the “open house” celebrating the ninth 
|doubtedly must grow to meet the/ Position is arriving,” he said, “and! anniversary of the J. Gerald Brown Advertising Agency, Hemp- 
challenge of color tv for the ad-|I urge you to be ready for it. stead, N. Y., are Joseph Brown, agency president, and three client 
guests from the Oil Heat Institute of Long Island: Ray Nathan, exec 
vp; Patrick F. Caputo, president, and Robert Barr, exec secretary. 


® Gordon E. MacPherson, adver- 
| tising manager of the Daily Eagle, 


Claremont, N. H., in a talk on how | : ; . 
a small newspaper can expand, |—to show the locations of each in| of gas we mark the location of the 


said that the key is to have the| ur circulation area. When corres-| stations with red dots on the back 
advertising department broaden its | ponding about any of these brands’ of our letterhead so that the agen- 


base to get the merchants in the 
different towns within the news- 
paper’s area of operation to ad- 
vertise either individually or on a 
| group basis. 

“In 1955,” Mr. MacPherson said, 
|“our suburban advertising equalled 
30% of our Claremont local ad-| 
vertising. We also go after multiple | 
signatures on our national ads. We | 
have six on our Ford ads, two on 
Willys, four on Studebaker and 
have just received a go-ahead 
from the zone office that will give 
us five signatures on our Chevro- 

let ads. Our Plymouth ads repre- 

ED/ 7 ORIALS sent the contributions of six 
different dealers. We even get oc- 

Busy casional Hudson advertising where 
’ the dealer wants wider coverage 

In Winston-Salem the other day peo- than his nearest weekly can give 
ple were: him. 

Opening a drive for a new $700,- “Several years ago,” Mr. Mac- 


| 


Reprinted from 
the editorial 


page of a ae NY pawl me Pherson said, “we started the idea 
uilding the darndest express-way : | 
“THE STATE” Le ichit Gueugh town, soaring above of — local ads ‘aa ee 
streets and stores; Sc tin es it Bad > erope ate. | 
in ey! ‘ , ometim 0-0 Vv -| 
MaGSENe, at Starting work ona 102-room motel, ing, sometimes not, but in either 
May 19, 1956 id | with restaurant, swimming pool; case it cut the cost per dealer) 
ir | Launching a brand-new menthol, considerably. As a result of this 
bn- | filter-tipped cigarette (Salem); the distributor got more advertis- | 
. Se ill Planning a gigantic celebration of ing of his product and a greater | 
That’s the way itis es | the 500th anniversary of the Moravian participation by his dealers than 
‘ i : : 5- | Church; he would have otherwise. 
gaping tits ia Expanding Salem College with new ; 
Salem. Hustling... ly rear 4 = p> ~Accquammes and in- ® “We now find him doing this on 
ing ... build- creased faculty salaries, a national basis, billing his dealers 
mene Putting finishing touches on Wake for their proportionate share on a 
ing... creating Forest’s new campus; circulation basis. We have been | 
—" h. Opening another house in the Salem enjoying winter-long schedules of | 
eee d | Restoration program — the Tavern Hotpoint with four signatures and | 
market so easy s. | where Washington stayed; Zenith with three signatures. 
: : “Another feature that many of | 
to reach effectively Learning that only 10 other metro- ; . Shen. 
. | politan areas in America had exceeded you might wish to copy,” Mr. Mac- 
through the pages Forsyth in increase in retail trade; Pherson said, “is our fire insur-| 


ance setup. Each time our top-| 


of the Journal 3h And finally, = these -" nce re ® |notch photographer gets a flaming | : 
: fd. | tivities, winning the national award for | 4g] | ¢ire picture for the newsr 
and Sentinel news- having the best chamber of commerce | b preemie Fy . aed é 


automatically begin processing a} 


papers. program among cities in its class. —_| J | 59-inch ad, composed by us, extoll- | 
ing the thought of ample insurance. 
The wg np soon om ae mn One station — WBNS Radio — drops sweet- 
in e sa ws pictur . . . 
on Porgy nots aa = To spending Columbus and Central Ohio right 
tures—each from a different town. in your lap. WBNS delivers the most listeners 


The agency neares‘ the fire gets . .. twice as many as the next biggest station. 
top Sees. Semeemally, if the five The most and also the best. With 20 top Pulse- 


involves commercial property S 
where records might have been rated shows, WBNS puts push behind your 


lost, we toss in an ad from a local sales program. To sell Central Ohio . . . buy 
dealer on Mosler safes. WBNS Radio. 


7 
WINSTON-SALEM’ 


NORTH CAROLINA’S FASTEST GROWING RETAIL SALES MARKET 


_ |@ “We try to solicit in all towns,” 
“= |Mr. MacPherson said. “We sell 
tie-ins on Sealtest ice cream, Mo- CBS FOR CENTRAL OHIO 
bilgas, Esso, and Cities Service on 
_|a basis of no more than one sig- Ask John Blair 
nature per town. We cultivate all 


* Metropolitan Areo 


Sa 
: Signs Dane. 


€ theaters in the Twin State Valley, 
WINSTON-SALEM TWIN CITY y The , a ao COLUMBUS, OHIO 


. -mile stretch al he Con- ; : 
eee JOURNAL and SENTINEL [oem Mmpeeninr tr renee’ 


i™ 


You can’t cover 


without the 2 Billion Dollars to spend. 


peceatene Bove .° MORNING SUNDAY EVENING ~ a ng wy Rampart pen 
3 Rina , _ showing the ons of all gas 
Sentinel RAMEE «to tions—one map for each brand 
ha 
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cy or oil company can see at a |American Cyanamid Promotes |printers and advertising and dis- 


glance that there is more in our 
coverage than merely Claremont. 


® “During fire prevention week,” 
Mr. MacPherson explained, “we so- 
licit all the agencies for a joint ad. 
The same goes for oil dealers dur- 
ing oil progress week. We get more 
Rexall 1¢ sale advertising on a six- 
drug store basis than we would if 
we depended on our nearest phar- 
macy alone. Of course,” he said, 
“this doesn’t come as easily as it 


Calcofiuor White to Trade 

The dyes department of Amer- 
|ican Cyanamid Co. is using trade 
jadvertising and direct mail to 
|promote Calcofluor White fluores- 


j 


|cent dyes to the textile and paper 


| trades. According to the company, 
| these dyes in paper making en- 
hance the effect of the normal tint- 
‘ing blue when added to white 


| . 
coating colors, 


play people are being told the 
| “whiter-than-white” story through 
|direct mail and b&w page ads in 
the major paper trade magazines. | 
Hazard Advertising, New York, is| 
|handling. The textile campaign, | 
handled by Ben Sackheim Co.,! 
New York, is using b&w pages in| 
the textile trade books, augmented | 


al Business Publications’ commit- 


tee on advertising and public re- | 


lations. Committee members in- 
clude Nathaniel Beck, vp, Putman 
Publishing Co.; Richard M. Beeler, 
publisher, Western Feed & Seed; 
T. Richard Gascoigne, president, 
Hayden Publishing Co.; Robert E. 
McKenna, publisher, Butane-Pro- 
pane News, Distribution Age and 


193 


|vp of the Corpus Christi Caller- 


Times. Both newspapers are Texas 
Harte-Hanks newspapers. Edward 
Harte was named president of the 
San Angelo newspaper in 1952 
after serving with the News, Sny- 
der, Tex., for two years. Houston 
Harte Jr. has also been with the 
Snyder News and the Des Moines 
Register & Tribune. 


resulting in a 
“whiter-than-white” paper. In tex-| 


|Hardware World, and Ray Rich- 
ards, vp, Conover-Mast Publica- 
tions, New York. 


by direct mail. 


NBP Names Ad Committee | Today we play with 


tiles, the addition of Calcofluor 


sounds. It takes continual pushing 
on the part of the advertising de- 
partment. 

“We are competing with six low- 
er rate weeklies. We hear argu- 
ments from outlying merchants 


Robert L. Hartford, business | 


Merchandiser Publications, have| 


been appointed chairman and brwig 
chairman, respectively, of Nation- 


whiteners in the dyeing formula|manager, Machine Design, and E. Harte Named President 
imparts a high brilliance to pastel 
shades, which otherwise cannot be 
duplicated, the company maintains. 

Paper manufacturers, packagers, 


named president of the San An-| JAY P, What is your line? 
gelo Standard-Times. He succeeds | 
his brother, Edward, who becomes | 


dolls, stamps, pictures 


° Tomorrow we'll be sell eet { 
|B. Bradford Jr., vp, Variety Store| Houston Harte Jr. has been tds. inaurance policies Atother times we 
reduce fat ones 


put weight on others 


we may be of heip. 


WALK aovertisinc tvPocrapny 


41 E. HUBBARD ST., CHICAGO 11 & MO 4-6134 


about having to buy all our circu- 
lation at the full rate when they 
only need part of it. In such cases 
we counter with a cost-per-inch- 
per-thousand argument. The Daily 
Eagle at 90¢ per inch for 9,000 cir- 
culation is only 10¢ per inch 
per thousand copies while local) 
weeklies may offer only 1,500 cop-| @ 
ies at 50¢ per inch or 33¢ per|§ 
inch per thousand—a charge three 
times as high as ours. In many 
cases we nearly equal or surpass} 
our competitors in circulation in|} 
their own vicinity, but there is| ii 
plenty of advertising left to keep|@ 
them going. | 


“We sometimes wonder about 
the possibilities of a lower rate} 
for fringe advertisers. We have 
been advised against this—mostly 
on the assumption that it would} 
antagonize our in-town advertisers. | 
The unspoken argument seems to 
be that our advertisers haven’t 
heard of any similar situation. 
® “Suburban soliciting is expen- | ’ 
sive in manpower, time and mile- 
age,” Mr. MacPherson admitted. 
“Outside trips are kept to a mini- 
mum and we try to get the mer- 
chants to expect us on a regular | a 
weekly trip. eS 

“To those of you not now thor-| 4 
oughly cultivating the crossroads| @ 
and hamlets we suggest that you 
give it a try,” Mr. MacPherson 
said. “It’s a distinct pleasure to 
drive into town, park the car and 
trot into the ad department with 
an armful of ads.” 


EXECUTIVE OFFICES 


Bart Schwartz Joins with 
Clothing Makers in Promotion 

Bart Schwartz International 
Textiles, New York, and 12 ready- ; 
to-wear manufacturers are joining | 
forces to promote the Italian fab-| 
ric, Bart’s Fiocco, in a 14-page-| i 
campaign in Glamour—seven pages 
in the August issue and seven|@ 
pages in September. The new fab-| Bi 
ric is medium priced, has a cash- 
mere-like finish and is made in 
several weights. 

Participating manufacturers are 
Bobbie Brooks, H & J Block, 
Carole King, Chelsea Sportswear, 
Chestnut Hill Sportswear, Debu- 
togs, Donnybrook, Marlboro, Nat- 
lynn Jr., Nassau Fashions, H.| i 
Schreier Co. and Susan Thomas, | 
all of New York. Sam Chernow 
Advertising, New York, is han-| @ 
dling. z 


Gardner Resigns Ely & Walker |@ 
Gardner Advertising Co., St.|@ 
Louis, has resigned the advertising | § 
account of Ely & Walker, St. Louis 
fabrics manufacturer, converter | 3 
and distributor. Gardner, who has 
had the account since 1947, said 
the move was prompted by the 
purchase of Ely & Walker last year 
by Burlington Industries and the 
“consequent changes in the com- 
pany’s advertising program.” 


ARF Adds Director, Subscriber { 
North Advertising Agency, Chi- 
cago, has become a subscriber to 
the Advertising Research Founda- 
tion, and Vincent R. Bliss, presi- 
dent of Earle Ludgin & Co., Chi- 
cago, has been elected to the board 
of directors of ARF. Mr. Bliss fills 
the unexpired term of the late 
Fergus Mead of Buchen Co. 


SIMONIZ COM PAN® 


2100 Indiana Avenue, 


a. Mr. Arthur Hull Hayes, President 
: CBS Radio 
5 Madison Avenue 
sae York City, New York 


Dear Mr. Hayes: 


heart respect held by 

a Tpility has again been amply 
| Simoniz Company 

excellent - the consu 
the definite 
was beyond our mos 
evidence of the power 
been truly gratifyine- 


increase 
of CBS 


the trade for 
justified i 


Chicag 


Godfrey's sales 


radio and 0 


Sincerely, 
SIMONIZ COMPANY 


Whe 


Charles V. Lipps 


n the case of the 
. The results were 
and our Ivalon sponges felt immediately - 


nse was 
oo eats oe sales in multiple sizes 


t optimistic expectations This dramatic 


f arthur Godfrey has 


Vice President of Marketing 
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Set Auction Sale for KEAR 

The Treasury Department has 
announced that it will auction ra-| 
dio station KEAR, San Francisco, 
June 28, because owner Stephen 
A. Cisler has failed to raise the 
cash to pay overdue tax bills of 
$25,000 (AA, June i!). The tax 
liens are for money Mr. Cisler 
alleged!y held “out of employes’ 
pay checks for withholding taxes 
and social security which was not 
forwarded to the Internal Revenue 
Department. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


| FOUR-FOOTED THESPIANS—Lorraine D’Essen, head of Animal Talent Baron and Lady Wolfschmidt and a couple of Uamas. At right, one 
* | Scouts, New York, poses with some of her performers, including of the noted Russian wolfhounds gets set for a personal appearance. 
| 


CTABUB ROD Bee | Ou | ] =. 
PRESS CLIPPING BUREAU WCRT A ints NBC Spot affiliate, has named NBC spot AV ] T ] S K p B t 
168 Cherch Sircet Pe spend WCKT, Miami. which vill start Sales. New York, ne its national | hima a ent couls ee Ss eas 1es 


| telecasting July 29 as an NBC-TV representative. 


Busy in Plays, Movies, Commercials 
Lorraine D’Essen Says | roles. 


| At home in her four-story brick 
Good Performers Must house on W. 18th St., in New York, 


Be ‘Bums,’ Spoils ‘Em | for example, she has six dogs, four 
cats (two are summer guests), a 


. + e 
First in the West with x-,xo, sue 1» -pusines finer ainma 9 ois wi 
is not going to the dogs; dogs are | >at—and occasionally lambs, rab- 


going to business,” is a pet expres- | bits, leopards and a swan, just de- 


sion of Lorraine D’Essen. pending on what the current as- 
... KRON-TV, San Francisco's 


And she ought to know. As head | signments are for the week. 


of Animal Talent Scouts, she has a} There’re other animals, too, on 
whole houseful of gainfully em-|the D’Essen farm near Summit, 


ployed creatures, plus a file of|N.J-, where the city animals can 
2,800 others. Their business talents | 8° When they're “at liberty. 


run the gamut from advertising| 
and pr, to stage and tv dramatic | ® Busiest performers in the D’Es- 


Pioneer Color Station 


Noli 


; who resist the super-superlative 
and the souped-up claim will appreciate 
the subtle salesmanship-in-print of Miss 


now maintains its leadership 


...with a series of 


hard hitting color Eileen Howard Nolan of Anderson & 

pe Cairns’ versatile copy staff. Noli proves 

clinics where local that good taste and good sales figures can 

‘ be boon companions, in ads that sell 

advertisers can see everything from complex new chemicals 

< to simple blue denims. Her copy for such 

their packages, products A&C clients as Masland Carpets, Enka 

‘ p Rayon and Lurex Metallic Yarn is not 

FIRST IN THE WEST with... and display material only fine advertising but also excellent 
. £ public relations. If you have an advertis- 

NETWORK COLOR PROGRAMS on closed circuit ing problem in Noli’s fields of interest— 
LOCAL LIVE PROGRAMS cosmetics and foods, fashions and furnish- 
color TV. ings—call her at Anderson & Cairns. The 


COLOR FILM PROGRAMS 
COLOR SLIDES 


telephone number is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street «+ New York 22,N.Y. 


| 


Affiliated with the S. F. Chronicle Represented Nationally by 
and the NBC-TV Network on Channel Peters, Griffin, Woodward, Inc. 
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sen menagerie, at present, are 
Baron and Lady Wolfschmidt (and 
their two stand-ins), of Wolf- 
schmidt vodka fame. These Russian 
wolfhounds are the attainment 
of a long-awaited goal for Lor- 
raine. “They are the perfect pro- 
motion,” she says, “the co™plete 


merging of advertising ~ notion 
and publicity—the wa should 
be. Completely ed, not 


treated as separate ; 

So far, Baron a» Wady, besides 
appearing in ads ir all media, have 
made almost 100 personal appear- 
ances all over the country—and 
they have almost 50,000 air miles 
to their credit. Fashion shows, tv 
guest appearances, trade shows, 
charity balls—they take them all 
in their stride. Even a movie, “The 
Eddy Duchin Story.” 

Lorraine trains her animals to 
obey hand signals, and uses French 
commands, in crowds where every- 
body is talking to the dogs at once. 
In fashion shows, they’re trained 
to start walking only when they 
hear the model’s first footstep, and 
they keep walking until these 
footsteps stop. 


® The Wolfschmidts fly first class 
—as extra baggage, behind the 
pilot’s compartment. They’ve taken 
people to luncheon at the Colony 
and have stayed in the finest rooms 
of the finest hotels. Everywhere 
they go a crowd gathers, and the 
dogs love it. - 

“We train all our pets to be 
bums,” Lorraine explains. “They 
make friends with everybody, and 
the more attention they have, the 
more they like it. 

“That’s the secret of our success. 
We could own a dog of every 
breed, if we kept them in kennels. 
But we have found that as soon as 
a dog is kennelized, his character 
changes—for the worse. 

“That’s why we own only a few, 
and keep them with us as part of 
the family.” 

Lorraine, who was raised in 
Massachusetts and Maine, and who 
used to be a fashion model, started 
Animal Talent Scouts back in 1952. 
But actually the business began 
when she received her first dog, a 
Great Dane, as a wedding present. 


8 She trained him so well that he 
was soon “discovered” by tv and 
wound up as part of Jackie 
Gleason’s “Honeymooners” skit, 
among numerous other assign- 
ments. 

Other hard-working members of 
the D’Essen casting agency include | 
Minky, a Siamese who has more | 
hours of tv credit than many a! 
human star, and Jester Catschmidt, | 
a second Siamese, who was “picked | 
up” literally by the Wolfschmidts 
on one of their California visits. 

At first he was a traveling com- 
panion for the dogs, making them | 
feel at home in their wanderings, 
but Jester has proved to be so 
talented that now professional 
commitments often keep him from 
his traveling duties. This summer 
he’s appearing in the Woodard) 
furniture ads, and has just finished | 
an off-Broadway production ” 
“Bell, Book & Candle.” 

Semantha, the goose, is out on 
the farm, resting after her first 
movie, “Friendly Persuasions,” 
starring Gary Cooper and Dorothy 
Maguire. T. S. Eliot, a toy York- | 
shire, besides being a top fashion | 
model, appeared last year in the} 
stage play, “Champagne Complex.” | 
(He played the part of a mop—in 
the second act the mop moved.) 


® Then there’s Llinda the llama, 
who has advertised Revlon lip-| 
stick and Bonamine, a motion! 
sickness pill (“There’s nothing 
worse than llama-lurching sick- 
ness”) put out by Chas. Pfizer & 
Co. Also Victoria, the kangaroo, 
who sells children’s clothes. 
Dunnie, the English sheep dog, 
who was a star overnight in the 
Broadway production of “King of 
Hearts,” has just finished the mov- | 


ie version. , Food Products Co., Nebraska City,, WRCA and WRCA-TV Appoint; NBC vp and general manager of 


Lorraine is prepared for any | Neb., producer of Morton House 
bizarre assignment—from a mos-| packaged foods. Biddle Advertis-| 
quito in February for a medical ing Co., Kansas City, formerly 
saga on tv ($100, imported from handled the account. 

Florida) to a recent inquiry on the 
cost of catching and stuffing a| Crowell-Collier Handles F.4W. | 


whale ($500,000; the customer de-/ Crowell-Collier Publishing Co., 


clined). |New York, will handle newsstand | 


| distribution in the U.S. and Can-' 

Buchanan-Thomas Adds One pre for Farm Quarterly, Writers 

Buchanan-Thomas Advertising| Digest and Writers Year Book, all 

Co., Omaha, has been appointed published by F. & W. Publishers) 
to handle advertising for Otoe, Inc. 


Separate Station Heads the NBC owned stations in New 
Separate station managers have | Y°rk. 
jbeen named for WRCA and 


| WRCA-TV, New York. William N. 
Davidson, formerly assistant gen- GEN po SHir AWARDS 


}eral manager under the combined | 


Admiral” SHEARS says 
operation, has been appointed) Be a genius at ad illustration and 
| 
manager of WRCA- TV. save money too by using the 

Savers 3000 spot Art Handbook 

His counterpart at WRCA is) Monthly awards for the best use 
Arthur Hamilton, formerly man-| of this ides treasure chest! Free 
Brochure to agencies and Nat 


ager of production and business 
affairs for both stations. Both will 
‘report to Thomas B. McFadden, 


Ad Mers. STIVERS STUDIO 
67 MAIN ST. © SAN FRAN aut 


“Quick, the riot squad! ’’ 


@ High costs got you disturbing the peace? If printing 
costs are one cause, here are a few arresting thoughts. 
The cost of paper is over 25 per cent of the average 
printing bill. Consolidated Enamel Printing Papers 
cost less than other enamel papers of equal quality. 


It’s the result of Consolidated pioneering a modern 
papermaking method that eliminates several costly 
manufacturing steps. You save, yet quality remains 
the finest! 


SEE For FREE! Whether it happens to be a catalog, 
broadside or any other quality printed material, 


Consolidated Enamels can save you money, without 
sacrificing quality. And your Consolidated Paper 
Merchant is the only one who offers these savings. 
Contact him today for complete facts and free trial 
sheets to make your own test run, or write us direct. 


ENAMEL PRINTING PAPERS 


production gloss * modern gioss *« flash gloss 
productolith + consolith gloss + consolith opaque 
Consolidated Water Power & Paper Co. © Saies Offices: 135 S. LaSalle Street © Chicago 3, illinois 
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LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


When somebody says of an ac- 
quaintance that they lead a dog’s life, | 
they usually mean the other party | 
has a rough time. But the comparison | 
is no good. Our dog, far from living a 
life of misery and reproach, is so 
much luckier than any human that 
he seéms to us to live in a mutt’s 
paradise. He toils not; he eats at 


whichever of eight dwellings happen 
to be serving the food he wants at | 
the moment; he has the most evenly- 


on yO) at, 


ELEGANCE—Vast reception hall greets visitors to 


Smit’s. Note bank of offices on the 


Showers, Sun Deck 
Are New Facilities of | 
Amsterdam Agency | 


AMSTERDAM, June 20—For ele- 
gance, Madison Ave. offices have 
nothing on the new quarters of 
Smit’s Advertising Agency, in 
Amsterdam. 

The second largest agency in 
the Netherlands, Smit’s recently 
moved to new offices in the Leids- 
plein, a busy square in the heart 
of the city. 

It has rented three floors in the 
KLM building (the airline is one 
of the agency’s accounts). 

Previously, Smit’s had to house 
its departments in separated of- 
fices. Today, with everybody under 


\the top floor). “No more lost days | 


Advertising Age, June 25, 1956 


7 cluding 90 statistical tables show- 
pratt ing how ratings are influenced by 
* -\certain variables. 
| 4| The third volume will contain 
| reproductions of the actual ads 
‘which were studied, with special 
data for each summarizing the 
ratings applicable to individual ad- 
_| vertisements. 


s The study was developed and 
supervised by a committee com- 
posed of Sherwood Dodge, Foote, 
Cone & Belding, chairman; Edward 
Battey, Compton Advertising Inc.; 
G. S. Brady, General Foods; Ray- 
mond A. Robinson, Crowell-Col- 
lier Publishing Co.; John H. 
|Stevens, Curtis Publishing Co., 
land W. H. Wulfeck, William Esty 
Co. 

Field work and tabulations were 
conducted by Alfred Politz Re- 
search Inc. 

According to Mr. Dodge, the 
study is “an important milestone 
in the exploration of readership 
research methods. But the explora- 
tion has really only just begun.” 


Luxaflex (an agency account) blinds. Smit’s elim- 


left enclosed by inated doors “to prevent distractive slamming.” 


ern, tending to the ornate. Plant} 
life abounds. Fixtures are iow- Vol. ] of New ARF 
slung and functional. Sunlight) 


streams in (there are skylights on Study Released; 


because of prison psychosis,” says | Two More Due Soon 


the agency. New York, June 20—Advertis- 
ing Research Foundation has is- 

# Part of the office has been de- | sued Vol. I of the “Printed Adver- 
voted to a shower room and sun /|tising Rating Methods Study” to 
terrace for staffers. | its subscribers. Volumes II and III! 
The agency says: “We havejof the study, biggest ever under-| 
aimed the office to shape the rosy | taken by the foundation, will be! 
future of clients. Success is always /| distributed later this month. : 
the bedrock of success.” The study, says the foundation, | 
Smit’s, only 11 years old, han-|cost more than $100,000 and re-| 
idles many of the Netherlands’| quired special financing by sub-| 
leading advertisers, among them: |scribers. It is based on more than|§ 
Nestle, Henkel, N. V. Philips, Col-| 12,000 interviews made on the May) j 
gate-Palmolive, Hunter Douglas, | 16, 1955 issue of Life. 


Parker Pen and Heineken’s. It is | The first volume contains infor- 


110,000 vital 
DEFENSE BUYERS 


‘| read this bi-month! 
organ of the Arme 


NATIONAL 
REPRESENTATIVE 


temperate place in the house, winter | one roof and a basement available 
and summer. He sleeps when and as | for expansion, every staff member 


oe pa 
ree SRO a Se 


toe om 


much as he likes, and no one tells 
him when to come or go. Many of 
the younger pooches in the neighbor- 
hood resemble him, oddly enough. 
A dog’s life? 

. * * 


The universal food of the Italiano 
is pasta. We know it as spaghetti 
and macaroni, but to the Latin it 
takes many forms. It must be made 
of hard winter wheat if it is to please 
the expert taste. Did you know that 
macaroni must be split by the die | 
that forms the hole, and that you can 
sometimes see the seams on the sides? 
A manufacturer of golden-yellow 
pasta wanted to know where he 
stood in the market, so he employed 
Burgoyne to make a panel study in 
Toledo, Tacoma and Springfield. He 
found a meritorious product wasn’t 
enough of itself—advertising and 
promotion were needed if he was to 
stay in the parade. 


* * * 


Soap know-how is pretty evenly 
distributed throughout the trade, and 
the product of any maker of hand- 
soap is likely to be as good as the 
laws of saponification will permit. So 
sales are largely dependent on pack- 
age, perfume and promotion. If you 
like the wrapper and the smell, and 
hear about the product often enough, 
you're a customer. It’s rough going 
even for the giant operators in this 
highly-competitive field. One of the 
household names in the soap-dodge 
put it up to Burgoyne to check a new 
wrap in Wichita, Louisville and 
Phoenix. So sales continued at a nice, 
even clip, as the customers were un- 
moved by the gaudy new trappings. 
Further plans for that new package 
were dropped. Burgoyne is the lad 
to get you the facts, even if they 
hurt. When you want a straight pitch, 
ask Burgoyne. 


has an average of 189 sq. ft. of 
working floor space. 
The office design is ultra-mod- 


the correspondent agency of J.|mation about the number and| 
Walter Thompson Co. and thus/characteristics of issue readers by| 
services such JWT accounts as|the aided recall and recognition | 
|Kellogg’s, Timken, Burrough’s and | method. Subsequent volumes will | 
| Pond’s. ‘add the reader interest method, in-| 


ZT T | 
a COPP esssociate 


1475 Broadway, New York 36, N. Y. 


35 Ens! Wacker Drive, Chicago }, Il. 


King Cotton Loses 
Crown to Timber 
Industry in South 


New ORLEANS, June 20—Tim- 
ber has succeeded cotton as the 
commercial king of the South, ac- 
cording to a report issued by the 
Blue Book of Southern Progress, 


la publication of Manufacturer’s 


Record, Baltimore. 

The report gives the value of 
timber products in 10 primary 
southern pine producing states— 
Alabama, Arkansas, Florida, Geor- 
gia, Louisiana, Mississippi, North 
and South Carolina, Texas and 
Virginia—as $4.26 billion per year. 

The farm crop output for the 
same states measured in cash re- 
ceipts was $4.15 billion—more than 
$100,000,000 less than the timber 
figure. Even in Mississippi, which 
lies in the heart of the cotton 
country, timber has come up so 
fast that its annual value now is 
virtually on a par with the cash 
receipts from farm crops. 

Members of the Southern Pine 
Assn., who engage in timber op- 
erations, provide $1.85 billion or 
44% of the total cash value of 
southern timber output. The pulp 
and paper industry provides 
$1.68 billion, or 39%. The remain- 
ing 17% is provided by a number 
of smaller industries. 

The production of saw timber 
has increased steadily in the South 
in the past few years. In 1955, the 
output was 8.7 billion board feet,| 
which was 9.3% higher than in) 
1954, and 13.9% more than in 
1953. It has been forecast that 
the South will be called upon to 
furnish a higher proportion of the 
nation’s saw timber in the future.) 


Heiman Gets Terminal City 


Terminal City Inc., a new com- 


pany which will build and operate 
la $33,000,000 truck terminal cen-| 
ter in Chicago, has appointed 
Sheldon M. Heiman Inc., Chicago, 
to handle its advertising and pub- 
lic relations. The campaign, slated 
to begin in February, 1957, will 
use newspapers, trade journals 
‘and business publications. 


FIRST NATIONAL BANK BLDG., CINCINNATI 2, OHIO 


The Blue-Chip Buy in the Bluegrass State” 


Romance and glamor aside, there’s one Kentucky insti- 
tution you can’t afford to miss. It's WAVE-TV, first 
by far, in Kentucky and Southern Indiana television. 


First In CHANNEL— Brilliant Channel 3! 


First In COVERAGE— Effectively serves 173,000 more 
TV families than Louisville’s second station! 


First In PROGRAMMING —The best from NBC and 
ABC, plus topnotch local shows! 


First In ADVERTISING —Carries more local and national 
advertising, year in and year out, than Louis- 
ville’s other TV station! 


First ON THE AlIR—More and better experience, by 
more than a year! 


WAVE-TV 


CHANNEL 3 LOUISVILLE 


FIRST IN KENTUCKY 
Affiliated with NBC 


SPOT SALES 
Exclusive National Representatives 
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S. A. Horvitz, 67, 
‘Lorain Journal’ 
Publisher, Is Dead 


CLEVELAND, June 19—Samuel A. 
Horvitz, 67, Ohio newspaper pub- 
lisher whose anti-trust conviction 
received national attention in 1951, 
died here June 15 of a cerebral 


hemorrhage. 
Mr. Horvitz and his brother, 
Isadore, published the Lorain 


Journal and the Mansfield News 
Journal, both accused of illegal ad- 
vertising practices. Also operators 
of two highway construction com- 
panies, the Horvitz brothers bought 
the two newspapers in 1930. 

In 1949, the Justice Department | 
launched a suit against the Lorain 
Journal, charging it violated the 
Sherman Act by refusing the ad- 


station, WEOL, in nearby Elyria. | 


Cleveland, the Horvitz brothers) 
lost their appeal to the U. S. Su-| 
preme Court in 1951. | 


® The Journal had contended that | 
federal interference in its adver- 
tising policy opened the door to 
governmental and commercial con-| 
trol of its editorial policy, “thus| 
endangering the freedom of the! 
press.” 

The American Newspaper Pub-| 
lishers Assn. entered the case as| 
a “friend of the court,” also as-| 
serting that freedom of the press 
was at stake. ANPA contended 
freedom would be lost through the 
“enforcement of prior restraint” 
on the paper’s policies. 

Mr. Horvitz also contended he 


was committing no Sherman Act} 


violation because his paper was) 
not engaged in interstate com- 


Witnesses also testified that the 
Journal rejected advertising of any 
advertisers who bought space in| 


the rival Lorain Sunday News.| 


| 


|the advertising business to ApvER- 
merce. } 


Tinckham _ Petersen Kilbride 


| TIME OUT—These executives paused for picture-taking 
at the meeting last week of the New England News- 
vertising of Lorain merchants who| Paper Advertising Executives Assn. at Sebasco 
advertised on the competing radio| Point, Me.: Charles A. Tinckham, Kennebec Jour- 
nal, Augusta, Me.; Julius L. Petersen and Gerald A. 
Convicted in federal court in| Kilbride, Press-Herald, Portland, Me.; George W. 


McLaughlin Muskie 


Record-Journal, 
Jr., Journal-Bull 
Croce, Sentinel, 


Iwanicki 


4 


~~» 


Croce 


Davis 


McLaughlin, Gazette, Haverhill, Mass.; Gov. Ed- 
mund S. Muskie of Maine; Charles G. Iwanicki,| 


Meriden, Conn.; Charles J. Davis 
etin, Providence, R.I., and ‘Carl G. 
Waterville, Me. The meeting was 


held at Sebasco Lodge. 


Garth Bentley, 53, 
Seng Co. Ad Head, 
Dies of Heart Attack 


Cuicaco, June 19—Garth A. 
Bentley, for 20 years head of the 
advertising department of Seng 
Co., Chicago maker of hardware 
for furniture, died of a heart at- 
tack Sunday. He was 53 years old. 
Mr. Bentley had just finished help- 
ing set up the Seng display in the 
American Furniture Mart in prep- 


|aration for the International Home 


Furnishing Market held here this 
week. 

For many years, Mr. Bentley 
contributed humorous verse about 


TISING AGE. He was also the author 
of several books on editing em- 
ploye publications and two books 
of verse. 


graduating from high school, he 
enrolled at Lake Forest College, 
Lake Forest, Ill. After two years, 
he transferred to Northwestern 
University, where he majored in 
journalism. 


e After leaving college in 1927, he 
married Helen Dieterle and be- 
came editor of Lightner Publica- 
tions. After this he held positions 
with Montgomery Ward & Co. and 
American Products Co. of Cincin- 
nati. 

In 1936, he joined Seng Co. and 
assumed editorship of the com- 


pany’s four publications, “Seng 
Book,” “Good Fixtures,” “Seng 
Handbook” and “Fellowship 
News.” 


From 1942 to 1946 he served in 
the Army. Two years of this time 
were spent attached to General 
Patton’s staff in Europe, a period 
during which he was seriously 


Germany until he was discharged 
with the rank of captain. 

Mr. Bentley was a past president 
of the Industrial Editors Assn. of 
Chicago and founder and first 
president of the International 
Council of Industrial Editors. He 
was also a member of the Head- 
liner Club. 


EDWARD I. KRAMER 

New YorK, June 19—Edward I. 
Kramer, 74, photoengraving sales- 
man formerly associated with 
Phoenix Engraving Co. and at one 
time a partner in the former ad- 
vertising agency of Kramer & To- 
bias, died June 16 at the U.S. Sol- 
diers Home hospital in Washington. 

Born in New York, Mr. Kramer 
joined the old Frank Presby Co. 
early in the century. In 1908 he 
became production manager. Seven 
years later he and another agency 
man organized their own company. 
After World War I the agency 


Sell to Survive, 
Polk Urges Home 
Furnishings Men 


| (Continued from Page 1) 

|“are very defensive about the sit- 
| uation, proclaiming loudly their 
complete innocence of the horrible 
changes that are happening to their 


former little dream world.” The 
task before the retailer today, Mr. 
Polk said, is to do more ima- 


ginative, more efficient merchan- 
dising. 


8 “T feel it a matter of grave con- 
cern,” he said, “that retailing 
hasn’t yet learned how to keep 
pace, that we are not united in our 
determination to find the new 
methods which will make it easier 
for the customer to buy.” 

The task is particularly difficult, 
he said, because “we cannot auto- 
mate every sale, especially of big 
ticket items in the appliance and 
| furniture business. .. These will al- 
|ways be sold one by one, regard- 
less of the manufacturer’s speed 
of production.” 

As for present trends in the 
home furnishing market, Mr. Polk 
expressed solid confidence in a 
strong sales pick-up, particularly 
in the fall season—an optimistic 
view generally shared by both 
buyers and manufacturers at the 
summer market. 


® Hot, humid weather, cautious 
buying and a flood of divergent 
opinions characterized the mood of 
the market. Most manufacturers 
felt it would wind up ’way below 
the January market (the June 
market traditionally is much small- ” 
er), and many felt buying at this 
market was slower than the sum- 
mer market last year, one of the 
best on record. 


Mr. Bentley was born July 5, | wounded by a land mine. After 
recovery, he was assigned as a 


was dissolved, and Mr. Kramer A drop in retail sales was felt by 


® Government attorneys argued | 1993, in Pittsfield, Ill. He spent 


that freedom of the press was not | 
threatened. The question, they 


his early youth on a farm. Upon! military government officer in 


joined Knapp Engraving Co. as a 
salesman. In 1939 he joined Phoe- 
nix and remained with that con- 


said, was whether the Sherman 
Act is to he.a “charter of freedom” 
for American business. 

A similar suit against Mr. Hor- 
vitz and his Mansfield paper ended 
in a consent decree. The publisher 
agreed to stop boycotting ads from 
advertisers who used WMAN, ra- 
dio station in that city. 


NORMAN BYRON 

New York, June 21—Norman 
Byron, 53, art consultant at Dore- | 
mus & Co. and a former vp and 
senior art director of Benton & 
Bowles, died June 19 of a heart at-| 
tack while rowing a boat in Long 
Island Sound, off Lloyd’s Neck, 
N.Y. 
After graduating from the Pratt 
Institute, Brooklyn, in 1925, Mr. 
Byron worked in advertising art | 
studios and did free lance work. In 
1936 he joined the B&B art depart- | 
ment. He retired four years ago to 
return to free lance work and to) 
act as an art consultant to adver- | 
tisers and agencies. 


Men’s Wear Sales Up 3% 

Sales in men’s wear stores in 
1955 were 3% ahead of sales in 
1954, according to the 27th annual | 
survey also shows a net profit 
tional Assn. of Retail Clothiers & 
Furnishers, Washington. The sur- 
vey is conducted by New York} 
University School of Retailing un- 
der a grant from Men’s Wear. The 
survey also shows a net profit) 
before taxes of 3.4% of net sales | 
last year, compared to 2.9% for) 
the prior year. 


Book Club Names Schwab 

Book-of-the-Month Club has ap- 
pointed Schwab & Beatty Inc., 
New York, to handle the Metro- 
politan Opera Record Club, a new 
division of the company. The agen- 
cy now handles the peatesiaars 
Month Club. 


AGE. 


Case History 


This poem, typical of many contributions that Mr. 
Bentley made to AA and other publications over the years, 
first appeared in the July 19, 1954, issue of ApvVERTISING 


“The dog,” the chairman said, “is Man’s Best Friend, 
And thus deserving of the finest fare. 
Consider what amounts dog-owners spend 
To feed their pets! We have a gold mine there 
For exploitation.” So they drew a Plan. 
They hired some scientists with high degrees 
To testify the contents of each can 
Was filled with vitamins and calories. 


They sent their survey crews from town to town 
To check the maximum potential sale. 
Expensive experts wandered up and down 
And gathered facts and figures by the bale. 

A thousand charts, depicting each result 
In smooth ascending curves and zig-zag lines, 
Were made for top officials to consult 
And read the answers in their proud designs. 


The finest artists sweated at their boards, 
Attention grabbing labels to compose; 

And copywriters worked in endless hordes 

To tell the tale in sales-compelling prose. 

The ad campaign was scheduled nationwide 
In radio, newspapers, magazines; 
Large billboards sprouted through the countryside 

And clever cartoons flooded tv screens. 


Each salesman was supplied with tested spiels 
And promised extra bonuses galore. 
Gay lithographs made point of sale appeals, 
Extolling the new dog food in each store. 
No propaganda trick was overlooked. 
To move the product from the merchant’s bin. 
Executives reviewed the orders booked 
And felt assured the profits would roll in. 


Epilogue 

Unfortunately all of them forgot 
That merchandising skill is not enough, 
And so the net results were not so hot— 
The dogs, it seems, refused to eat the stuff! 


cern until he retired two years ago. 

During the Spanish-American 
War he served with the army in 
Cuba. He was an amateur skater 
and was a familiar figure on the 
Rockefeller Center skating pond 
until he was 70. He was a former 
member of the Advertising Club 
of New York. 


PAUL TEETOR 

Los ANGELES, June 21—Paul 
Teetor, 54, former editor and man- 
ager of Rotarian and onetime man- 
aging editor and ad manager of 
the Northwestern Alumni News, 
died. here June 16. He was with 
Rotarian from 1932 until 1953 
when ‘he moved to Covina, Calif. 
Most recently he had owned an 
interest in a chain of weekly news- 
papers in California. 


SUN BEAMS—Power from the sun 
operates a new portable transistor 
radio marketed by Admiral Corp. 
A Sun Power Pak of 32 silicon cells 
carried with the radio translates 
solar power into juice to run the 

radio. (Story on Page 113.) 


many in April of this year—re- 
ferred to by one manufacturer as 
a “flash recession,” but treated 
much more lightly by most as sim- 
ply a “bad month.” However, .W. O. 
Ollman, general manager of the 
Merchandise Mart, and Lawrence 
H. Whiting, president of the Amer- 
ican Furniture Mart, agreed that 
1956 would wind up a good strong 
year for the industry. Most maiu- 
facturers also are looking for a 
bright total 1956 picture. 


® Very little new or excitingly dif- 
ferent merchandise was shown at 
this market, but what was shown 
was enthusiastically greeted. There 
seems to be, particularly among 
carpet makers, a trend to de-em- 
phasize the summer market 
Another trend, at least a vocal one, 
was to upgrading merchandise—by 
manufacturers, retail buyers and 
consumers. 

Chaotic pricing, high inventor- 
ies, a possible steel strike, need for 
new models every season and a 
number of similar subjects were 
shuttled back and forth among in- 
dustry members, particularly in the 
appliance field. 


Promotes Nylon Party Frocks 
E. I. du Pont de Nemours & Co.’s 
textile fibers department is plan- 
ning an advertising campaign to 
|promote children’s nylon party 
dresses for the holiday selling sea- 
ison. Theme of the campaign is 
“Nylon stays party pretty.” A co- 
lordinated promotion is planned; 
|point of purchase and display ma- 
lterials as well as sales training 
|aids will be made available. 


I. Magnin Moves to Johnstone 
I. Magnin & Co., Seattle and Cal- 
ifornia, has appointed Johnstone 
|Inc., New York, to handle its na- 
ltional advertising. The account 
|was previously handled by J. R. 
|Flanagan Advertising Agency, 


New York. 
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PHOTOGRAPHIC REVIEW & 


Willis Jacobs Frost Tingdale Francis 


ANNIVERSARY PLATTER—Marking his 65th birthday and 37th year as 
head of the Joseph Jacobs Organization, Mr. Jacobs receives a silver 
platter from Clarence Francis, former board chairman of General 
Foods and the man who gave Mr. Jacobs his first order in 1919. En- 
graved with the names of friends in the grocery, drug and liquor 
industries, the platter was presented to Mr. Jacobs by a committee 
which included Paul S. Willis, president, Grocery Manufacturers of 
America; Ben Frost, brand manager, Lord Calvert, and Warren 
Tingdale, assistant to the president, American Home Products. 


tenecntanspnenese 186 ag 


OFFICIAL SHAVER CENTENNIAL BEARD CONTEST 
“i D>» A “Shaved so good hs 
ep Oh | | couldnt stop!” a 


ee) 


Corvin "O'Neill Gamble Romer Gillin 


PARTY—Participants in the San Francisco Chronicle’s Chronicle; Desmond O'Neill, Bryan Houston Inc., 
eighth annual June tour pose with a pretty waitress New York; Scott Romer, Schenley Industries, and 
at Al Williams’ Papagaya Room in San Francisco. Edward C. Gillin, N. W. Ayer, Philadelphia. The 
They are Mel Corvin and Lynn H. Gamble, of the tour brought 25 ad execs to see San Francisco. 


hE 


- 


- 


BRUSHES—Bearded men in Duluth 
put up a poster advertising Rem- 
ington electric shavers. The men, 
who work for General Outdoor 
Advertising, aren’t constitution- 
ally opposed to razors; they’re 
growing beards for Duluth’s 
centennial celebration Aug. 3-12. 


TWO-POINT LANDING—The driver of this car, who wound up nudging 

the umpire signaling “Safe,” turned out to be “safe” himself. Pitts- 

burgh passersby rigged a makeshift scaffolding enabling the driver 
to get out—and walk away uninjured. 


Mers Wold Anderson Armstrong Brady 


GLASS-HOLDING COORDINATION—With glasses ready, Mers, national office of Four A’s; George Wolf, vp, 
these guests pause for a picture at the annual spring Ruthrauff & Ryan; Robert E. Anderson, vp, Batten, 
meeting of the Michigan Council of the American Barton, Durstine & Osborn; Victor Armstrong and 
Assn. of Advertising Agencies. They are Harold B. Barrett Brady, vps, Kenyon & Eckhardt. 


Morrow Swan Dwortzan 


COMPARING NOTES—Ronscon Corp. ad managers from Britain, Canada 

and the U. S. meet at a mid-year sales conference in Miami Beach. 

Shown are A. Noel Morrow, from the British subsidiary; Eleanor L. 

Swan, from Toronto, and Bernard Dwortzan, ad manager of the 

American parent company. Miss Swan is one of four women ad 
managers in Canada. 


BIG WHEEL—This outdoor display for Firestone Tire & are also cutouts, but the ones at the left are real, 
Rubber Co. covers a 94’ frontage and includes a tire live Firestone and General Outdoor Advertising ex- 
cutout 38’ high and 28’ wide. The people at the right ecs. The display is on Firestone property in Akron. 
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..-in Prhniladelphia 


If your ads have an ulcer-producing habit of getting buried in the 
gloomy depths of oversized newspapers, you’ve probably asked 
yourself this question: “What good is huge circulation if so few 
of the readers even see my message?” 


Good question! And the answer would seem to be that “circulation 
alone doesn’t sell merchandise.” As any smart merchandiser knows: 
one reader who sees your ad is worth 101 who don't. 


Before you place another order for newspaper space in Philadel- 
phia, look at all three. The new NEws, as one glance will show you, 
is the bright one .. . a paper that’s bought on the stands because 


Represented by REYNOLDS-FITZGERALD 
New York ¢ Chicago ¢ Detroit * Syracuse « Atlanta 
Los Angeles * San Francisco * Philadelphia 


it’s wanted in the homes. And in our sparkling tabloid pages, your 
ads are seen. We couldn’t bury them if we tried. 

Yes, in the new NEws your ads are seen; and sell . . . in more than 
175,000 responsive, prosperous households. 

If your ads have been getting buried remember that, while our 
circulation is not the biggest, one reader who sees your ad is better 
than 101 who don’t. 

Come out in the open with your advertising. Put a schedule in the 
new NEws. Let people see what you’re selling and you'll see the 
bright difference. 


PHILADELPHIA DAILY 


-- NEWS: 


See the 
bright 
difference! 
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Affiliates, Large and Small, Rally 
‘Round the Nets in Senate Inquiry | 


(Continued from Page 1) 
Elveen Jr., of WNOK, uhf station 
in Columbia, S.C., said, “it is much 
easier to convince him to add $200 
to his budget in order to reach the 
central South Carolina market.” 

John L. Cohan, 


caster and as an advertising agen- 
cy owner. “It would be utter 
chaos,” he told the committee, “if 
all advertising agencies were try- 


ing simultaneously to get nation-| 


wide coverage over individual sta- 
tions. Many advertisers would fail 


to get desired pattern of coverage | 


and would switch to other media. 
There would develop such a sell- 
er’s market for national spot busi- 
ness in the handful of major met- 
ropolitan areas that there would be 
no national advertising dollars left 
for the small station in Salinas.” 


® As the testimony of affiliates 
reached its’ climax this morning, 
Sen. John O. Pastore (D., R.L.), 
who presided throughout the week, 
assured witnesses that he has 
heard nothing against networks 
which convinces him that the time 


. has come to put them under direct 


control of the FCC. 

Chiding the witnesses for the 
“dedication” with which they 
flocked before the committee, he 
said he failed to see why affiliates 
have been so anxious to help net- 
works fight off regulation, in view 
of the fact that the stations have 
been doing nicely under exactly 
the same kind of regulation. 

“It must be love—or maybe it 
is something else,” he commented. 


WSBW-TV, | 
Salinas, Kan., testified as a broad- 


on spot buying, compiled by TVB 
and N. C. Rorabaugh Co., showing 
“where advertisers have complete 
freedom of selection of station and 
market, the great majority of ad- 


. ' 
vertisers and accounts use no more 


than 50 to 75 stations.” 

Among 3,800 national and re- 
gional accounts using spot during 
the first quarter of 1956, less than 
2.5% used more than 50 stations, 
the study showed. Among 813 who 
used more than five stations, only 
4.1% used more than 100 stations; 
7.6% used between 51 and 100, 
and 88.3% used fewer than 50. 

Among the 100 top users of spot 
only 31% used more than 75 sta- 
tions, the survey showed; 25% 
used 50 to 75 and 45% used less 
than 50. 


'® The smaller the market, the 
| more lavish was the praise for net- 
works. Edward Breen, operator of 
KQTV, uhf station in Ft. Dodge, 
Ia., told Sen. Pastore, “Perhaps this 
is the reason for our love of the 
networks. NBC is getting me won- 
|derful programs, making me mon- 
|ey, treating me better than I have 
jany right to expect.” Rex Howell, 
| KREX-TV, Grand Junction, Colo., 
| said no advertiser would be inter- 
lested in a small, interconnected 
| market like his. CBS’ extended 
market plan “is the greatest single 
|factor giving small stations means 
land courage to enter and stay in 
| business,” he said. Edward Lam- 
| bert, KOMO-TV, Columbia, Mo., 
|declared: “The networks should be 
lregarded as altruistic, not mono- 
| polistic.” 


® John Hayes, WTOP-TV, Wash-|® Even the one and two-market 
ington, who led off the string of |metropolitan stations asserted they 
witnesses for CBS affiliates Mon- jare carrying a full load of syndi- 
day, and Frederick MHouwink, | cated film, but there were numer- 
WMAL-TV, Washington, who led /ous protests about the quality of 
off for ABC affiliates Tuesday, | available film. Jack Harris, KPRC, 
both expressed concern that “mat-| Houston, said he has four adver- 
ters have strayed out of context” |tisers sold for next season, but has 
and networks “find themselves on| heard of only one new first-run 
trial.” |film series available for the fall. 
Mr. Hayes said networks came |“Syndicators say they prefer to 
into being “because no advertiser, | make a one time sale to networks,” 
no advertising agency-—no one ex-|he said. 
cept networks—has been able; Several operators, like Harold 
effectively to arrange for a large | F. Gross, WJIM-TV, Lansing, com- 
number of programs to be trans-| plained cost of obtaining and sell- 
mitted daily to a large number of | ing film is so high their operating 


stations throughout the U.S.” 
Without option time, he said, 
network and advertiser planning 
and budgeting would be “most se- 
riously” hampered, strong network 
schedules would erode, AT&T in- 
terconnections would go to other 
users, and network machinery 
would no longer work effectively.” 


® Under questioning by Kenneth) 
Cox, committee counsel, he agreed | 


that WTOP-TV would carry most 
network programs even if the op- 
tion did not exist, but he contended 
he did not see how networks could 
survive unless they could assure 
advertisers that clearances would 
be obtained. 

When Sen. Pastore intervened to 
assert, “the option creates the op- 
portunity for you to sit down and 
talk about it,” the committee coun- 
sel broke in to say that, “without 
an option CBS would still exist as 
an outfit supplying news, public 
service and providing contacts 
with stations in leading cities. Ad- 
vertisers would come to them on 
the basis of these contacts.” 


|eosts would be excessive if they 
were forced to replace portions of 
|their network schedule with local 
programming. 
|@ Ely A. Landau, Telefilm Asso- 
| ciates, joined ABC and NBC affil- 
|iates who have told the committee 
| that tv’s problems would be solved 
\if FCC would open the way for 
more stations in top markets. 
Mr. Landau said the present 
“monopoly” has been “sired, fos- 
tered and perpetuated” by the 
FCC. Shortages of stations in key 
markets prevent formation of 
additional networks, he said, so 
network affiliates like WRCA-TV, 
New York, can charge $2,050 for 
a 20-second spot, while WPIX gets 
only $1,750 for a full hour. 
While a reduction in option time 
would open the way for a few 
more films to get into prime time, 
he said this is not good for tv in 
the long run. 
;}@® Under questioning by Mr. Cox, 
|stations expressed a belief that 
| they owe clearance to the network 
| whenever possible. Robert D. Swe- 


CLASSIC—The illustration of a small boy and girl 
used in these ads is a stock photo—and a popular 
one. Mutual of New York used it in an ad appear- 


Vheir futere ts 


at our higertips 


ing in the June 


en 
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4 Life. Ford Motor Co. used it in 


1952. Benton & Bowles is Mony’s agency; Kenyon & 
Eckhardt prepared the Ford spread. 


effective outlet for the network.” 

While the station operators em- 
phasized that they frequently re- 
fuse to clear for a network pro- 
gram, they said they generally 
“give the network the benefit” if 
they are confronted with a choice 
between two relatively equal pro- 
grams. 


® One of the more dramatic mo- 
ments occurred Tuesday, 


Westinghouse Broadcasting Co., 
testified that “a sound relation- 
ship” exists between networks and 
affiliates. 

His only criticism of existing 
practices was his belief that net- 
works should refrain from pro- 
gramming in station time. 

Committee Counsel Cox ex- 
plored the background of the sale 
of Westinghouse tv properties in 
Philadelphia to NBC. Under ques- 
tioning, Mr. McGannon agreed the 
sale was made only because West- 
inghouse faced the loss of NBC 
affiliation in Philadelphia, and a 
major portion of its $8,500,000 in- 
vestment in the station. 

When Mr. Cox asked, “Would 
wanted to buy was someone 
other than the supplier of your 
network programming?” Mr. Mc- 
Gannon answered, “No.” 


® Despite the long list of wit- 
nesses, the hearing was generally 
relaxed and casual. At one point 
Joe Floyd, KELO-TV, Sioux Falls, 
who is a motion picture operator 


that the film industry anti-trust 
consent decree resulted in fewer 
pictures after film production was 
divorced from production, with the 
result that theater operators have 
been hurt. 

“Wasn't tv the real reason?” Sen. 
Pastore demanded. But Mr. Floyd 
continued to argue that producers 
were less interested in developing 
new talent and ideas. 

“If they would stop using the 
same shop-worn stars perhaps it 
would be better,” he said. 

“Well,” said Sen. Pastore, “tv is 
developing lots of new stars. 
What’s wrong with Kim Novak?” 


s The senator asked most wit- 
nesses whether they felt hampered 
by option time, and without fail 
he was assured stations would be 
happy to give even more time to 
networks. Twice when Committee 
Counsel Cox was questioning wit- 
nesses he intervened to say, “I 
don’t think we should try to con- 
vince this man he has a toothache, 
when he says he feels fine.” 


At one point he drew appluase 
from the telecasters by sitting for- 


® As lead-off witness for ABC af- | zey, WDSU-TV, New Orleans, said,| ward and announcing, “if there is 


filiates, Mr. Houwink observed 
that these affiliates “are the poor 
relations” in the industry, and in 
a position to understand the feel- 
ings of independent stations. He 
added, however, that ABC affili- 
ates do not want outside help. “We 
know the competition can be over- 
taken,” he said. 

ABC affiliates had a breakdown 


“If option time didn’t exist, some 
similar mechanism would have to 
be created.” He expressed amaze-| 
ment that legality of option time) 
and must-buy is being questioned 


“after so many years. 


any broadcaster who feels he is 
being abused by NBC, CBS, or 
ABC, let him come forward now.” 


MOORE, SALANT DEBATE 
BEFORE FCC BAR ASSN. 


when | 
Donald H. McGannon, president of | 


you have sold if the person who) 


as well as a telecaster, complained | 


told the nation’s top tv lawyers to- 
day that “erosion” feared by Frank 
Stanton, CBS president, would 
come “along the soft edges where 
inferior programs yield to good 
programs and where good pro- 
grams yield to superior programs.” 

In a debate with Richard Salant, 
CBS counsel, before the Federal 
Communications Commission Bar| 
Assn., Mr. Moore pointed out that} 
programs like “Studio One,” “U.S. | 
Steel Hour,” “20th Century-Fox | 
Hour” and the new “Playhouse 90” | 
all clear successfully without bene- 
fit of options. 


s “Will Ed Sullivan, ‘Disneyland,’ 
Groucho Marx, ‘the Kraft Theater,’ 
Perry Como, Jackie Gleason, ‘Meet 
the Press,’ ‘I Love Lucy’ or ‘The 
$64,000 Question’ erode?” he asked. 
“Of course not, and no affiliate has 
indicated he would refuse to clear 
any such show. In the unlikely 
event that clearance was lost on 
|}any such program, I can think of 
plenty of stations, even in two-sta- 
tion markets, who would be glad 
to have programs like that erode 
in their direction.” 

Mr. Salant contented himself 
with quotations from statements 
read by network affiliates who ap- 
peared before the Senate com- 
|merce committee earlier this week. 
‘He said Mr. Moore talks about 
stimulating competition. But his 
plan to bar networks from more 
than 75% of the evening time seg- 
ment stifles competition by keep- 
ing networks off the air regardless 
of the quality of what they want to 
| offer. 


® After quoting extensively from 
the statements strongly supporting 
|network service, Mr. Salant closed 
by saying the entire industry 
should be grateful to Mr. Moore 
for raising the issues. 

“He made us go through an 
agonizing self appraisal,” Mr. Sal- 
ant said, “and it has made us 
stronger. It has brought to the in- 
dustry a cohesion and understand- 
ing beyond anything we have ever 
experienced before.” 

Mr. Moore said he is opposed to 
regulation of the networks as utili- 
ties, and that he has no intention 
of destroying them, but that lack 
of outlets in prime time in key 
markets prevented the develop- 
ment of good film programming. 


Noting testimony yesterday by 
Jack Harris of KPRC, Houston, 
that only one new first-run syndi- | 


17-Year-Olds 
Snap Up Shavers; 
Schick Is Happy 


(Continued from Page 1) 


ing, with three objectives,’ Mr. 
Petty stated. “The offer hit all 
three.” 


“Number one, we wanted an ex- 
citing offer that would center the 
attention of the youth market on 
Schick. 

“Number two, 
make parents think of the Schick 
‘25’ as the modern way for a 
young man to shave—and a great 
birthday gift. 

“Number three, we wanted a 
promotion that would give Schick 
dealers a payoff now and in the 
future. Results so far have out- 
stripped our most optimistic esti- 
mates.” 


® The offer was introduced on the 
“Robert Montgomery Show” NBC- 
TV the night of April 17. Young- 
sters had only to present proof of 
their age to receive the free gift. 

“Suddenly thousands of relatives 
and friends were calling families 
with teen-age young men to tell 
them of the Schick offer. Within a 
week our shipping department was 
swamped,” Mr. Petty said enthu- 
siastically. 

“The real payoff came in hun- 
dreds of ‘thank you’ letters from 
grateful youngsters and parents... 
they just naturally became Schick 
‘salesmen.’ As a_ result, Schick 
dealers are benefiting from the 
most resultful kind of local promo- 
tion.” 

By way of example, Mr. Petty 
cited a youngster who wrote that 
he and the librarian at his school 
had put his new Schick “25” on 
display in the library for all 1,900 
boy students to see. 

“In another high school, an in- 
structor actually shaved himself 
before his entire class, using the 
gift shaver his student had re- 
ceived,” Mr. Petty said. 

The Schick people are toying 
with the idea of again offering the 
free birthday-gift razor, but no 
specific plans have been outlined 
by the company. 


Carmine Joins Chrysler 
James H. Carmine, former Phil- 


cated film was offered to him this|CO Corp. president, has joined 
year, he said, “Local advertisers,|Chrysler Corp. as a marketing, 
who sometimes have to compete|™Merchandising and _ advertising 
with national advertisers, are the consultant for all divisions. Mr. 
second-class citizens, compelled to Carmine, who retired as Philco 
offer shopworn re-runs.” |president in April, also is contin- 
|uing as a marketing and merchan- 
|dising consultant for Philco and 
|has announced he plans to perform 
|the same service for other clients. 


Hoe to Sell German Product 
R. Hoe & Co., New York, will 


Brach Pushes Real Chocolate 

E. J. Brach & Sons, for the third 
time this fall, will concentrate its 
advertising program on promoting 
“Brach’s Finest Real Chocolate.” 


W. D. Rogers, WDUB, Lubbock, WASHINGTON, June 21—Richard 
Tex., commented: “We would be a| A. Moore of KTTV, Los Angeles, 


Consumer magazines, trade publi- 
cations and direct mail will be 


/market the product of Maschinen- 


fabrik-Augsburg-Nurnburg A.G., 


‘mighty poor partner if we didn’t) who has led the attack on network 
‘do what we could to provide an option time and must-buy policies, 


used. Arthur Meyerhoff & Co., 


West German printing equipment 
‘Chicago, is the agency. 


|manufacturer. 


. 
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Atomic Power Will Last Minute News Flashes 
Not Revolutionize No Change in Texas Co. Account; C&W Sets Push 


Marketing: Shepherd New York, June 22—The Texas Co., whose $12,000,000 account was 


being pitched for by nine agencies two months ago, stil] has made no 
(Continued from Page 1) preening Cunningham & Walsh, Erwin, Wasey & Co. and Kudner Agen- 
we would sell electric motors, |cy currently share the business. A single agency may get the whole 
switchgear, turbines and other | account. Meanwhile, Cunningham & Walsh has started a $1,000,000 
apparatus.” The chief difference, ;magazine and newspaper drive featuring Texaco Sky Chief gas with 
he said, would be in the need for | Petrox. Eight magazines and 327 dailies will carry the schedule, which 
having qualified atomic engineers} includes four-color pages in Life, Look and The Saturday Evening 


as part of the sales team. 


= Mr. Shepherd, like many others, 
had a prediction: that U.S. elec- | 
trical power requirements 


Post, and units up to 11,000 lines in newspapers. 


Jefferson Life Names Gourfain-Cobb 
INDIANAPOLIS, June 22—Jefferson National Life Insurance Co. has 


will | appointed Gourfain-Cobb & Associates, Chicago, to handle its advertis- 


double in the next decade and wil] | ing. The company, which has agencies in eight central states, plans to 
increase “astronomically” before | USe radio and tv on a local basis for the first time. 


Mahoney Moves Good Humor Corp. to MacManus 
BROOKLYN, June 22—Good Humor Corp. goes to MacManus, John & 


power, even though the “fossil, Adams, New York, from David J. Mahoney Inc., effective Aug. 1. Mr. 
fuels”—gas, oil and coal—might| Mahoney sold his agency business last March to MacManus and moved | 


the century is out. His conclusion | 
was that there is an urgent need | 
for the development of nuclear 


theoretically still handle the de- | 
mand. 


For one thing, he said, “we don’t’ Goodman & Sons Moves to Doyle Dane Bernbach 


New York, June 22—A. Goodman & Sons, Long Island City, maker 
and coal that depletion of these | 0f noodles and kindred products, has appointed Doyle Dane Bernbach 
resources would be tragic.” Anoth-| Inc. as its agency, effective immediately. Al Paul Lefton has had the 


want to run out of fossil fuels. | 
There are so many uses for gas, oil | 


er point was that, as these fuels) 
are depleted, the cost of conven-| 
tional power will be driven up-| 
ward. 

= On the electronics side, Barton. 
Kreuzer, director of product plan- 
ning, Radio Corp. of America, of- 
fered a forecast that the electronics | 


the next ten years, increasing its 


$18.7 billion in 1965. 
Some reflection on how market- 
ing men will be affected by this 


| 


happy new era and the people who | Postal Bill May Get Action; Other Late News 

it came from Dil-| ¢ After a debate on the House floor yesterday (June 21), Rep. John 

McCormack (D., Mass.), under pressure from Rep. Joseph Martin (R., 

| Mass.), agreed to let the postal rate bill come up for debate during the 
“I would like to advance the) week of July 2. However, with Congress rushing toward a mid-July 

argument here that sound manage-| aqjournment, the ultimate disposal of the bill remains in doubt. 


will inhabit 
man M. K. Smith, vp, Opinion Re- 
search Corp., Princeton, N.J. 


ment in the future will devote as 


much time to trying to understand| ¢ Judge Wilbert F. Crowley in criminal court, Chicago, sustained a 
how people respond to product ap-| motion to dismiss a grand jury indictment against two local admen, the 
head of an auto sales agency and a car salesman. Indicted last month 
(AA, May 21) for misleading and deceptive advertising and conspiracy 
does to the technology of produc-| to act to injure public trade were Irving Rocklin, of Rocklin Irving & 
| Associates; Ira Siegal, a copywriter for the agency; Irwin Cole, presi- 

David F. Austin, exec vp—com-_| dent of Cole-Finder Inc., Mercury dealer, and a salesman. The defend- 
mercial, U.S. Steel Corp., argued| ants pleaded the charges were too vague and uncertain to prepare a 


peals—and particularly to the ap- 
peal of new products—as it now 


ing goods,” Mr. Smith said. 


that marketers “must look beyond | 
our own customer to see what his | 
customers are thinking, and what 
they will be thinking . . . nex 
year, in five years, or ten years in 
the future.” 


s On the business side of the AMA 
meeting, Prof. Robert Ferber, as- 
sociate director of the University 
of Illinois’ business and economic 
research bureau, was awarded the 
annual Alpha Kappa Psi award 
for an article “contributing most 
to the advancement of marketing 
science.” His article, “Sales Fore- 


peared in the July, 1955, issue of | 
the association’s magazine, Jour-| 
nal of Marketing. 

The association installed a new 
president, Charles W. Smith, Mc- 
Kinsey & Co., New York. It also 
named a _ new president-elect, 
scheduled to become president in 
1957. He is Dudley Maynard 
Phelps, professor of marketing, 
University of Michigan School of 
business. 


Toni Buys Charm-Kurl 

Charm-Kurl, a product in the 
home permanent wave field, has 
been purchased by Toni Co., a di- 
vision of Gillette Co., Chicago. Toni 
is continuing the Charm-Kur! bus- 
iness, with an “improved home 
wave product,” which now is sell- 
ing in the West Coast area. 


Hicks & Greist Elects Two 
Hicks & Greist, New York, has 
elected Sven Thornblad vp in 
charge of public relations and Dr. 
C. Dorsey Forrest vp in charge of 
marketing and _ research. Mr. 
Thornblad will continue as an 


to Good Humor as president. S. B. Thomas Inc., 
| another former Mahoney account, goes to MacManus on the same date. | pages will start in the June 27 


account for about 18 years. 


Dortsman Is CBS Radio Ad Chief 


New York, June 22—Louis Dorfsman has been named director of 
advertising and sales promotion for CBS Radio. He will continue as 


art director for the radio network. 


5-Months Newspaper Linage Total Is 10.7% Ahead 
New York, June 22—The Bureau of Advertising, ANPA, and Media 
industry also will almost double in| Records today reported that national newspaper linage for the first 
five months of 1956 was 10.7% ahead of the same period last year— 
sales from $9.8 billion last year to| an alltime high. Retail, general (all national linage other than auto- 
| motive) was off 7.6% in May, but managed to stay 6.9% ahead of the 


first five months of ’55. 


proper defense. 


|@ The Fund for the Republic, New York, which authorized John Cog- 
t! ley, executive editor of the Commonweal, to make a study of black- 


listing in the motion picture and 


1954, has released Mr. Cogley’s report. Separate volumes on movies 
and on radio-tv run about 300 pages each. The fund’s board said Mr. 
Cogley does not make indictments or offer recommendations, but seeks 
to supply data to increase the public knowledge and “understanding of 
| the actual situation and its problems.” 


e Alden James has resigned as vp, director of advertising and mem- 
ber of the board of P. Lorillard Co., New York. Mr. James joined the 
company as ad director in 1947 and has been a vp since 1953. He has 


not announced his future plans. No 


e U. E. Gallanos, formerly with the Biow Co., has joined the Joseph 
casting by Sample Surveys,” ap- | Katz Co., New York, as an account executive. 


Long Island City, | 


radio-tv industries in September, 


successor has been named yet. 


‘Client Should Pay 
Agency,’ Ryerson’s 
Evans Writes Little 


(Continued from Page 1) 
to G. D. Crain Jr., president of Ad- 
vertising Publications Inc.; J. A. 
Gerardi, treasurer of McGraw-Hill 
Publishing Co., and H. W. Barclay, 
publisher of Tide. 


= The letter reads: 

“I was very much interested in 
reading your farewell address be- 
fore the Four A’s. 

“You did a very splendid job for 
the 15% commission system—one 
would almost think it was respon- 
sible for the success of our econo- 
my. You indicate that advertisers 
should be happy and, of course, we 
are happy with the over-all mar- 
keting picture and the prosperity 
of our country, but I believe the 
fact remains (regardless of the le- 
gal aspect of the situation) that it 
would be sounder business for the 
advertiser to pay the agency rath- 


agency account supervisor. 


er than for the publisher to pay 


him. 

“We all know that the adver- 
tising agency grew up from the old 
days when a few men secured per- 
mission from a publisher to peddle 
space. Soon some of them also 
were preparing copy as an aid to 
selling space. Now agencies pose 
jas an agent of the manufacturer, 
‘not the publisher, even though 
they are paid by the publisher. 

“I doubt that any great changes 
will be made in the rate of com- 
pensation though it would seem 
normal for the rate paid by in- 
dustrial publications to be higher 
than the rate paid by consumer 
publications because so often about 
the same or more work has to be 
done while the space rate and 
commission are so much lower. 

“I do not particularly like to see 
the government stepping into sit- 
uations like this, but the action 
has cleared the air to some extent 
and I believe it has been helpful, 
even though the basic and most 
important change has not been 
made—that of having the adver- 
tiser directly compensate the ad- 


“f 
a 


wat 
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REGAL—Nehi Corp. is introducing its 


|new vertical-planed Royal Crown 


Cola bottle in the Chicago market. 
A weekly ad schedule of four-color 


Chicago Tribune. Compton Adver- 
tising, New York, is the agency. 


Replacement for 
“"Weekday’ Occupies 
NBC Radio Execs 


New York, June 21—The Na- 
tional Broadcasting Co.’s top spe- 
cialists have been called in to doc- 
tor the network’s daytime radio 
schedule. 

Sylvester L. (Pat) Weaver Jr., 
NBC chairman, and a platoon of 
aides are working on a new lineup 
to replace the Monday-through- 
Friday “Weekday” service. 

The network launched the 
“Weekday” programming last No- 
vember, despite strong objections 
from some affiliates. Some station 
men opposed the general concept 
of using choice daytime hours for 
a flexible, formless assortment of 
entertainment and _ information, 
scheduled in such a way that peo- 
ple would not know what to tune 
in and when. Other affiliates op- 
posed the extension of the “Moni- 
tor”-like participation sales plan 
to weekdays for fear it would cut 
into their national spot business. 


= One of the original objectors to 
“Weekday,” Westinghouse Broad- 
casting Co., which has four sta- 
tions affiliated with NBC Radio, 
has informed the network that its 
stations will stop picking up 
“Weekday” as of next month. 
Westinghouse executives have long 
been convinced that they could 
make more money and do a better 
programming job if their stations 
programmed these hours locally. 

Whether Westinghouse will 
agree to continue carrying an 
NBC daytime feed, now that new 
shows are coming up, remains to be 
seen. 


s Ten sponsors currently are list- 
ed for participations in the 40-hour 
“Weekday” schedule, but it has 
not attracted enough business to 
make it worth while for the net- 
work or the stations. 

On the other hand, “Monitor,” 
the weekend show on_ which 
“Weekday” was based, has done 
well with sponsors. NBC reports 
that this Saturday-Sunday mara- 
thon, which just celebrated its first 
year on the air, has increased the 
network’s weekend business al- 
most 300%. “Monitor” is currently 
billing at the rate of $5,000,000 a 
year gross, it was pointed out. 

Mr. Weaver and the other pro- 
gram planners are not expected 
to reveal NBC’s future daytime 
radio strategy until June 29, when 
the executive committee of the 
NBC Radio affiliates will meet 
with network executives in New 
York. 


Ever Ready Names Vierow 
Warren A. Vierow, formerly ad- 
vertising manager, has been ap- 
pointed director of marketing of 
Ever Ready Label Corp., New 


vertising agency.” 


York. 


q 
me” 


1} Co., 
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“Candy Industry’ 
Buys, Incorporates 
Confectioners Jrnl.’ 


| 

| New Yorxk, June 22—Don Gus- 
| SOW Publications, publisher of 
Cardy Industry and Bottling In- 
dustry, has purchased Confection- 
ers Journal, one of the oldest busi- 
ness papers in the country. 

Confectioners Journal, a month- 
ily established in 1874, will be 
|merged with Candy Industry, a bi- 
| weekly, effective with the first is- 
}sue in August. 

Frederic W. Harvey, president of 
Confectioners Journal Publishing 
Philadelphia, will join the 
Gussow company as associate pub- 
lisher. The Harvey family has pub- 
lished Confectioners Journal since 
1894. 

The new magazine will be pub- 
lished bi-weekly under the name 
Candy Industry & Confectioners 
Journal. Major editorial features 
of both books will be retained. The 
Candy Industry format will be 
used. 

In addition, the magazine will 
publish bi-monthly reprints of sec- 
tions on candy packaging and can- 
dy production equipment. These 
will be printed and bound in the 
Journal format. Mr. Gussow also 
announced the establishment of a 
candy technological laboratory to 
serve readers and advertisers in 
the fields of product development, 
research, standards and sanitation. 


® Candy Industry has been au- 
dited by Business Publications Au- 
dit, while the Journal uses Audit 
Bureau of Circu- 
lations. The com- 
bined publication 
plans to have au- 
dits by both. 

Mr. Gussow 
will serve as edi- 
tor and publisher 
of Candy Indus- 
try & Confection- 
ers Journal. His 
company was 
founded in 1944, 
Starting with 
Candy Industry and following with 
Bottling Industry, another bi- 
weekly, in 1946. 


‘Town Journal’ Adds 
731 Grocery Outlets; 
Total Is Now 6,000 : 


PHILADELPHIA, June 20—Copies 
of the June issue of Town Journal 
are now on sale in 731 Super Valu 
and U-Save food stores in Min- 
nesota, Iowa, Wisconsin, Michi- 
gan, Nortn and South Dakota, 
Montana and Nebraska. The mag- 
azine went on sale in Independent 
Grocers’ Alliance stores a month 
ago, and the over-all combination 
gives Town Journal about 6,000 
food store outlets, most of them in 
non-metropolitan cities. 

With the addition of Super Valu 
outlets, total single copy sales of 
Town Journal are expected to ex- 
ceed 200,000 copies monthly this 
fall, giving advertisers a bonus 
over present 2,000,000 subscrip- 
tion circulation. R. J. Babcock, 
president of Farm Journal Inc., 
said no rate increase is contem- 
plated for the remainder of the 
year. 


Don Gussow 


Tidy Bowl Bows in Syracuse 
Tidy Bowl, a new bowl cleaner 
made by B. T. Babbitt Inc., New 
York, has started distribution in 
the Syracuse, N.Y., marketing area, 
its introductory market, and will 
launch a newspaper campaign some 
time next month. Copy theme 
will promote Tidy Bowl as the 
“first three-way bowl cleaner.” 
The product contains bleach, kills 
germs and has a mint fragrance. It 
retails for about 23¢-25¢. Dancer- 
Fitzgerald-Sample, New York, 


agency for Bab-O, handles Tidy 
Bowl. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum-——two) 30"letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


FE ARERR ON SR INS RA OE IIE tS SS 


HELP WANTED HELP WANTED 


SALES PROMOTIONS-  — Advertising sales promotion and research 


DEALER RELATIONS manager for established national trade 
We are a large national trade association| paper with publishers’ representatives. 
representing building products manufac-! Texas location. Very little travel. Send 
tures. One of our programs, directing | resume, salary expectations, 


availability. 
Box 8453, ADVERTISING AGE 
_ 200 E. Illinois St., Chicago 11, Illinois 


ART EXPERT 
Man who can execute finished promotion 
ads and mailing pieces for newspaper and 
magazine use. ust know production 
methods and follow-through techniques as 
well as do fast art work and layout. Fine 
climate, many benefits, start $425-$500 
month. Detail why you are our man. 
Public Relations Director 
Mercury and News 
San Jose, Calif. 
OUTSTANDING SALESMAN 
Top book offers opening for trade paper 
space salesman with plenty of selling ex- 
perience who is now ready to move up to 
Advertising Manager. Write giving com- 
plete resume. Box 8468, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALES TRAINEE for leading 
business publications for Mid-West area. 
Start immediately. Write complete details. 
Must have sales background. 
Box 8467, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


sales promotion to the dealers of the in- 
dustry, has now grown to the stage where 
a bright young man is needed to help us| 
expand. The man we want has probably | 
been selling a building product to dealers 
for several years and would like to move 
into the promotion side of the business. | 
Knowledge of the construction industry | 
and distribution of building products 
would be most helpful but not essential. 
The man we want must be free to travel, 
conduct dealer meetings, sell ideas, and 
explain local dealer tie-ins with national 
programs. This is am unusual opportunity 
for the right young man to demonstrate 
his talents and advance in responsibility 
and financial reward as he and the pro- 
gram grow big together. Please furnish 
personal background, experience, and sal- 
ary requirements. 
Box 8463, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
Advertising teacher wanted; permanent. 
Company or agency experience essential. 
Chance for graduate work. School of 
Journalism, University of Iowa, Iowa City. 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV. Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116. 


UNUSUAL OPPORTUNITY 
wi 


TH PUBLISEER 
Young publishing company with amazing 
success record looking for man or woman 
desirous of assuming maximum respon- 
sibility. If you can be of some help to us 
immediately, we'll settle for much less 
than the ideal person who would combine 
production know-how, writing ability, 
creativeness, common sense, ability to 
evaluate facts, technical or engineering 
background, and ability to get along with 
people. Salary is definitely open. Location 
is in very pleasant suburb of large mid- 
western city. Write 
x 8464, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Layout artist by eastern advertising agen- 
cy. Pleasant working conditions small 
city near large metropolitan area. Creative 
ideas first consideration. 
Box 8465, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Circulation manager on established trade 
Southwest location. Give complete educa- 
tion, experience background, expected 
paper familiar ABC and BPA procedures. 
salary, when available. 
Box 8455, ADVERTISING AGE 
200 E. Milinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


SALES PROMOTION 
MANAGER 


Creative, copy, layout & idea man. Assist 
Gen. Sales Mgr. in developing marketing 
program for progressive Union County, 
N.J. mfr. selling industry in metalworking 
field. Some travel. Salary open commen- 
surate with exp. & ability 
Box 8466, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


Copy-Contact Men 


Detroit national advertising 
agency has openings for four 
copy-contact men capable of be- 
coming account executives and 
with experience in one of the fol- 
lowing fields: 


1. Food or supermarket. 
2. Light metals. 


TRADE MAGAZINE 
in Chicago needs alert, personable young 
man, capable of assisting in all phases of 
publication. Excellent opportunity to ad- 
vance to key position. 
Box 8688, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lilinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-440 
Bankers Bidg. Chicago 3 
ADVERTISING MANAGER 
Leading Agricultural Business Publicatior 
has opening for space salesman with 
agricultural selling experience. Give com- 
plete resume first letter. 
Box 8469, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
IF YOU THINK ALL THE GOOD STUFF 
IS DONE IN BIG CITIES, DON’T 
BOTHER TO READ THIS. 
But, if you have a creative thumb that’s 
green and want to plant it in a garden 
that’s fertile, with an agency that doffs 
its creative hat to no one—read on, Mr. 
All Around Artist. If you're 32 or under 
and can carry the art from layout to 
comp. to finish on a wide variety of ac- 
counts, this is your chance to step aheac 
of the crowd and build a bright future as 
our Art Director. We're looking for wide 
awake creative thinking—will pay com- 
mensurate with your ability, and count 
you in on our profit sharing plan. Agency 
has a record of sound, steady growth and 
we'll open the door all the way to the 
right man. You'll work hard and long— 
maybe you'll even earn your ulcer—but 
you'll enjoy every minute of it in this 
beautiful city of 55,000. This position will 
be filled pronto—so if you're the man cal) 
now, or write giving full resume. 
Jefferson Advertising Agency Inc. 
316 Exchange Building 
La Crosse, Wisconsin 


ADVERTISING SALES 
Major Consumer Magazine 
Staff promotion provides open- 
ing with a leading consumer mag- 
azine for experienced advertising 
salesman to cover Ohio and west- 
ern Pennsylvania territory with 
residence and office in Cleveland. 
Salary and commission plan as- 
sure immediate five-figure earn- 
ings plus expenses for aggressive, 
enthusiastic and imaginative man 
preferably under 40. Interview 
arranged in Cleveland, New York 
or Chicago. Write or wire for 
appointment. 
Box 125 Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


3. Agricultural. 
4. Chemical. 


This is an opportunity to work on 
established nationally recognized 
accounts with a growing agency. 
Write for appointment giving 
complete outline of past experi- 
ence and salary requirements. Our 


BUILDS SALES THRU SERVICE! 
Director of sales promotion for na- 
tionally advertised product seeks 
permanent position as ad manager, 
assistant, or copy-contact man in 
CHICAGO AREA. Creative copy- 
writer with plenty of DRIVE. 
ears experience in direct mail, 
rochures, circulars, space ads, radio 
news releases. Directs and 


employees know of this ad. 


Box 115, Advertising Age 
200 E. Illinois St. Chicago 11, Ill. 


| 
| spots, 
| 


buys artwork and printing, type, etc. 

Plans entire ey follows thru 

— inception to completion. Call 
m in! 


Box 122 Advertising Age 


200 E. Illinois St., Chicago 11, Il. 


know about this ad.) 
Box 121 


PRODUCT ADVERTISING MANAGER 
FOR NATIONAL FOOD COMPANY 


Large national advertiser (Chicago) is seeking exceptional 
young man (25-38) who can do an outstanding job of adver- 
tising and promoting one of the company’s food lines. 
Successful candidate must be creative, dynamic, and well 
rounded. Some writing ability required. 

Give full information concerning your experience, education, 
and salary desired. But above all .. . SELL YOURSELF to 
us. Convince us you're the man for the job. (Our employees 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


480 Lexington Ave., New York 17, N.Y 
FARM COPYWRITER 


Young, experienced farm copywriter 


wants opportunity -with growing agricul- | 


tural agency. Prefer Midwest 
Box 8471, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 
Public Relations writer. PR, newspaper, 
radio, television ex ience. Journalism 
graduate. Married, vet@-an, 31. 
Box 8473, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING MARKET RESEARCHER 
Drugs, Toiletries, cosmetics known best 
3 yrs. agency exp. MBA, Age 27, $6,000. 
Box 8472, ADVERTISING AGE 
480 Lexington Ave., New York, 17, N.Y. 
NEED aNd Rout 


THAT'LL ROCK AND ROLL/ BOYS? 
Psychologically sound, idem-fres copy ap- 
proaches to 8-to-16 ages. 5 years experi- 
ence—ads, direct mail, roughs, contests 


Young woman wants to free lance, Chi- | 


cago area or by mail 
Box 8481, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois _ 


EXPERIENCED AD MAN, contact, copy, 
space buyer, research director, production 
manager. 10 years experience all up the 
ladder. Ran branch office for agency com- 
plete. Looking for broader horizons. Few 
men in early thirties have had my exten- 
sive experience in all phases. Make su- 
perb ad manager, excellent agency man. 
Box 8459, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLIC RELATIONS 
COMMUNITY RELATIONS 
Young man, four years experience in 
broad public relations programs. Demon- 
strated ability to organize groups and in- 
dividuals for concerted action in general 
and specific programs. Experienced in 
newsletters, publicity and fund raising ma- 
terial, press releases. Master's Degree in 

Sociology. Willing to relocate 
Box 8479, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
AD MANAGER-CONSUMER PRODUCTS 
Young Acct. Ex. in 4A agency on multi- 
million dollar grocery acct. wants to re- 
locate as Adv. Mgr. with more direct mar- 
keting responsibility. 10 yrs. exp. food 
mfgr., mail order, agency. Married, MBA 
marketing, creative with drive. 
Box 8476, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


NOTICE 


Due to the Fourth of 
July Holiday, the 
deadline for all 
classified and display 
ads for the July 9th 
issue will be Noon, 
Tuesday July 3, 1956. 


COMMERCIAL ARTIST 
Medium-sized mail-order com- 
pany in Wisconsin lake city of 
40,000 needs an all-around artist 
to join staff to help design 
Christmas Cards, do compre- 
hensive and finished Greeting 
Card art work (mostly line 
color separation work), help 
with catalog layout, illustration 
and key lines. Very interesting 
variety of work. Tell us experi- 
ence, salary expected and send 
samples of work to: Advertis- 
ing Manager. 

Miles Kimball Company 
shkosh, Wisconsin 


POSITIONS WANTED ie 
Chemist - 33 wide tech. and gen. educa- 


| tion seeks interesting position as writer 


of tech. bulletins, tech. copy, or publicity 


| Test assignments invited. Met. NYC 


Box 8478, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ART DIRECTOR who believes in advertis- 
ing first, who is 4A experienced in print 
& TV. who has ideas, ideals & samples; 
seeks agency A.D. position in Chicago. 
Box 8480, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLIC INFORMATION 
| councelien, organizational publicist, 10 
yrs. exp., married, 2 children, wishes to 
relocate. Box 8475, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 
DIRECT-SELLING 
ADVERTISING MANAGER 
|Top proven record, results in recruiting, 
training, keeping dealers. Know home, 
field office operations. Deep in copy, art, 
media, production. Good agency back- 
ground. Now in Cosmetics, negro market, 
| Selling plenty. Can create, sell big for 
you. Buy know-how! 
Box 8474, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE INDUSTRIAL AD MANAGER 
12 years’ advertising, sales 
heating, air conditioning, building prod- 
ucts, machinery Background: 4A ad 
agency, copy-contact...large manufac- 
turer, advertising, public relations direc- 
tor... trade mag. editor. Write for com- 
plete job history to: 
Box 8477, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MARKETING EXECUTIVE AVAILABLE 
Top Marketing Executive, presently em- 
ployed directing multi million dollar food 
manufacturers Sales and Advertising Pro- 
grams seeks greater opportunity. Able 
administrator, sales producer. Married, 3, 


| 


ol 


| out-of-town operation. 
| experience in TV & Radio desirable but 


promotion | 


Advertising Age, June 25, 1956 


‘ oo 
_BUSINESS OPPORTUNITIES 


Attention New York Agencies... .. 


Here’s a chance to sell or merge your 
agency with a competent fully recognized 
Size unimportant, 


not necessary. Real chance for growth. 
We are open for discussion. 
Box 8484, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WEST COAST AGENCY WISHES 
|\TO MERGE WITH NATIONAL 
ORGANIZATION 


Head of small but talented agency wishes 
to retire within the year. Desires to pro- 
tect clients and personnel. Owner in late 
forties, will stay long enough to make 
merger effective. No investment required 


| other than purchase of fixtures (approx- 


imately $3,000) and taking over three 
years lease at nominal rental. New owner 
can operate at little or no cost. 
Box 8485, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 
SMALL CONSUMER PUBLICATION 
for sale. Does not carry advertising. 
Box 8486. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
When your OUTDOOR ADVERTISING 
Program for Boston and New England... 
calls for Specialized Service... Contact 
COMERFORD GENERAL ADV. BUREAU, 
58 Greaton Road, Boston 32, Mass. 
MAGAZINE EDITOR'S HOME 
Remodelled Victorian, Huntington L.I. 
overlooking Bay and Sound. Eight large 
rooms, 3 baths, 2 fireplaces, 40 foot porch, 
2 car garage. One acre. Private beach 
rights, excellent swimming, sailing. $33,- 
000. Hunt 4-0633. 
SALES LETTERS WRITTEN BY EXPERT 
Powerful! Dynamic! Aggressive! Lucky! 
$19. Ralph Nathan, Since 1932. 814 - 44th 


Avenue, San Francisco 21, California. 
Stock color illustrations for advertising. 
200,000 varied subjects by top photog- 
raphers. Also one million black and 
whites. Selection on request, FPG, 62 W 
45 St. NYC. Se a 
DOUBLE YOUR BUSINESS with inex- 
pensive Newspaper Classifieds! Clever 
business stimulators! Tiny ads - big pay- 
off! Free trial. Simon, Box 87-AAl, Pel- 
ham, N.Y. ae om 

SELL OR LEASE - Modern, equipped 


BS. Lets talk over your situation. 
Box 8470, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois ; 


~ REPRESENTATIVES AVAILABLE 
A creative, energetic, young rep has 
openings for addiitonal publications, Ohio 
territory. Box 8482, Advertising Age 

200 E. Illinois St., Chicago 11, Illinois 
Eastern Publisher's Rep now in seventh 
year, covering three industries, seeks one 
more Trade or association paper for ex- 
panding sales staff. Write 


Box 8483, ADVERTISING AGE woodworking department of medium- 
480 Lexington Ave., New York 17, N.Y. | Sized, Philadelphia manufacturer of ad- 
vertising displays who will guarantee 

some work. Select personnel available. 


Only responsible principals please. 

Box 8689, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

IRISH? 

Western Advertising man in Ireland in 
July. Will represent your family or busi- 
ness interests there. Or will bring back 
color photo and recording of your Irish 
family/friends. Reply at once 

Box 8487, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


WANTED: CRACK CHICAGO 
MEDIA REP 


Here is a rare opportunity for an 
experienced, aggressive Rep who can 
handle one more strong industrial 
publication which has top accept- 
ance. 

Should have some knowledge of 
Graphic Arts and must have top 
reputation and proven sales ability. 
This is the top regional, id and 
audited magazine in its field in the 
United States. Presently carrying 
more than a dozen major Chicago 
advertisers in its field. 

For the man who can produce this 
is a real py, and a a 
ing deal. B YOU MUST SHOW 
BY RESULTS. 

Write Box 116 
200 E. Illinois St., Chicago 11, 


FOR SALE 
SUCCESSFUL MAIL ORDER 
PUBLISHING SERVICE 
Netted more than $25,000 last 
year. Should increase to $36,000 
next 12 months. No special ex- 
perience needed. Ideal, modern, 
air conditioned Chicago offices. 
MUST SACRIFICE AT ONCE 
Business, lease-hold improve- 


Advertising A, 1 


ENTIRE BUILDING FOR RENT 


ts, furniture, equipment 
7,200 sq. ft. Strikingly beautiful, func- ae no ay ’ 
tional, modern 3 story building plus and ae cae” 
full finished basement; newly deco- Sete ta tech f 
rated throughout; 3 car parking rear; rvemene~ 3 S open tor 


ideal for general office, ad agency or 
publisher. Office fixtures for sale. 
216 E. Ontario. DElaware 7-7080. 


Box 124 Advertising Age 
200 E. Illinois St., Chicago 11, IIl. 


UNUSUAL EDITORIAL 
| MEDIA 
OPPORTUNITIES | oenneren 


We need two young, aggressive ||] An important National advertiser 
men with editorial experience ||| with a multi-million dollar budget 
to help staff two of our trade ||| currently needs a man to head its 
and consumer publications. Ex- Media Section. Duties will entail: 
cellent working conditions (and 
we're air conditioned) fringe 1. Media Buying 

2. Media analysis 


We are interested in buying 
a major stock interest or 
outright purchase of a trade 
or group of trade publica- 
tions which are established 
and are in potentially grow- 
ing fields. 

The present management 
and organization would be 
considered an important 
part of any agreement. 

All replies will be held in 
the strictest confidence. 


Box 998 Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


benefits, good residential area 

in northern Chgo. suburb. Bet- 3. Budget coordination 
ter still, these are ideal opportu- 
nities in company small é¢nough 
that we’re interested in you, big 
enough that we're well financed 
and growing. Send us a photo 
and outline your experience, 
salary level and _ references. 
We'll acknowledge all replies in 


We require a man under 35, pref- 
erably with agency experience, 
and with the potential to assume 
the increasing responsibility of an 
expanding operation. This posi- 
tion is located in Chicago. All 
replies will be considered con- 


fidential. 


strictest confidence. 


Box 123 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


Box 126, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


AGILE PROMOTION MANAGER— 
PUBLISHER'S ASSISTANT 


MARINE CAPTAIN returning civilian career wishes 
take big load off publisher’s desk handling promotion for 
advertising, circulation, or both; coordinating “1001” de- 
tails getting out publication. Ten years tested experience 
on advertising, food, home furnishings, amusement papers, 
publicity. Own 4x5 press camera; able photographer. 
Skilled freehand drawing. Military specialties: public re- 
lations, communications. Four times Far East. Not subject 
recall. Am 39; have MBA Chicago U, BA (Journalism) 
Wisconsin U. Salary: open. Box 114, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


5. 
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Advertising Age, June 25, 1956 


WANTED: WRITER OF SELLING 
COPY WITH A FLAIR 


If you are now writing nation- 
al magazine advertisements 
in the consumer durable field 

. if you also do the trade 
and collateral material ... a 
complete overall job—you 
may be interested in an op- 
portunity to write the adver- 
tising programs for leaders 
in their field. We are a 4-A 
middle-west agency. Write 
giving full information and 
enclose proof of one typical 
advertisement. Box 989, Ad- 
vertising Age, 200 E. Illinois |) 
St., Chicago, Ill. 


ASSISTANT CIRCULATION 
MANAGER 


Splendid, permanent opportunity for a 
real salesman. Must be alert, steady 
and worthy of future advancement. 
Write good sales letters. Supervise 
and hire new salesmen. This job will 
keep a good man busy and happy. Age 
30-35 years. 


HOARD’S DAIRYMAN 


Neil Blair, Circulation Manager 
Fort Atkinson, Wisconsin 


BIRCH 


The Midwest's b 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment enly 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


hice 


Placement 
Counselors 


OPPORTUNITY 
Salesman with Qualifications 
to Become Director of Sales 

Opportunity of a life time to 
man with experience in Drug 
Sundry or cosmetic field—cos- 
metics pref'd to work out of 
Dallas office with future of Di- 
rector of Sales. Salary and Com. |! 
basis...start immediately. State 
.. your qualifications. 
Box 117 Advertising Age 

200 E. Illinois St., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


yDICS 


Photographers 
DEARBORN 2-1062 


° * 


»: 


4 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


PACKAGE DESIGN 
SALES EXECUTIVE 


One of the largest package design con- 
sultants in New York an opening for 
a — executive to solicit -~ wd 
known manufacturers of packaged | 
chandise. He should have. the following | 
background and characteristics: 
Substantial experience in packaged mer- 
chandising, materiais and techniques and 
to use this experience effectively. 
Creative, imaginative and inventive, yet 
practical. Able to verbalize ideas rapidly 
whether oral or written. 
Ability to understand motives of others 
and to size up complicated human rela- 
tions situations. Enjoy contact work and 
| 
| 


find persuading others rewarding. Abie 
to work with sustained concentration and 
to pay proper attention to both details 
and the overall aspects of the job. An 
effective organizer and administrator able | 
to grow into @ position of top level re- | 
yay | and decision making. | 

staff knows of this ad. Replies will be 
held in strict confidence 


480 Lexington Ave. New York 17, N. Y. 


} 
' 
Box 997 ADVERTISING AGE | 
| 
| 


TIME BUYER 


AAAA Agency in Southern city 
has opening for time buyer. Op- 

rtunity for advancement to 

edia Director position. Excel- 
lent working conditions in new 
air-conditioned building. Thirty- 
five hour week. Person we hire 
will be entitled to vacation this 
year. Please give all details of 
education, experience, et cetera 
in first letter. Your reply will be 
kept confidential. 


Box 118 Advertising 
200 E. Illinois St., Chicago 


| 


iL. mi. 


| 


MEDIA MANAGER 

A fast growing Pittsburgh 4-A 
Agency has an opening for a 
media manager thoroughly fa- 
miliar with industrial and busi- 
ness media. If you have had a 
minimum of three years’ ex- 
perience and are interested in a 
real opportunity to do a cre- 
ative media job, write us about 
yourself and your salary re- 
quirements. 


Box 110 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


SALES PROMOTION ASSISTANT 


Young man (25-35) with ex- 
perience in sales promotion 
work to assist in all phases of 
SP for large food company, 
Chicago. 

Should be familiar with prepar- 
ing broadsides, presentations, 
etc., able to plan complete mer- 
chandising campaigns. 

Give salary bracket and educa- 
tion. Excellent opportunity. 


Box 119 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


“Our 45th Year” 
MARKETING DIRECTOR $15,000 
Durable SY WRITERS Any a ne etc 
4SR. COPYWRITE ny 2-20) 


RESEARCH, Market & opinion Si0M, 
MEDIA DIR. 30-35 yrs. Non-agy $12M 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ACCOUNT EXECUTIVE 
To service electric utility accounts for 
rapidly growing 4-A agency in Midwest. 


* major utility experience. Knowl- 
edge of agency Emer helpful. Please 
give us compiete details on experience. 

Fesponsibilities, interests. Include salary 


requirements. 
X 996, ADVERTISING f°... 
200 E. Illinois St., Chicago 1 


‘Color, PoMble TV 
Seen Heading for 
Tepid Fall Sales 


(Continued from Page 2) 
jmake a real showing until next 
year. 

As for color tv, buyers are con- 
tinuing to keep a watchful eye on 
|it, but price and uncertainty about 
| quality ‘are still holding them 
|back. RCA showed the industry’s 
first color tv retailing for less than 
'$500—a $495 table model—and 
Admiral, General Electric, Philco 
and Olympic Radio & Television | 
plan to follow suit soon with com- 
| petitively priced models. Even so, 


than price—at least the $495 price 
—to get color sets off the ground. 


= RCA executive vp Robert W. 
Seidel said in New York yesterday 
that “the tremendous pent-up de- 
mand that our surveys show now 
exist for color tv may very well 
mean that color receivers could be 
in short supply before Christmas.” 
On the other hand, Philco, which 
introduced a 9-model color tv line 
here Sunday, expressed doubt that 
color tv would “take hold” this 
fall. Phileo vp Larry F. Hardy said 
he didn’t think color sets have suf- 
ficiently stirred consumer interest. 

An RCA spokesman offered a 
possible reason for slowness of 
public interest in color. He said 
that the consumers expect to see 
the vividness of Technicolor on col- 
or tv, something the tv camera it- 
self doesn’t see. They seem a bit 
disappointed in relatively natural 
color, he observed. 

Other tv developments an- 
nounced here this week were a 
slew of refinements and conveni- 
ences that were generally well re- 
ceived by buyers. Zenith intro- 
duced a new 8-ounce “Space Com- 
mander” device that operates the 
elementary tv controls from a dis- 
tance of some 20 feet without ben- 
efit of wires, batteries or tran- 
sistors. Zenith sales people aren’t 
talking about the principle behind 
it, except to say it isn’t electronic. 
A hazard guess that high frequen- 
cy sound had something to do with 
it was called “a fairly good guess.” 


s Crosley-Bendix, meanwhile, an- 


first fully automatically con- 
trolled” tv July 9 at a dealers’ 
meeting in Cincinnati. It will uti- 
lize a remote control station selec- 


the feeling is that it will take more | 


nounced it will unveil “the world’s | 


|DAVID A. LINDSEY has been faedl, 
| national advertising manager of 
|the Gazette, Janesville, Wis. Mr. 
Lindsey formerly held a similar | 
position with the Omaha World- | 
Herald and also has been national 
ad manager of the Post-Crescent, | 

Appleton, Wis. | 


tor somewhat like Zenith’s, but | 
apparently different in several im- 
portant respects, according to 
Crosley-Bendix. 
Outstanding news in the radio! 
market was Admiral’s introduc- 
tion of a $279.95 new sun-powered 
portable model using 32 silicon 
“solar cell” elements to convert 
sunlight into power to run the set. 
Opening national ad shot on the 
item will be a color page in the 
June 25 Sports Illustrated followed 
up by a color page in the July) 
Holiday. | 


# Other radio and tv news notes 
from the home furnishing market 
were these: 

e Hotpoint Co. has entered the 
tv receiver business with a line of 
16 tv models ranging from 24-inch 
consoles to 9-inch portables, in- 
cluding also 14-inch and 17-inch 
portables. Consumer advertising, 
to be launched in September, will 
use the theme “Hi-Vi” (high viv- 
idness) tv for the whole line. 

e Westinghouse has introduced | 
a color tv line consisting of four 
table and two console receivers 
featuring a 22-inch rectangular all- 
glass color tube. 

e CBS-Columbia’s future is still | 
uncertain, but word has it that all| 
will be resolved by a July 1 an-| 
nouncement from CBS president | 
Frank Stanton. 

e Admiral Corp. will run a new | 
pr and ad program with institu- 
tional content for the second part 
jof this year. Page ads will run in 
|Barron’s, Business Week and 


113 


Forbes. Wall Street Journal will 
carry a two-thirds page ad. Marty 


Sheridan, Admiral’s pr director, 
will supervise the program. Crut- 
tenden & Eger Associates is the 


agency. 


‘57 Market Data 
Issue of ‘IM’ Will 
Be Published June 25 


(Continued from Page 2) 
imum effort the material he may 
be seeking. 

Chief sources for the material 
in the special issue, in addition to 
government departments and bu- 
reaus, are several hundred leading 
business publications, whose edi- 
tors made available their annual 
summary issues, results of sur- 
veys and studies conducted by their 
books and their own editorial eval- 
uations of future trends in their 
respective fields. 

The issue’s, 576 pages make it 
the largest Market Data & Direc- 
tory number ever issued in the 
35-year history of the publication. 
Distribution to Industrial Market- 
ing’s 12,000 subscribers will be 


|completed prior to the end of next 


week. Single copies are available 
at $1.50 each. 


s Annual page totals of advertis- 
ing carried by’ several hundred 
business publications in the course 
of the past five years, a feature 
first published in last year’s issue, 
are again carried in the current is- 
sue. Editor of this year’s Market 
Data & Directory number is Fred- 
erick Borden, who is also an as- 
sociate editor of Industrial Mar- 
keting. 


Four A’s Issues Directory: 
11 New Members Are Listed 

The 1956 membership roster of 
the American Assn. of Advertising 
Agencies, New York, has just been 
published, showing an increase in 
| membership of 11 agencies over 
last year. 

Member agencies now number 
/ 323 and operate 613 offices, 41 
more than listed in 1955. The of- 
fices are located in 94 U.S. and 
39 foreign cities. 


Morrissey to Bozell & Jacobs 
James A. Morrissey, formerly a 
reporter with the Morning Herald, 
Yakima, Wash., has joined the 
Seattle staff of Bozell & Jacobs to 
do pr work on several accounts. 


A complete placement service 

of Ad men, for Ad men... by an Ad mas 

who has worked in all the jobs himeclf 
for over 20 years 


| 333 NORTH MICHIGAN AVENUE - CHICAGO 


FRanklin 2-3280 


dled in strict confidence. 
Box 111 


INDUSTRIAL PUBLIC RELATIONS 
ACCOUNT EXECUTIVES 


Attention: Industrial PR Men-Trade Book Editors. 


Fifty-year-old Chicago area 4A ad agency with separate 
Public Relations Dept. has outstanding opportunity for 
man (30 to 35) with solid industrial and/or engineering, 
writing and placement experience. Must be self-starter, 
able to handle complete details on established accounts, 
capable of meeting top business executives. Excellent work- 
ing conditions and company benefits. Enclose photograph 
with resume and state salary requirements. Replies han- 


Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 


? 


ae 


Smeets gt | yp ge 


says M. E. Burton Advertising Manager 
Denison Engineering Company 


How about it? Do you need to keep posted on the 
latest techniques, methods and developments of 
advertising and selling to business and industry? 

Do it the quick, easy, inexpensive way by 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 


te | 


eel 


“We Read IM without fail.” 


“Industrial Marketing is the ONE 
publication which is read regularly 
by our advertising and sales 
personnel without fail. We keep 
every issue . . . and, as a matter 
of fact, we have made IM the 
foundation of our marketing and 
advertising reference file.” 


starting a year’s trial (only $3) at our risk. 
Includes monthly copy of Industria! Marketing 
plus the 556-page Annual Market Data & 
Directory Number, June 25th. 


To: INDUSTRIAL MARKETING, 200 E. Illinois St., Chicago 11, Illinois 
My Name__ Title oie hunt 
Nature of 
Company. Business Te anions 
Street__ Ll 
| City. Z State 
(0 $3 enclosed (0 Bill firm (C Bill me No extra postage Canada or Pan America; Add $2 a year foreign. 


IM IS A SISTER PUBLICATION OF ADVERTISING AGE AND ADVERTISING REQUIREMENTS 


. 2 A. i oe 4, E - ; : cere) i rs fe: ! 2a sa, 7 ge 
; . i> >a ae LS: 
H Sipe, 5 — 3 B. 
4 1 F 
v x 
x ee 4 _ | 
d PS Cake a 
ae 7 | | | \ | Po ; 
ut : a Se 
pe , 44 ee c 
L 3 a ag ‘ 
te ; —_— Pe . 
fe : ae 5 a: ‘4 P r rd 
f- & al = : 
~ : f ." : ' ; F g 
4 : 
Fo 7 
! 
e P a | .. 
. ? 
r | i 
1 | | i 
i — — 
4 ~ 
- SSS | 
Ee | — : 
4 | : 
re 
-: | 
| ~ 
fC —‘CsC—sr zi 
a , 
Gor py e 
crit five ne 4 
ep ay ha ie 3 eee a 
fo7 : . 7 
cS - A a of 
| (/——_— ——— —————— ~~ . ——. j : it 
] * - e i 
; l DOUG SMITH, INC. } ; — . a 
a BP , , | . | 7 ; | | | é | 
‘ i f 
’ Ee 
i fF oe 
ee “ 
‘ £ 
ee grececcmcrsccmsccemeree SSSI ae 
ee | 
’ * rn. SG 
7 — _ 4 a : : ee eet = ey ee Se i ST oe eee oat OS ee setae cs S| 
ane wos . Pa” Spe pert Cae SONS Sa ee ee : - 
; ae} me ee 


McCall’s is proud that so many of the nation’s 
retailers (Macy’s in New York, for one) have 
enthusiastically ratified the woman-plus-family 
shopping theme in their own advertising. This, added 
to the record-breaking support of advertisers in McCall’s own 
pages, is further proof that the Togetherness concept 
truly reflects the way America is living—and buying—today. 


& 7 The 
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womans touch P 


is the 
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The common bond in any home has always been the woman. 


Today, a new way of living—in a word, Togetherness—is bringing the woman and her 
family closer together in wider areas of mutual activities and affection. “The 
woman’s touch” is now part of a hand-in-hand partnership. And the woman herself 


is being welcomed in more and more spheres outside the home. 


Two years ago, McCall’s chose the word Togetherness to spotlight this unity. In this brief 
period, the word and the concept have gained tremendous acceptance among readers, 
advertisers and retailers, as well as with religious, civic and educational leaders. In short, 
Togetherness, an editorial definition, has become the rallying point for the most 


positive forces in our national life today. 


Every month, you’ll find the word Togetherness on McCall’s cover—its mood throughout 
the magazine, in feature after feature of mutual interest to the woman and her family. 


Togetherness, today, is more than a word . . . it’s the hope and trend of our times. 


McCalls 


The magazine of Togetherness...in more than 4,600,000 homes every month! 
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